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Sectio n 1 

INTRODUCTION 

Harrison Price Company was retained in Decembe r 1986 to 

organize and carry out a charrette conference directed at defin­

ing an opt imum concept and economic potential for Adventur e 

Arner iea , a comme rcial attract i o n t o be developed in Washington, 

DC. 

The goal of the clien t i s to o ffer an attraction de ve loped 

o n the immense historical and governmen tal thematic base of thi s 

great city . The project is aimed directly at the millions of 

visitors who come eac h year t o the Na ti on' s cap i tal . Quoting the 

client concept paper: 

"Washington attracts these peop l e becaus e it i s the active 

center of Ame rican histo r y and power, the location o f our 

great mome nts and monument s , the site o f or shrine to events 

and institutions we all know and revere. 

Wh ile there are many places in Washington to 'vis i t, I there 

is no place that: 

(1) makes American hi sto ry and its heroes come t o li fe; 

(2) i s e nte rtaining and fun and allows the visitor to 

interact with the environment; 

(3) puts both the American and Washingto n experience in 

perspective , .i.......e....., that enables the visitor to better 

enjoy th e other Washington att ractions (~, the 

Washington Monu me nt or Linco ln Memo rial) by bri nging 

alive the historic events they represents; and 

-1-
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(4) speaks t o visitor s of all ages in the media of today; 

the r e i s n o use o f televis i o n , o r r o b o tics o r h o l o­

g r aphies, no spec ial effec ts , no thrills. Thi s is not 

only true for c hild ren and adul t s but als o for 

seni o r s ." 

Thu s th e client aims to inte rcept the visitor and pr ov ide an 

expos ure to 

Wa s h i ng t o n , 

the historical 

DC in an overy iew 

lore and cu rrent ambience of 

se n se much as the Unive r sal City 

To ur cent e r provides the v i sitor to Southern Califo rnia with a 

first-hand perspect ive of the movie a nd televisio n industry. The 

proj ect will contain an educa tional, entertainment and o r ienta­

ti o n program mix that will compleme nt the existing t o uri s t at-

traction o f the nati on's c apital . Locat i o n wi t hin an existing 

collection of n ational l a ndma r ks gives t hi s developme nt enormou s 

potential for mark et pe netr at i o n of t he established tourism base. 

Some consideration ha s been gi ven to location of the pr oj ­

ec t, but specific identificatio n o f s ites has b ee n de fer red 

awaiting classification of specific scope and content. Similar­

ly, precise content of the proj ect is still to be firmed up ; in 

fact, that is the p rime first step of the c harrette confere nce , 

in which Harrison Price Company was authorized to assemble a 

group of experts from the attraction business including d es ign­

e r s , managers and pl a nners to carry out thi s mission. 

Participant s a r e li s ted in Table 1. Barry Howard i s an 

int e rnati o nally known exh ibit d es igner and museum and expositio n 

mast e r planner . Jame s Wright, President o f Space Needl e 

Corporation, has an extensive backgr ound in attraction management 

at S ix Flag s and the Space Needle . 

for the excelle nt site d eve lopme nt 

Loui s ian a World Expos i t ion and 

Allen Eskew was re s p o n s ibl e 

plan 

head s 

at New Orleans for 

up an ext e nsi ve 

architectural practice with a heavy focus o n recreation projects. 

Wayne Williams is a pioneer in the field of r ec reation pr o ject 

mas ter planning and wa s the master planner r e tained to guide the 

-2-
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Table 1 

LI ST OF PARTICIPANTS 

Samuel Berger 
Gerald Gilbert 
Mi c hael Le v it t 

CLIENT REPRESENTATIVES 

Al le n Eske w (Arch i tect) 
ESKEW, VOGT, SALVATO AND FILSON 

Ba rry Ho ward (Exhi b it De s igner) 
BARRY BOWARD AND ASSOCIATES 

Wayn e R . Williams ( Architect) 
SMITH AND WILLIAMS 

Jim Wright, Pr es id e nt (Attrac tion General Man age r ) 
SPACE NEEDLE CORPORATION 

Harrison A. Price 
Nicholas S. Winslow 

HARRISON PRICE COMPANY 
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evolution of the Universal City attraction complex for over a 

decade . Nick Wins l o w and Ha rri son Pri ce between them have 45 

year s o f e xpe ri ence i n econom i c planning and fea sib il it y analy s i s 

f o r several hundred attrac ti on s i ncluding most of th e n e w 

gene r at i o n t heme pa rk s a nd sea life parks in existence and the 

Corning Glass , Busch Garden s , Hershey and Unive rsal tou r s . As 

five year head of Paramou n t 's Futur e General, Winslow has 

specialized background in high i mpact film and o ther high-tech 

approaches t o th e attraction s indust ry which are relevant to the 

attraction propos ed i n Wa sh ington, DC. 

Th e cl ient gr o up was represented by Samuel Berger, Gerald 

Gilbert and Michael Levitt. 

Operating in the original storyboa rd confer e nce style devel­

oped by Walt Disney, an agenda was prepa red as an approximate 

guideline for conducting the meeting which then was chaired by 

Harrison Price . The agenda is outlined in Tab1e 2. 

The mai n thrust of the charrette was to explore an enter­

tainment program mix t hat would, in the opinion of the group, 

generate required visitor interest and a feasible economic 

return . Within that general direction , the c harrette had t hese 

specific goals: 

• Quantify the potential visitor market for the proposed 

ente rtainment orientation and educational facility. 

• Quantify market penetrations within the primary, excur­

sion and t ou rist markets . 

• Identify entertainment mix. 

• Establish a quality of experience which would distin­

guish this facility as a major tourist attraction in 

Wa sh ingto n , DC. 

-4-
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Table 2 

ADVENTURE AMERICA CRARRETTE AGBNDA 

Introduction and or i entati o n 
• Parti c ipa nt s 
• Rol e of this charrette in t he planning process 

Project background 
• Development objectives 
• Review of site characteristics (size , location, 

accessibility, surrounding land uses) 
• Possible constraints on operat ions (weather 

conditions/seasonality, site terrain, local 
availability of supporting infrastructu r e -­
hotels/motels, campgrounds , food service) 

Preliminary indica tions of market support 
• Resid e nt market size and characteristics 
• Tourist market 
• Competitive environment (other attractions in area and 

attendance e xperience) 
• Vi s itor accommodations in the area 

Experience o f other attractions in the area 
• Market penetration and att e ndance 
• Operating season 
• Admission prices 

Basic development paramete rs 
• General scope of project vis-a-vis indicated market 

support 
• Recommended operati ng season 
• Visitor length of stay objective 

Specific concept and cont e nt 
• Thematic orientation 
• Entertainment/recreation activities 
• Food/beverage service facilities 
• Merchandise sales facilities 
• Admini strative and support facilities 
• Probable phasing of development 

Preliminary estimates for proposed attraction 
• Market penetration and attendance 
• Design day attendance 
• Physical capacity requirements 
• Overall acreage requirements (first phase plus futur e 

expansion) 

Summary and adjournment 
• Recap of charrette findings 
• Projected schedule of completion of summary paper 
• Assignment of individual responsibilities and follow 

up input from participants 
• Adjournment 

- 5-
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• Develo p mac r o e c on o mics which wo uld indicate develop­

ment cos t s a nd s quar e foot ag e requi r ement s fo r e n te r­

tai nme n t compo nent s . 

• An a lyze inte rnal d e sign sequences and c onfigurati o n s 

and pl a nning con s traint s . 

• Analyze thematic o r g ani za ti on for e xhibitry and filmic 

c ompo ne nts. 

Thi s r e po rt attemp t s t o hi g hli g h t a nd s umma rize t he c o nc e n­

s us of the pa rtic ipant s in the c ha ccet t e . Th e gr o up wa s e sse n ­

tially in accord on k e y e l eme nt s o f the projec t a nd it s fin al 

concept, and t he pos it i ve ness of t he opportu ni t y i t r epresen ts . 
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Section 2 

THE MARKET ENVIRONMENT 

The charrette group had bee n circu lated with a fairly recent 

ERA feasibility analy s i s f o r t he pr op osed Childrens Island theme 

park exhibi t center and specialty retai l complex t o be located in 

Wa s hington, DC. 

That report s izes t he r e s id e nt market in 1 986 a s f o llows (in 

mi lli ons) : 

Resident Market 

Primary 0-50 miles 
Secondary 50-100 miles 

Total 

3.183 
2 . 286 

5.469 

The tourist market fr om beyond 100 miles , in two ca tego rie s 

(business v i sitors and n on-bu s iness vi s itors) is es timat ed in 

1986 as follows (in millions): 

Visitor Market 

Business visitors 
Non-business visitors 

Total 

4.900 
6.500 

11.400 

The total market available in Washington , DC in 19 87 i s t hu s 

est i ma t ed at 1 5 .9 million . 

It is enhanced by pass-through and day-trip visitor s not 

staying overnight which is estimated to total 5.0 million. 

A substantiating check on the foregoing level o f o vernight 

visi tation is indicated by aggregate hotel r oom count es timated 

at 60,000 r ooms and computation of ove rnight visitors as follows: 

-7-
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Number of rooms 
Available room nights (X 365) 
Occup i ed room nig hts (X 0 . 7 occupa ncy ) 
Pe r so n room night s (X 2 . 0 ) 
Number of pe r son s in hotel s 

(d i v id ed b y 4.2 average stay) 
Numbe r of visito r s (divid ed by 

0.67 percent in hotels) 

60,000 
21,900,000 
15 , 330 , 000 
30,660,000 

7,300 , 000 

1 0 ,90 0 , 000 

The nu mber of visito r s computed above (10 . 9 million) compares 

c l ose ly t o the f o r ego ing estimate of 11.4 million overnig h t 

visitors. 

The total re s ident and ove rnight visitor ma rk et of 1 5 . 9 

million i s a major market f or attract i on development . Smaller 

tha n New Yo rk, Los Ang eles o r Or lando , it i s , for example , as 

large as the San Francisco, Oakland Bay Ar ea. It has a hig h no n­

re s i dent component and is e nh a nced by a l arge quan tity o f day 

visitors . 

Seasonality of the ma rket plac e i s a f actor t o be r eckon ed 

with. Theme parks in the general a rea (Busc h Garde n s , The Old 

Co untry, Hershey Park, King's Dom in i o n) and t he amusement park 

Wild World at Largo all opera te seasonally, gen e rally we ekends 

after Easter until June and after Labor day, a nd f ull time i n the 

s ummer for th e period April through Oc tober. For the s e parks, 

the season i s o n the order of 140 t o 1 50 days. Acco r d ing t o 19 83 

data assembled by ERA , c e rtain p ubli c attrac tion s in Washington, 

DC ope rating throughout the year corroborate a r e latively s tr ong 

yea r around p o t e nti ality f o r the proposed p r o jec t: 

Air • Space Washington Mount 
Per iod " useum "on umen t Vernon 

Pri me , June-Sept e mbe r 39.1% 48 . 1% 46 .0% 
Sh o uld e r, March-Ma y, Oc t obe r 37.8 35.1 44. 5 

Off Seas on, Jan-F eb , Nov-Dec 23.1 16.8 9.6 

Total 100 . 0% 100.0% 10 0.0% 

What is ind i c ated above i s a strong s ho ulde r seas on and 

po tential f o r full y e ar ope rati o n, partic ularly fo r a protecte d, 

indoor activity. 

-8 -
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Th e g r o up did some rough estimating on the makeup of market 

segments a s f o ll ows : 

Families with o ut children 
Families with children 
School groups (mostly high school) 
Foreign/International 
Conventi o neers 
Senior Citizens 

42% 
25 
15 

9 
4 
~ 

100% 

The importance of the family trade and visiting sc hoo l 

children (82 percent of the market) is readily apparent. 

- 9-
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Section 3 

A RECOMMENDED CONCEPT OF DEVELOPMENT 

The charrette group spent th e second half of the fir s t day 

and most of the second day of the process synthes izing a s pecific 

concept of a project that is appropriate for Washington, DC. In 

developi ng it s concept , the char r ette group considered the size 

and seasonality of all sectors of the marketplace, th e objectives 

and agendas of visitation, the na t ure of competition and other 

fact o rs and guidelines controlling the creation o~ the attrac -

ti on. This ..... a s interspersed ..... ith a discussion of the size and 

type of site required for the proposed project and its probable 

economic perfo rman ce which is treated in Section 4. 

Goals and Objectives of tbe Project and Its Concept of 
Develop.ent 

Washington, DC has few , if any , good quality , value p r iced 

family attracti ons. None are oriented to nighttime operat i on and 

only museums offer an agenda for bad weather attendance. Goals 

and objec t ives for the project ascertained by t he group includ e 

the following: 

• The project 

priori t y. 

must be e n tertaining. This is a 

It mus t not be static with limited 

for r epea t attendance. 

• Th e project must have educational substance . 
• 

first 

appeal 

• Although it i s not a -touri s t in forma ti on center ,- per 

se , the p r o j ect shou ld se rve a visito r orientation 

function; in a sense e xplaining why the visi t o r is 

there a nd ..... hat he can do. The experience serves as an 

histor ical and geographic road map for the Washington 

visit, improving visitor access t o and appreciation o f 

-10-
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the lore of th e City. Too often a vi s it to Washington 

is limited to the Mall and Arlington Ceme tary. 

• The visito r e xper i ence must be uplifting , reinforc ing a 

sen se o f p ilgrimage a nd h omage to the spiritual cen ter 

o f Ame rica. 

• Th e project i s a private fo r-p rofit ventu r e stand ing on 

its own economic force . 

• The project must be a high quality project mak ing u se 

of in novative and s tate - of-the-art t ec hn ology i n most 

of i ts presentat i on s . To maintain freshness and gain 

r epeat visitat i on , so ftwa re must be changeable . 

In eva luating these ge ner al ob ject ives, the group made these 

additional comments : 

• Bewa r e of the d ange rs o f too muc h glitz and show - b iz in 

a Wash Ing ton, DC at tr actio n. Th e n eed for qual i ty and 

authenticity must rule. The c ity already has a g r e at 

collectio n of architectur e and real national monumen t s . 

The t ou ri sts that we are trying to entertain mu s t l eave 

thi s facility with the feeling that they have experi­

enced an attraction wit h as much p e r ce i ved value and 

quality a s anything they will visit during the i r stay . 

• Size of attract i o ns is not as impo rtant as quality. 

Push for a context of smaller and more 

devel opme nt. 

i nt ense 

• Length of stay should b e short--around two hour s , not 

fiv e hours. Don't try to usurp too much of the visi ­

tor's schedule--don't substitute this program for the 

visitors ' visits t o the real monuments and l a ndma rk s . 

-11 -
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Visitors to Washington are more focused on monuments 

and landmarks--a national sense of ·Pilgrimage." They 

a r e loo king f or the heartbea t of the count ry. It i s a 

r eal life glimpse o f a high sc hool civics class in 

acti on. 

The personality of th e attraction e xperience sho uld be 

dynamic, not passive. The show components should have 

the type of exhibits that get the heart rate upl High 

impact film is one of the greatest of all mediums f o r 

conv eying emotion and ene rgizing the visitoc and will 

be important in c r eating the concept . The visitor 

s hould leave feeling good and having satisfied his 

typically American appetite for education through 

e ntertainment. 

The format should be strong on storytelling--portraylng 

the subject manner in an entertainment format--some­

thing like the ·Steve Al len Show." The project can 

humanize the people in our history, make history come 

alive. Its presentations should convey a Mark Twain­

like humor reflective of the American quality of life. 

Washington, DC is the spiritual heart of the country. 

The story of Washington i s the story of the nation. 

This project is not a ride park or a theme park; it is 

not a museum; it is not a visito r center. It may have 

elements of all three within its program but it has its 

own specific mix. 

The relationship of this project t o what is offe red at 

Universal Studios Tour needs to be understood. The two 

are quite different. Universal succeeds because the 

entertainment 

available to 

industry it displays 

the visitor. The 

is not otherwise 

attracti o ns of 

Washington, DC are real and, to a greater extent , 

-12-
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accessible . The problem of that access is t hat the 

visitor is more often than not disappointed. In 

Universal , illusio n of reality and g litz i s legi t imate . 

In thi s pr o ject , it i s neces sary t o a v o id comme r cializ­

ing our history and our nati o nal mo nu ments . The proj ­

ec t must have higher aspirations. This project s h ould 

avo id being cu te in the mann er of "It's a Smal l Wo rld" 

at Disneyland . 

• The project can run all year in this ma rk et (with 

staffin g vacied b y d es ign t o ac c ommoda t e pea ks and 

valleys) . 

• The p r oject ha s n o arc hival mandat e , rather it is 

e ntertaining , educa ting , o ri e nting and uplif ting. 

• The project must be sen s itive t o e thnic ity (Ame rican 

history is largely dominat ed by white Protestants but 

the makeup o f the nati o n is diverse) • 

• The project can fill seve ral voids in the marketplace; 

something for children to d o , somet hing t o do at night, 

a place with a family dining e xperience built into it. 

With thi s preamble for considering concept development , the 

c harre tte proceeded with a disc uss i o n of design approaches. 

Project Concept 

Although many specific content idea s were p ut forth , the 

thru s t o f the co ncept development discussion was ho w t o maste r 

plan the projec t rather than articulating it s details. 

Barry Howard called for an implosion of ideas for e n tertain­

ment referring to concentrat i o n and intensity o f the experience. 

Th e project design approach parallels the Mont e rey Aquarium (in a 

s ma ll space) as contrasted to Sea World on seve ral acres. 

-13-
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The project should deal with the past, the present and the 

future o f Washington, DC. It s hould show that America's dr e am is 

alive and well, and that freed om r emai ns ou r central focus in 

spite o f 

Washington 

r epresent. 

its heavy 

and the 

cos t . It 

work Ing s 

should deal with 

of government and 

the City o f 

wha t they 

Barry Howard recommend ed an approach t o d es ign organization 

usi ng the symbology of th e acronym ADROIT, as follows: 

CD CD 
\/ 

®-@-®-@-(!) - @ 
/\ 

CD CD 

In the above sequence A stand s fo r arrival at the portal o r 

plaza , in this case arrival at the project and the city itself. 

This is where the visit to Washington starts. This is where a 

larger understanding of the drama and history of t he city begins. 

o stands for decompression, a place for backing off and getting 

ready (also food service and merchandising). R stands for recep­

t ion a nd sets up the pre - show . 0 stands for orientation (shows, 

ki os ks, merchandise) and launches activity patterns in several 

nodes labelled I for interpretation. T s tands for tabulation, a 

summary and final statement of the exper ience and a place where 

the visitor is prepared for his trip into the city . 

This final stage of the project can funct ion as a living 

calendar- - prov id ing or ien ta t ion and access for the v is i tor a s a 

major function of the facility. Perhaps a section of the post­

show exper ience (T) could be devoted to the development of the 

most comprehensive calendar of daily events happening around DC. 

Such a listing would track not only cultural entertainme n t 

venues , but would also identify public hearings and committee 

work with the government. Such a service wou ld let the visi to r 
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choose a visit to a particular event where the inner workings, 

th e wheels o f go ve rnme nt can be see n turning. 

As will be developed late r in Section 4 , the project capa­

city goal is predicated on a design day with 2,561 visitors on 

site . This requires a spread o f events, for example , like the 

following instantaneous activity distribution: 

Activities POt 

10 things for 10 
10 things f o r 20 
4 things for 300 
Food serv ic e 
Shopping 

people 
people 
people 

= 
= 
= 

100 
200 

1,200 
300 
300 
SOO 

people 
• 
• 
• 
• 
• 1 thing for 

2,600 p eople 

A more specific schematic flow for the project developed in 

the second day is shown in Figure 1. Some of the poss ible show 

elements within this flow chart are identified as follows: 

• 

• 

• 

A big show with perhaps a 360' screen or lMAX dealing 

with the history of the city , its insti t utions and its 

touchstones like the Oval Office . 

A Showscan/ lntamin 40-seat simulated ride through the 

city. The vehicle could be the President's helicopter; 

its route would show all of Washington and finish up on 

the Whi te House lawn. This is a very visceral • ride" 

experience and i s comparable to the new Lucas attrac­

tion at Disneyland (Star Tours) . 

By means of networked, large - scale v ideo, a presenta­

tion from the gallery in Congress, the Supreme Court in 

session, critical hearings in process and other scenes 

of the government in action . 
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Merc hand i se 

Figure 1 

SCllf2'tAT IC P I..AN PQR Till'! PROJE:CT 

Wh y Am 
r Here? 

Heroes 
Villains 
Crises 

( A s tr ong L we l come 

{

A la r g e scale 
multi-med ia e nvi r o n ment, 

fixed p r og ram, an 
i nspi r a ti o nal ove rvi e w 

.r--":: 

The 
ei ty -

Its Fab r i c 

{
Info r ma ti onal 

Fune t i on 

Se rv i ce f--------+ ------i 
Fo od 

Ser v ice 

F inal 
Show -
Where 
Ac e We 
Go ing? 

Post Sho w - Row Do I Get There? 

Gi ft Shop -
What Ca n r Buy? 
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A presentati on on John F. Kennedy, his life , hi s in­

volvement in politics and his con tributi on to Ame ri ca n 

hi s t o ry . 

TV r et rie va l funct i o n s as part of the i nfor mat ional and 

t rip organiz ing functi o ns of the cent e r. 

A combinati o n fil m and live ac tor presentation l ik e the 

Saskatchewan presentation at Expo 86 in Vanc ouver , o r 

an acto r IS image treatment comparable to the Spirit 

Lodge presentation of Ge neral Mo t ors at t he same event . 

Thematic tr ea tment fo r the project was discussed at length 

and several poss i b ilit ies wer e identifi ed , as fo l lows: 

Thematic Sub jects : 

Theaatic Storyline 
Vehicles: 

Freed om 
Democracy 
Pluralism 
Politics 
Communicati on s 
Discovery/ Inve ntion 
Crises 
Technology/Ente rprise 
Participation 
Humo r 

The Physical City (a r chitec tur e ) 
National Heroes 
Amer ican Histo ry 
Governme nt 
World Focus 

Finally, the group discussed at length the constraints and 

opportunities of the projec t which must be dealt with in develop­

ing its f o rmat, such as: 

• Adequate cri tica l mass and entertai nmen t valu e . 

• A need f o r bi - partisan tr e atme nt. 

• Sensitiv ity of th e subjec t matter . 

• Appe al to a broad cross-secti o n of the populatio n . 
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Section 4 

ECONOMIC AND PHYSICAL PARAMETERS OF THB PROJECT 

The chaCl:ette group made several iterations o f econ omic 

per f or manc e during it s two -day process . They a r e s ummarized in 

th i s section which first treats site requirements at different 

atte ndance leve ls and the n, in s e quence, site l ocati on con s idera­

ti ons , r e quired market pene trati on ( t o achieve 1.5 millio n at ten­

dance--the projec t attendance goal se l ected by the g r oup from the 

rna tr ix 1 , developmen t cos t s , project p r of i tab i1 i ty a nd s uppo r table 

inves tme nt . 

Site Requireaents 

Ar e a requiremen ts for the propo sed project are comp uted in 

Table 3, Project Ar ea Requirements. Thi s tab l e shows t ha t for 

1.0 milli on attendance a 70,OOO-square-foot facility is re qu ir ed. 

For 3.0 million att e ndance a 210,000 - square-foot fac ility i s 

r equired. Space in betwe e n i s shown for 1.5 million, 2.0 million 

and 2.5 million attendance. As indicated, space requirement for 

the kind o f project under discussion i s intense lik e a museum-­

not spread out as in the theme/amusement attraction business. 

It was the c oncensus of the group that the 1.5 million 

att e ndanc e mod el s hown above is an appr opriate target for thi s 

pro ject assuming that a strong , broad based attrac tion i s devel­

oped (a projec t perceived as a vi s itor center would n o t attract 

1. 5 million) Thi s attendance r e quire s building space o f 105,000 

squa r e fee t which s uggests land requir ement s in the rang e o f 1.5 

acres (no less) up to 2.5 acres depending on nu mbe r o f fl oo r s and 

set b ack s . Probable site requirement i s 2 acres e xc luding 

pa r k ing . 
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Table 3 

PROJECT AREA REQUIREMENTS 

Annu~l 6tt~Ddan~~ 
1.0 1.5 2.0 2.5 

Million Millioo Hillioo Millio n 

Peak Month 
@ 12% 1 20 ,000 180,000 240 , 000 300,000 

Peak Week (d i-
v ided by 4.43) 27 ,08 8 40,6 32 54 ,1 76 67,720 

Peak Day @ 18% 4,896 7,314 9 , 751 12 , 189 
Pe ak On-Si te 

@ 35% 1,707 2,561 3 ,414 4 , 268 
Cars @ 50% by car 

& 3 persons 
per car 284 427 569 711 

Total Parking 300 450 600 750 
Space Needs @ 

40 sf/person 
net of parking 
and setbacks) 68,300 10 2 ,440 136 ,560 170,720 

Use (s.f.) 70 ,000 1 05 ,0 00 140,000 175 , 000 

Source: Harrison Price Company. 
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Site Location 

It was th e unanimo u s opin ion o f the c harc e tte that the site 

needs first to be in th e district and second within the di s trict 

it ne eds to be near the Mal l within walking distance f o r most 

visitors and with c l ose pr oxi mity to the Met ro System. Ready 

access t o available t o uri s m i s the key consideration. It is n o t 

a long stay project with inh e r e nt l onger distance drawing power . 

In add it i on, suburban l oca tion s for major attraction devel­

opment s a r e fought s tr o ngly by l ocal ci tizens. Local DC govern­

men t al processes will be more supportive of a n attrac tion devel ­

opment because of its obvious contr ibution to employment, t our­

i st ic enhancement and oth e r impac t s of econ o mic developme n t whi c h 

are of les s dir ec t interest t o s uburban re s id e nts. 

Location near th e Mall i s more important than availability 

of parking. Howeve r, the need for site location adjacent to the 

Mall will make it extremely difficult if not impossible to find 

an adequately sized property that is economically viable. Ther e ­

for e , one possibility may be to embed the Adventure Ame rica 

facility within an existing building or complex. Care should be 

taken that the project have its own direct access and the possi­

bility of major external s ignage. 

In the context of location, it wa s stated that the mos t 

obvious architectural opportunity wou ld be to design a free 

standing facility that in its own design would generate st r ong 

excitement and a s ignatur e statement with a c lear purpose. 

Rehabilitation of an exis ting structure probably involv ing 

mixed use (like the railroad station) is a possible approach to 

site location which could have salutary impac t on site a cquisi­

tion costs. 
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It does not appear t o be a valid idea to consider Chi l dren's 

I s l a nd as t h e pr o ject s i te . It is too big f o r t he p r ojec t con­

cep t and it s access is too difficult fo r th e kind o f p r ojec t 

und e r c o ns i derati o n . 

Required Market Penetration 

At tendanc e o f 1. 5 million pe r year would r e quir e the fo l low­

ing mark e t pe ne tr a tions: 

Market 
Segment flArtet Penetration Attendance 

Tou r ists 
Resid e nt s 

Tota l 

11.4 
->.....5. 

16.9 

10. 3% 1,1 70,00 0 
6.0 330 , 000 

8 .9% 1, 500 ,00 0 

Ma rk e t pe netra ti o ns o f t h i s o rd e r -a t -mag n i tud e a r e ob t a in-

abl e with a pro ject conc ept of sufficie nt f o rce and impact. 

Developaent Costs 

Based on unit cost factors for comparable kinds of exhibitry 

and attractio n development , c osts of developmen t for the projec t 

e xc l usive of land c osts are approximated as follows: 

Project Building Space 

Building Cos t s (105 ,00 0 x 
$150 per square foot) 

Sho w Cost s (105 , 000 divided by two 
x $300 per square fo o t) 

To tal Developmen t Co s t s 
(exclud ing land) 

105,000 square feet 

$15.75 million 

15.15 million 

$31.50 million 

There was considerable discussion o n th e a bove unit cos t s . 

These values ( $150 per s quare foo t f o r build i ng and $300 p e r 

square foot on half the s pace f o r show) ar e c o n s ider ed to b e hig h 

enough to mount a fir s t-class show and d e ve lop a building with a 

stro ng architectural statement . 
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Pro jec t Prof i tability 

Table 4, Pr oject Pr o fitabili t i es and Suppo rta ble Investment, 

es t imate s profitability at 1,500,000 at t endance . Three levels of 

pe e c apita expenditure on gate , f ood and merchandise are shown, 

S10, $11 and S12. Net operating profit range s fr o m $2.815 mil-

li on to $4 . 315 million for thi s per capita range . 

Supportable investment level s are shown on two bases, the 

first 14 per c ent return , indicate s a supportable inv e stment 

rang ing from $20.1 million to $30.8 milli o n. The second, a rule 

of thumb in the attracti o n business for maximu m supportable 

inv e stment indicating that Gross Revenue divided by Investment 3 

0 . 6, suggests a supportable investment ranging from $26 . 3 million 

t o $31.7 milli o n. 

These values at t he high end relate satisfactorily to the 

development cost of $31.5 million if land is provided without 

cost . With real estate in the Mall at very high values , the 

project clearly cannot car r y an open market purchase of land . 

The key to the feasibility of the project is determining 

what kind of creative real estate arrangements can be made. If 

the project is crea t ed as part of a mixed use developmen t eit her 

new or as a rehabilitation in which all or part of the land cost 

is carried by the overa l l development, then the indicated cost of 

developing Adventure America may be brought in line with its 

indicated profitability. The project may also pay rent and 

justify its investment in show cost s if the right kind of rental 

can be negotiated for a building structure. 

Costs of developmen t may also be slightly offset by institu­

tional investments of sponsors . The range of potential values 

c onsidered likely by the group is 5 to 10 perc ent of development 

cos ts . 
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Table 4 

PR().JECT PROFITABILITIES AND SUPPORTABLE INVRS'l'MRNT 
AT 1 . 5 ' IILLION ATTENDANCE LRVI<L 

( Rev e nue a nd Rzpense in Millions ) 

Rev enues 
Admissions Revenue 
Me rchandise Revenue 
Food Service 
Mi sce llaneou s Income 

Gros s Revenue 

Less Cost of Goods Sold 
Food 
Me rchand ise 
Misc e llaneou s 

Net Revenues 

Operating Costs 
Personnel 
Maintenance 
Advertising 
Utilities 
Insurance 
Taxes 
Miscellaneous 

Operating Profit 

Less Revenue for 
Reinvestment 

Net Operating Profit 
(Before Tax, Interest, 

and Depreciation) 

Supportabl e Investment 
at 14% ROI (millions) 

Supportable Investment 
a t Gross Revenue 
divided by 0 . 6 

Gate , 

$10 . 00 

$ 7.500 
3.750 
3 . 750 
0 . 750 

$15 . 750 

$ 1. 250 
1.875 
0 . 250 

$ 3.375 

$12 . 375 

$ 5.000 
0 . 750 
1.575 
0 . 735 
0 .200 
0.300 
0 . 250 

$ 8.810 

$ 3.565 

$ a .15a 

$ 2.81 5 

$20 . 1 

$26.3 
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Food and Mer chandise Per 
tagita RzQe:nd itlU::fi:D 

S11 . 00 $12 . 00 

$ 8 . 250 $ 9 . 000 
4.125 4 . 500 
4. 1 25 4.500 
0. 150 0 .7 50 

$17.250 $19.000 

$ 1.375 $ 1.500 
2 . 062 2.250 
0.250 0.250 

$ 3 . 687 $ 4.000 

$13.563 $15 . 000 

$ 5.250 $ 5.500 
0.750 0.750 
1.725 1.900 
0.735 0.735 
0.200 0.200 
0 .300 0 . 300 
0 . 275 0.300 

$ 9.235 $ 9.685 

$ 4.328 $ 5.315 

$ a.815 $ l.aaa 

$ 3.453 $ 4.315 

$24.7 $30.8 

$28 . 8 $31. 7 
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The first per capita expenditur e level chosen by the group 

wa s the lowe r v a lue o f $10 in Table 4 . Th e feasibility o f driv­

ing that pe r c apita highe r to th e $11 o r $1 2 valu e shown depends 

o n th e creation of a very strong food se r vic e a nd me r c ha nd i s ing 

progr am within th e operation. 
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Section 5 

SUMMARY 

It was the concenSllS of t he c haccette group that the p r oject 

pote ntia l o f Ad ventu r e America i s positive. 

The r es ident and 

lion and is enhanced 

(S.Q million) . The 

ove rnight vi s itor market t o tal s 15.9 mil­

additionally by a l arge day v i sitor coun t 

impact o f seasonali ty is modest , and year 

around operation i s feasible. 

Competition of commercial attractio ns in the city is nom­

inal . The visitor to Washington, DC would benefit fro m the 

orientation and visit organizing fun c tion of the pr o ject . Family 

ente rtainment is lac king and families dominate the ma rk e t. 

Al thoug h there are many cons train ts a nd sen s i t i v i t le s i m­

pacting the project , it was the concensus of designers and archi ­

tects present at the charrette that these chal l e nges can be met . 

Although the subject matter is larg e and difficult, sufficient 

technology is available to deal with that breadth and c omplexity 

in an inter es ting and stimulating manner. 

The charrette group estimates that an annual attendance goal 

of 1.5 million i s appropriate for the project. It requi r es a 

market penetration of 8 .9 percent. An average visit of two hou r s 

is cons idered appropriate. This equates t o a s ite size o f 1. 5 to 

2 . 5 acre s with a building area of 1 0 5 , 000 square feet exc l usive 

of required parking which amounts to 450 cars as s uming 50 percent 

arrival by auto . The on site design day attendance is 2 ,561. 

Loca ti on nea r the Mall 

circulation. 

is crucial to access tourist 
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Preliminary feasibility analysi s po int s t o a p roject devel­

op men t cost o n t he o rd e r o f $31 . 5 mill i o n e xc lu s iv e o f land cos t . 

P r o fi tab ility analysi s at $10 pe r c a p it a e x pe nditur e po i nt s 

t o a ju s tifiable expendit u r e of $20 mill i o n t o $ 26 milli o n. At 

$1 2 pe r c apita, j ustifiable de vel o p ment cos t s r i se to $ 31 milli o n 

t o $ 3 2 million. 

The higher per capita re s ult i s d epe nd en t on ac hi e ving a 

major success in food service and me r c handi s ing at th e pr o j ect. 

A good site for a fr ee s t and i ng st r uctu r e nea r t he Mall will 

be hard to find, and its purchase eco nomi cally imposs i b l e . The 

practical alternative may be t o t a ke spac e within an exi s ting 

building that is perceived as a ma jo r "Pe o p l e Pl ac eR in its own 

right, i.e. , "The Post Office" or Uni o n Station. If th e a t tr ac ­

tion i s embedded within an existi ng fa c ility, it sh ould have a 

direct access from the exter ior so that s ignature graphics and 

e ntrance design can reinforce the "maj o r attraction" image. Such 

a project, executed with style, authenticity and a dynamic col ­

lection of show components can establish itself as a premier 

attraction for any visitor to the city and a truly engaging 

showcase for "Adventure Amer ica.· 

It may be desirable to separate the de velopment program into 

a non-profit foundation for owning the facility and a for-profit 

corporation with a management contract . Lik e the new Marine 

World Africa USA in Vallejo, this f o r mat mi g ht ac c ommodat e joint 

public/private financing and open the doo r f o r s p o ns orships . 

This project must be carried o ff with gr e at design and 

architectural flair to earn its share o f vi s ito r a ttention . The 

city is endowed with great monuments a nd in s tituti o ns . 
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Timing of the pr o ject i s enhanced by s everal important 

h istor i ca l a n niversaries ; t h e b i centennial e r a 1 976 -1 992 runs 

fi v e more years , 1 987 lS the bicentennial of the Constitution, 

1 9 9 2/ 93 is th e bicen te nn ia l for rati ficati on of the Bill o f 

Righ t s . Th er e will be many oppor tun i t ie s of national focus a nd 

c ele bration in Wa s hi ngton . 
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