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A number of crucial questions must be addressed by any owner or operator of 
a trampoline park or indoor adventure centre who’s looking to design their new 
park, or make improvements to an existing one:

1. Introduction

1. What can I do to attract new customers?

2. How can I encourage those customers to return frequently?

3. How do I make my centre stand out from the competition? 
    (because there inevitably is, or soon will be, intense competition)

4. And what should I do to communicate most effectively with my  
    wide target audience?

Before I address these questions, a quick word about Rugged Interactive to give 
context to this report.

As one owner of a small UK trampoline park chain observed:

“Success is not getting people to try you once – 
it’s making them want to visit you regularly”  

R. Heavens, iBounce Cornwall

Rugged Interactive’s Background:  

We’re a small but fast-growing technology company based in south west England 
that designs and manufactures ‘motivational exercise equipment’. Essentially, 
using high-end electronics and gameification, we create interactive games that 
are great fun to play and engage users both physically and mentally – making 
them an ideal activity feature in trampoline parks. 

http://www.rugged-interactive.co.uk
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What we make: 

Our products include reaction games (e.g. ‘Freestyle Duo’, ‘High-9’), climbing 
challenges (e.g. TrailBlazer Hex), target systems (e.g. DodgeAttack®), and 
raceway timers (e.g. TriggerTrac®). 

All of our product share some or all of the following characteristics:

• Players receive a score to measure their achievement and progression

• There is limited game time or a specific goal to accomplish

• Most challenges are both mental and physical – e.g. reaction time, 
   hand-eye coordination, offence & defence decisions etc.

• There is a clear element of competition and challenge 

It is these characteristics that we believe make our products both unique and 
unusually compelling. 

A selection of Rugged Interactive products

1. Introduction

LEFT: Freestyle Duo, RIGHT TOP: High-9, RIGHT BOTTOM: Trailblazer Hex

http://www.rugged-interactive.co.uk


5 © Rugged Interactive 2018 www.rugged-interactive.co.uk

Our experience: 

The UK trampoline park market began to take off in late 2015, growing from just 
4 trampoline parks at the beginning of that year to over 200 by early 2018. The 
market is now in many people’s view largely saturated, and, with short travel 
times between major towns and cities, it is highly competitive.  

To succeed, most UK parks have to be exceptionally well attuned to what makes 
their customers happy, know what their competitors are doing, and be quick to 
learn from their and others’ mistakes.

Our company’s products now feature in well over 50% of all the UK’s 
trampoline parks, as well as other parks and adventure centres in over 20 
other countries across Europe, North America, China, the Middle East and Asia.   
In total, over 150 parks have chosen Rugged Interactive products.

And why mention this? Because we now have good insight into this most 
challenging of markets, and believe that this insight can be very valuable for 
creators of new parks in more recently established territories. 

Market Survey:  

When we speak to park owners and operators, naturally we want to find out 
what’s most important for them, what works best and what doesn’t work 
so well. Their answers help us to set priorities for developing exciting new 
products, as we try to help indoor leisure parks to be as successful as they 
possibly can.   

Between October 2017 and May 2018, we actively surveyed over 20 parks - 
as well as having informal conversations with many more (see the notes on p. 26 
for more information on our survey).

The findings of this survey are worth sharing1. These success factors naturally 
crystallise into five clear principles for designing (or re-designing), operating and 
marketing a successful indoor adventure business. We call them “The 5 Key 
Elements of Great Trampoline Park Design”.

1. As the owner of another indoor leisure business (in 2007 I set up and still own an indoor play centre in the 
Southwest of England), I can also say from personal experience that the key success factors that emerged clearly
from this survey are ones that any indoor leisure park owner will find invaluable. 
 

1. Introduction

http://www.rugged-interactive.co.uk
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Survey questions:

We surveyed 20 UK trampoline parks between October 2017 and May 2018, and 
have conducted informal interviews with many more, including several in Europe 
and the US. Most interviewees were independent, privately-owned single parks 
or small chains of 3-4 sites, whilst a further three were major multi-site brands.  

The questions we asked were:

In this report I will summarise our survey findings, and make recommendations 
for operators who are selecting features and attractions in new parks, or 
planning to refresh existing ones.

2. The Survey
What makes for a successful park?

1. What age group is your primary target audience?

2. What are your 3 most popular features/activities?

3. What are your most disappointing features?

4. What do you wish you had more of?

5. Which activity presents your biggest operational headache?

6. What are your park’s key differentiators?

7. What has been your most effective marketing approach?

8. Which aspect is your most important revenue generator?

9. How do you see this sector developing?

http://www.rugged-interactive.co.uk
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Results: 

1. Primary target age group

Findings:

2. T
he Survey

50%

30%

10%

10%

Target Age Group 

Age 7-14 
(sometimes quoted as 8-12)

‘All Ages’ 
(but actual large majority 
of customers aged 7-14)

Teens and young adults

Under 11’s

Comments: 

Whether by strategic choice or by accident, almost every park conceded that 
their main customer segment was in the 7-14 age group. We found that the most 
successful parks had all reached the conclusion that a clear focus on a specific 
target audience enabled them to improve their offering and their relevance to 
the customer, and helped in operational choices and marketing communications 
too. 

The vast majority of parks focus on children and young teens – typically age 7-14.  
A small minority aim at teens / young adults (e.g. 14-21), and two small (<10,000 
sq ft) parks targeted under-11’s because of their limited space.

Figure 1. Trampoline Parks that were surveyed identified the age group that they considered 
to be their key audience.

http://www.rugged-interactive.co.uk
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15%

10%

20%

40%

30%

70%

Walk the Wall 
(multi-height) 

Wipeout Game

Trampolines 
Generally 

Interactive 
Challenges 

Foam Pits 

Battle Beam 

Airbag Tower 
Jump 

100%

2. Most popular features / activities

2. T
he Survey

Features that were consistently big favourites (in the parks that had them) 
included the Airbag Tower Jump and Foam Pits (though both come with 
operational challenges – see Q5 below). Battle Beams also had high popularity, 
where installed. Wipeout (see picture below) was in only a few parks but very 
popular in all of those.  

Most notably, however, every single customer surveyed reported that our 
Interactive features were in the top 2 most popular features in their park.

Figure 1. Trampoline Parks that were surveyed selected their three most popular features. 
The votes are shown by percentage of those surveyed. (N.B. Not every park had every feature.)

Most Popular Features  

Findings:

http://www.rugged-interactive.co.uk
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Comments: 

The consistent feedback was that customers love challenges that are difficult, 
slightly scary, offer competition, or a measure of achievement and the ability to 
improve, or the risk of failure. 

Young people are competitive, they love to be tested, to learn and to 
improve and to see evidence of that new skill or improvement. 

TOP (left to right): Battle Beams, ‘FreeStyle Duo’ Reaction Walls. BOTTOM (left to right): Airbag 
at Jump Extreme, Wipeout at AirHop.

2. T
he Survey

http://www.rugged-interactive.co.uk
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15%

20%

20%

30%Climbing Wall

Basketball

Dodgeball

Ninja Course

3. Most disappointing features

2. T
he Survey

Most Disappointing Features 

Findings:

Figure 2. Trampoline Parks that were surveyed selected the three features that they consid-
ered to be least popular. The votes by percentage of all parks surveyed are outlined above.

Typical park comments included: 

• Climbing Walls (non-interactive) - “Boring, no clear objective, kids start then 
  stop after a while and don’t return.” 

• Basketball - “Doesn’t thrill, no progression. Popular with a few only. Many try 
  once then stop.”

• Dodgeball - Only popular with a narrow group – young boys (10-18).  Girls and  
  younger kids rarely play. Too violent, and needs constant monitoring/marshalling.    
  Needs a full group to play. Some people are ‘out’ within seconds. Some reported 
  injuries too. 

• Ninja Course - “Too hard for many of our customers. Also takes too long.“ “Ties 
  up a big area, with very low throughput. Looks good though – quite exciting for 
  marketing, but the reality disappoints. Needs a timer!”

• Other Disappointing Features - included the Slackline (“too hard, many injuries”)  
   and Drop Slide (“friction burns risk!” – and see Q5 Operational Headaches).

Comments: 

Any feature that either has no clear goal or measure of achievement and 
improvement (climbing, basketball), or is too difficult for the age group (most 
Ninja courses, and Dodgeball) was soon found to hold little attraction for the 
first-time user, and almost none for the repeat visitor.    

http://www.rugged-interactive.co.uk
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100%

40%

For example, one leading UK park (part of a global franchise) told us :

2. T
he Survey “The Ninja course looks good but isn’t great. 

It’s too hard, takes too long and has to be 
marshalled.” 

“You can only have one person on it at a time 
for the timer to work, kids can’t complete it 
and often get stuck and need help, and even 
the quickest adult takes 2 ½ minutes 
to complete it.”

4. Which features do you wish you 
had more of?
Findings:

Group activities 
for parties and 
large groups

Interactive Features 

Most Desired Features 

Figure 4. Features and/or activities that trampoline parks identified they would like more of

Comments: 

• Parties - are the ‘bread and butter’ of trampoline parks. The whole point of  
  a party is  to have fun and games with your friends. But so many parks have 
  no group activity for the birthday kids to play together! It’s a huge missed 
  opportunity to delight a crucial customer group. See Q8 below, and Section 
  3, ‘Element 3’ for a number of great solutions to this problem.

• Interactive Features - Quite simply, every trampoline park that we spoke 
  to (all of which have already installed either one or more of our interactive 
  features), told us that they wish they had more interactive features. Why?  
  “They’re really popular!  Everyone seems to enjoy them.”

Global Trampoline Park Franchise

http://www.rugged-interactive.co.uk
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5. What feature causes your biggest 
operational headache?

2. T
he Survey

Biggest Operational Headache 

Findings:

Figure 5. Features and/or activities that were described as ‘biggest operational headaches’ by 
trampoline parks.

10%

60%

Walk the Wall

Airbag Tower 
Jump 

Foam Pit

50%

Comments: 

• Foam Pits - Kids love them, but operators hate them! Foam pits need 
  constant supervision to ensure that people aren’t jumping on top of each 
  other, and that the foam blocks are evenly spread to be safe, but they are 
  horrendous to clean, the foam falls apart within a few months, and costs 
  a small fortune to replace. Cost is a major consideration here – a medium 
  sized foam pit might cost as much as £12,000 per annum in replacement 
  foam blocks, plus untold man hours in supervision and cleaning.

• Walk the Wall - The issue is monitoring and risk of injury. Walk the 
  Wall requires Olympic or high performance trampolines, which can be 
  dangerous without expertise, so need supervision.

• Airbag Tower Jump - Monitoring and risk of injury. Some parks won’t have 
  a tower jump because of the danger. But if properly marshalled it’s safe, and 
  it’s still amongst the top 3 most popular features of every park that has it.

• Others - Drop Slide - exciting and challenging, but one park manager (at 
  one of the largest and best-known parks in the UK) told us: 

“The drop slide is quite a challenge. We have 
to marshall it constantly, or close it, because 
customers wearing shorts or T-shirts get 
friction burns”.  

Centre Manager, N. England

http://www.rugged-interactive.co.uk
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50%

25%

15%

15%

40%

100%

Parties

“Family Focus”

Fitness Classes

New Features

Staff - Engaging & Fun 

Interactive Features  

Key Park Differentiators  

6. What are your business’s key 
differentiatiors? (What makes you 
stand out from the competition?)

2. T
he Survey

Findings:

Figure 6.  Features and/or activities that were classed as ‘key park differentiators’ 
by trampoline parks

Comments: 

The 3 standout ‘differentiators’ were great staff, great parties, and interactive 
equipment. (Surprisingly, only a minority considered that ‘new features’ helped 
them stand out from the crowd, even though most said that they would use 
them for promotion). 

• Parties - whilst all trampoline parks run birthday parties, 50% saw them 
  as an actual differentiator for their business, and were very aware that in 
  a competitive market they needed parties to be excellent.

• Staff - the best parks understood that staff hugely impact the customer 
  experience – for good or bad. Engaged reception staff, monitors/marshalls 
  and managers, who exude fun and warmth, set the tone for a park and make 
  it far more likely that customers will want to return.

• Interactive Features - Every single park we surveyed described their 
  interactive feature  (ie. their Rugged Interactive kit, in most cases) key  
  differentiation of competing. “It’s exciting, fun and different – nobody else has 
  it” was a typical reason given.
 

http://www.rugged-interactive.co.uk
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Findings: 

Well, no surprises here - Social Media every time! It’s low cost and offers huge 
coverage for modest investment in time. Most parks did very little marketing 
besides social media, though the degree of sophistication varied dramatically. 

Comments:  

The best parks are not just posting daily with special offers, but running 
competitions and engaging actively with their customer base on Facebook, 
Twitter, Instagram and Snapchat.

2. T
he Survey

7. What is your most effective 
marketing approach?

ABOVE: Example social media posts from UK trampoline parks

A couple of examples of quotes from operators illustrate this:

• “I’ve spent just £150 on marketing in the whole year” (This was a very 
    successful park less than 18 months old.)

•  “I wanted to grow our Facebook likes, so we run a giveaway every week. This 
    has moved us from 1,000 likes and followers to 3,600 to date; our target is 5k 
    by the end of the year.” (A new park less than 6 months after opening.) 
 

http://www.rugged-interactive.co.uk
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Most Important Revenue Generator

Findings: 

2. T
he Survey

8. What is your most important 
revenue generator?

“Apart from the dodgeball court, we have no 
group activity space, so all the party guests split 
up once they come in and play only in small 
groups. This is a real shame – we would kill for 
a 5-a-side football pitch or something like that!”  

ABOVE: Birthday parties at trampoline parks

Birthday Parties 75%

Comments:  

It’s clear that many new park owners had underestimated the importance of 
parties before they opened. Birthday parties are a crucial revenue generator, 
as they offer consistent income, they’re far less weather-dependent, they are 
paid for in advance, and they bring in new customers (the other party guests). 

Parks who run excellent parties often see multiple subsequent bookings from 
one party, (“I want to have my party here too, Mom.”)  

But many parks, in our view, failed to properly consider the value of being 
set up to deliver great parties. Many centres had no group activities available 
for birthday parties – a huge missed opportunity. One Duty Manager told us:

UK Trampoline Park Duty Manager

http://www.rugged-interactive.co.uk
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There is wide consensus here. Trampolines-only parks are a thing of the past.  
Variety is now seen as essential. In face of intense competition, we see:

• Trampoline-only parks struggling (or in some cases going bust)

• The main trampoline area itself remains an attractive area to some, 
  but to others it’s actually quite the opposite

• New sites tending to be larger, with a wider variety of features, including 
  interactive climbing, laser mazes, zip lines, many versions of Ninja/obstacle 
  course, and inflatables.

And for some of the earliest (and often least imaginatively designed) parks,  
some change will be essential. ‘Do nothing’ is a risky strategy, so the majority are 
now looking at refreshing their facilities with new attractions on a regular (6-12 
month) basis.

2. T
he Survey

9. How do you see this sector 
developing in the future?

“Our main trampoline arena is actually the least 
popular section in the whole park”  

UK Park Owner (global franchise)

http://www.rugged-interactive.co.uk
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The survey gives us an excellent insight into how the right design choices 
can have a big impact on the success of a trampoline park, both in terms of 
attracting new customers, and in persuading first time customers to 
return repeatedly.

Well-chosen activity features can also make a big difference to the success of the 
birthday party income stream, and provide operators with easy and effective
material for social media marketing. 

So how should a park operator decide on the features and attractions to go into 
their new park, or with which to re-vamp their existing centres?

3. Lessons, learnings & the 
      importance of ‘Challenge’

Key Element #1:  Be clear on your target audience 

In most cases this will be children aged 7-14. At this age they need 
entertainment, they love activity, and parents are generally looking for any 
activity that will get them out of the house and away from their smartphones.   

Older teenagers and young adults will also enjoy an indoor activity centre, 
but the majority will have many alternative leisure or exercise options (i.e. cafes, 
malls, the gym etc), and they will only be interested if the equipment is right for 
them, the brand positioning is effective, and the site isn’t full of younger children.

Whichever demographic you target, keep them at the forefront of your 
thinking in every design choice you make: 

• Features and activities - do you have enough variety? Is there a good range 
  with somthing for all types of customer? 

• Layout - if you’ll have young kids, is there somewhere parents can see 
  their kids but still relax? What’s the customer journey through your park 
  and  how does it work for your core market?

• Branding - does it talk to young’uns, or teenagers?

• Décor / styling - younger kids may feel safer in bright open spaces; 
  teenagers will prefer dark, atmospheric and ‘cool’, with plenty of loud 
  music. ‘Something for everyone’ is a strategy that can backfire badly.
  How many 12 year olds will be excited by going to a place where there are 
  lots of pre-schoolers also playing?

We believe there are 5 Key Elements of great trampoline park design.

http://www.rugged-interactive.co.uk
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Key Element #2: Set them a Challenge

This is probably the most important ‘rule’ of all.  The message of the survey 
feedback is clear. Almost all customers – and especially young people – want 
a challenge. And here ‘Challenge’ means turning every feature into an activity 
that offers:  

• A game

• A measurable test (e.g. a score, a distance or a time)

• Room for progression / improvement (e.g. climb higher / get a better score)

• An element (or focus) of competition (1 v 1’s are perfect)

• Something that is difficult to achieve, but not impossible (this increases 
  brain stimulation and is rewarding when accomplished)

• Or something that takes you out of your comfort zone (e.g. a jump from 
  a scary height)

• And the potential to fail or underperform.

‘Challenge’ is what engages people for longer, and makes them want to 
come back to do it again another day.

It’s worth adding, of course, that ‘gameification’, the principle underlying most 
‘challenge’, is a well-proven and widely used technique for increasing traction 
in marketing or encouraging usage of a service, product or app. Most of the big 
brands use it one way or another.   

Simple examples include Snapchat, where ‘streaks’ encourage daily usage, 
DuoLingo, where users receive ‘prizes’ for progressing through each language 
level, and even Microsoft, who give ‘points’ for encourage wider use of their suite 
of web and office products (see the image below). 

3. Lessons etc.

ABOVE: Duolingo ‘prize’ rewards for language learning

http://www.rugged-interactive.co.uk
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Types of Challenge

So what ‘challenges’ work best in a Trampoline Park?

• Challenges for Bouncing

3. Lessons etc.

“Just bouncing is boring. It’s trampolining’s 
hidden secret, isn’t it?”  

UK Park Owner

Kids love bouncing, but set them a challenge while they bounce and they’ll love 
it and come back for more. This of course is the area where Rugged Interactive’s 
products come into their own. 

• The CardioWall Freestyle Duo is a speed and reaction game for 1 or 2 
  players of any age – and our most widely-installed product

• The High-9 is a test of bounce control and hand-eye coordination, 
  particularly popular with older children and teenagers

• Skypods offer a versatile, high-energy alternative to these two, and when
  installed on a wall with exciting graphics can make for a high-impact 
  installation that customers will find both exhausting and addictive. 

  All three products can be seen in action here. 

TOP LEFT: SkyPods, TOP RIGHT: High-9. BOTTOM: CardioWall FreeStyle Duo.

http://www.rugged-interactive.co.uk
https://www.rugged-interactive.co.uk/cardiowall-freestyle-duo
https://www.rugged-interactive.co.uk/high-9
https://www.rugged-interactive.co.uk/skypods
https://www.youtube.com/watch?v=apo7JnJ8Mqs
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• Challenges for Climbing

“At busy times we close off our climbing wall because it needs marshalling 
and isn’t popular”.  

This astonishing admission comes from a major trampoline park in the 
London area.  

Many standard ‘bouldering-style’ walls have been put in to add variety or fill 
space, but without clear thought about how to make them work. Without 
specific routes to achieve, or a timer or scoreboard, there is no clear 
objective or sense of achievement for climbers. And many of them have 
hand and foot holds that are painful for young hands or feet without 
gloves or shoes. Some have a ‘race to the middle’ timed challenge which is fun, 
but even so they’re still painful for people wearing only socks.

However, climbing done right is superb, and there is a solution - which is where 
Rugged comes in! Our TrailBlazer Traverse is a bouldering wall with easy-
hold grips and electronic sensors that make climbing into a game with 
a purpose. Also, being only 2.4m high and set over crash mats, it needs no 
active monitoring or auto belays. A simple solution, but incredibly effective.  

• Challenges for Dodgeball

“I’m trying to persuade the owners to replace the Dodgeball court as 
only a few people enjoy it”

Many parks have Dodgeball, but find it disappointing and would love to find a 
way to make it more popular. The need for full-time monitoring also comes at 
a financial cost. 

Cue “DodgeAttack®” – created specifically to combat the problems with 
dodgeball, DodgeAttack® uses electronic targets and timed 2-minute games 
that all age-groups can enjoy - no more body shots, and minimal need 
for monitoring. 

3. Lessons etc.

ABOVE: Rugged’s DodgeAttack®

http://www.rugged-interactive.co.uk
https://www.rugged-interactive.co.uk/trailblazer
https://www.rugged-interactive.co.uk/dodgeattack
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And the solution for Ninja Runs?

Many parks have invested very considerable sums in enormous Ninja courses, 
expecting them to bring visitors flocking in because they’ve seen them on TV. 
But frequently they are just FAR too difficult for the core customer group of 7-14 
year olds.  Many of the Ninja installations don’t even have a timer, so there’s no 
sense of competition or measure of achievement generated.  

The result? Poorly used Ninja courses, which tie up staffing and put off visitors, 
delivering a terrible return on both floor space and financial investment.
Unquestionably most Ninja Courses are:

• Too difficult
• Take too long
• Need monitoring
• Expensive, offering a very poor return on investment 
  and income per square metre

We advocate a short 2- or 3-lane obstacle course instead. Make it quick to 
complete and achievable for all ages, with a timer for competition and preferably 
a manual leaderboard at the end, and your customers won’t be able to get 
enough of it. An excellent example is at AirHop, Bristol (UK).

Challenges and Marketing

Digital and social media platforms now account for over half of the global 
advertising revenue spend. Major brands and micro brands alike are seeing 
amazing results from striking up direct conversations with their existing and 
prospective customers using the power of social media. 

So how do you harness this opportunity? By consistently posting videos of 
popular features, parks can encourage customers to try out new equipment or 
have another attempt at something they found challenging. Publish a variety of 
different adverts and keep refreshing them; learn what works for your audience. 

One of the huge advantages of challenges that give a score or a time or a ranking 
is that they are a goldmine for social media content. 

3. Lessons etc.

ABOVE: Examples of social media engagement and marketing.

http://www.rugged-interactive.co.uk
https://www.youtube.com/watch?v=JqVFLBNEcXk
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Run a leaderboard (not electronic but manual - ‘Top Gear-style’ works best), 
promote a competition, encourage users to come back to try to win the prize, 
and have your staff encourage selfies with the score clearly displayed.  

This has been shown to attract more customers, boost social media engagement 
and increase repeat visits. Social media is a great mechanism to get your brand 
message out, through exciting photos, film and give-aways. 

Key Element #3 – Attractions for birthday parties 
and large groups

A successful birthday party business is fuelled by referrals. Happy party kids tell 
their parents and friends. So ensuring every party is a roaring success is 
fundamental – though it’s frequently overlooked by park designers.

In our experience, having a fun group activity is pivotal. Rugged Interactive’s 
customers use two of our products for this:

• DodgeAttack® - “We use it a lot for parties, and in fact our corporate  
   party customers actually go mad for it” (Large UK Park – franchise) 

• TrailBlazer - “Our most popular attraction. We use it for every birthday 
   party!” (Hangar 646, Poland). See it in action here for a group of 8 birthday 
   party kids. 

But there are plenty of other activities that can be used for birthday party 
groups, such as:

• Penalty shoot-out (see below)

• Zip wire (used as a special group activity)

• Laser tag

• Laser maze
3. Lessons etc.

ABOVE: Example of a Rugged Interactive TrailBlazer installation

http://www.rugged-interactive.co.uk
https://www.instagram.com/p/Bi68f0_AcIM/?taken-by=hangar646
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A good question to ask here is, “What will my customers want to do?”.  
Innovation and ‘new’ is very important, but equally it does no harm sometimes 
to “give them what they want”. A penalty shoot-out activity fits this bracket. Not 
exactly new, but hugely popular nonetheless.

3. Lessons etc.

“I wouldn’t build 
another park 
without a 
penalty shoot-
out game area”
UK Trampoline Park 
General Manager

ABOVE: Sketch example of a penalty shoot-out design using RI electronic targets

Key Element #4 – Engage your Staff

A memorable customer experience can be made by great staff engaging with 
customers in a friendly, fun way.  

We say “Think Disney” here. Disney’s customer experience is second to none, 
and their superbly trained team – known as ‘Cast Members’ – know that they 
are there to ‘put on a show’. They go out of their way to ensure their ‘guests’ (a 
deliberately chosen term) have a great time. 

The best trampoline parks know this. Team members should be trained to 
engage with the guests (who are mostly kids, of course, and thrilled when an 
older, ‘cooler’ teenager pays attention to them).  

And of course, ‘challenges’, such as interactives, give a perfect opportunity for 
park monitors to have short, positive interactions with the customers. 

They can:

• Encourage kids to ‘have a go’ on a new feature

• Suggest a little competition

• Use a leaderboard

• Encourage them to take selfies and post on social media

http://www.rugged-interactive.co.uk
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Kids love this staff engagement, and it has multiple benefits. It will:

• Make the visit memorable

• Boost referrals

• Improve loyalty in comparison with competitors

• And make them want to come back again soon.

• Plus boost your marketing reach

3. Lessons etc.

Key Element #5: Give them variety (and keep it fresh)

A wide range of fun, challenging activities will give you the best chance of 
attracting plenty of new customers, and persuading them to come back for 
repeat visits. In our view, the parks (who admittedly are now in a minority) that 
choose to stick with ‘all trampoline’ or ‘all Ninja’ are making a huge mistake.

Young people love physical and mental challenges, and they love variety… 
and they also want to try ‘new stuff’.  

Many experienced operators are now designing facilities to be easily up-dated or 
rearranged, and budgeting for new features to announce with marketing fanfare 
every 6-12 months. In a competitive market, this will be essential. 

We believe that to have the best chance of long term success most indoor 
adventure parks need a wide variety of attractions, and need to make 
frequent changes to keep the experience fresh.

“We’re not building trampoline parks any more – 
we’re creating full-on adventure centres”  

UK Trampoline Park / FEC constructor Manager

http://www.rugged-interactive.co.uk


25 © Rugged Interactive 2018 www.rugged-interactive.co.uk

The UK trampoline market exploded in 2015, coming almost out of nowhere, 
and growing from 4 to over 200 trampoline-oriented indoor adventure parks 
within less than 3 years. The result is a highly competitive market, where the 
lessons learned by the park operators themselves are lessons that can be 
valuable to any operator globally.

Based on a survey of 20 park owners and managers in the UK, plus informal 
conversations with many others, Rugged Interactive has identified 5 key guiding 
principles upon which all good indoor adventure park design should be based.

Conclusion

1. Be clear on your target audience. Defining a specific target 
    age-group will help you deliver an outstanding product. 

2. Set them a CHALLENGE. Make every feature a game, a challenge 
    or a competition in some way.

3. Include attractions for birthday parties and large groups. They’re 
    a crucial part of your business, and a source of new customers 
    too - so you need to offer the best parties in your area

4. Engage your staff. ‘Think Disney’. Get your team facilitating the 
    fun, to make it memorable.

5. Give them variety and keep it fresh. It’s no longer just ‘trampoline  
    parks’; customers want ‘adventure centres’ where they can be 
    continually challenged.

By following these 5 principles, the park owner or operator stands a superb 
chance, in a highly competitive world, of achieving three crucial things:

• Attracting more customers

• Encouraging repeat visits

• Boosting social media engagement with your target audience

And, of course, increased profitability should follow.

http://www.rugged-interactive.co.uk
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Notes on this paper:

Survey Details

20 ‘typical’ UK trampoline parks were questioned as part of this survey 
between October 2017 and May 2018. All parks surveyed have at least one 
item of Rugged Interactive equipment. The majority had the CardioWall 
Freestyle Duo (reaction walls) as a minimum, and some also have our 
TrailBlazer, High-9, Skypods or – most recently – DodgeAttack® systems.

Trampoline park names have been withheld as all respondents agreed to give 
us their feedback on condition of anonymity. 

  C
onclusion
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