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ABSTRACT. This study explores the strategic role of internet trading in the operations of Hawaii Miami Aquapark
& SPA, a leading entertainment destination in Almaty, Kazakhstan. As digital platforms continue to reshape consumer
behavior and business operations, the research aims to evaluate how internet trading contributes to revenue growth,
customer engagement, and overall strategic management within the aquapark, with a specific focus on the impact of
online sales channels, the effectiveness of social media marketing, and the purchasing patterns of visitors. To address
these objectives, a mixed-methods approach was applied, combining the analysis of financial data from 2021 to
2024 with insights from a survey of 5,000 customers regarding purchasing behavior, visit frequency, and preferred
marketing channels, alongside an evaluation of product-level website sales in 2024 to identify the most popular
ticket categories and areas for potential growth. The findings reveal a steady increase in online sales, reflecting a
growing customer preference for digital transactions, with Instagram emerging as the most influential platform for
attracting and engaging customers, particularly among younger audiences. While full-day tickets accounted for the
highest revenue, certain products, such as evening passes, demonstrated lower demand, pointing to opportunities for
targeted promotions and pricing strategies. Based on these insights, the study provides practical recommendations
to enhance digital marketing efforts, diversify product offerings, and strengthen the aquapark’s internet trading
strategy to support sustainable business growth.

KEYWORDS: internet trading, strategic management, digital marketing, e-commerce, revenue trends, customer
engagement.
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AHAATA. byn 3eptTeyse AnmaTbl KanacbliHAafbl XXeTeKLUi OMbIH-CayblK OpbIHAAPbIHbIH, 6ipi 60abIN TabblnaTbiH
Hawaii Miami Aquapark & SPA kbi3MeTiHAEr MHTepHeT-cayAaHblH, CTpaTersablK peni Kapactbipbinagbl. Lindpabik,
nnatdopManapabliH, TyTbIHYLWbIIAPAbIH MiHE3-Ky/IKbl MeH BU3HeC yaepicTepiHe acepi apTbin Keae XaTkaH >afjan-
43, 3epTTeyAiH, MaKcaTbl — MHTePHeT-cayAaHblH, akBanapkTiH, KipiCiH apTTbipyFa, KNMEHTTePAiH, TapTbliybl MEH >anmbl
cTpaTernanblk backapybiHa KOcaTbIH yaeciH 6afanay, COHAal-aK OHMaH caTy apHanapblHbIH, 9CEPiH, 91eyYMEeTTIK Xeli-
Aeri MapKeTVHITIH, TMIMAINIMIH XaHe KenyLinepaiH catbin any ypaictepid tangay. Ocbl MakcaTTapFa KO >KeTKi3y yLiH
3epTTeyse 2021-2024 xbingap apanbifbiHAarbl KapXbiablk gepektepai Tangay, 5000 kaneHT apacbiHAa XYprisiareH
cayanHama HaTuxesnepi HoMbIHLLA ONapAblH CaTbin any AafAblIapbliH, Keay XMUINIriH XXaHe MapKeTUHITIK apHanapfa
JereH KeskapacTtapblH 3epTTey, coHAan-ak 2024 xbinfbl Be6-caliT apKblabl caTblnfaH buneTtepaid, caHaTTapbiH HaFfa-
Nay apKblibl TaHbIMan OHIMAEPAI aHbIKTay XaHe faMy a/eyeTiH alikblHAay TacCinAepi KONAaHbIIAbl. 3epTTey HaTMXe-
Nepi MHTepHeT-cayAaHblH TYPaKTbl ©CIMIH KOPCEeTiM, TYTbIHYLWbINaPAbIH LMPPAbIK TPaH3aKUMANapFa AereH CypaHbiChbl-
HbIH, apTbIN Kesie XaTkaHblH Aasengenai, an Instagram naatdopmachl, acipece Xactap apacbiHAa, KNMEHTTepAi TapTy
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MEH OJlapMeH ©3apa dpeKeTTecy VLUiH eH, TiMAI Kypan peTiHAe TaHblnAbl. TONbIK KYHre apHaifaH bunettep eH, ken
Kipic akenreHiMeH, Kenbip eHiMAep, Mblcasbl, KELLKi XXY3y BUneTTepi, TOMeH CypaHbICNeH epekLleneHi, by MakcaTTbl
>KapHaManblk akuuanap MeH 6afa ctpaTernanapbliH XeTINAIPY MYMKIHAIMNH KepceTeai. AnblHFaH HaTUXeNep HerisiHae
aKBanapKTiH, MHTEPHEeT-caysa CTPaTervsacbliH KYLLEUTY, OHIM TypepiH apTapanTaHAbIpy XaHe L pablK, MapKeTUHITI
XKETINAIPY apKblibl TYPaKTbl AaMyblH KamMTaMacbi3 eTyre 6afbiTTanfaH NpakTuKablk YCbIHbICTAP d3ipAeHAI.

TYWIH CO3EP: NHTEpHeT-caya, cTpaTernanblk 6ackapy, LMPpibiK MapKeTUHT, 31eKTPOHAbIK, KOMMEpPLLMA, Kipic
ANHaMMKAChI, TYTbIHYLLbIIAPMEH ©3apa apeKkeTTecTiK.
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AHHOTALLMA. B paHHOM nccnesoBaHnn paccMaTpMBAETCAa CTpaTernyeckas pojib MHTEPHET-TOProBAu B Aes-
TenbHocTn Hawaii Miami Aquapark & SPA — ogHOro n3 BegyLnx passsiekaTesibHbiX KoMriekcoB Anmartsl, KazaxcraH.
B ycnoBusx akTMBHOro BavaHUA LndpPOBbIX NiaTGopm Ha noseseHve notpebutenert 1 BU3HeC-NpoLecchl Lenbto
paboTbl ABNSETCA OLeHKa BKAaja MHTEPHET-TOProB/M B POCT JOXOZ OB, MOBbILLEHVE BOBIEUYEHHOCTU KANEHTOB 1 06-
LLlee cTpaTernyeckoe yrnpasaeHne akBanapkoM, C akLLeHTOM Ha BAWAHME OHNAKH-KaHanoB Npoaax, 3PPeKTMBHOCTb
MapKeTUHra B COLMaNbHbIX CETAX M OCOBEHHOCTM MOKynaTeIbCKoro noBeaeHns nocetutenen. [ns AoCTUXEHNS 3TUX
uenen npMMeHeH CMeLlaHHbI METOA00rMYECKNI MOAXOS, BKIOYAOLWMI aHann3 GUHAHCOBbLIX AaHHbIX 38 NEPUOZ
¢ 2021 no 2024 rogbl, pesynbTathl onpoca 5000 kNMeHTOB 06 MX MOKyMnaTesbCKUX NMPUBbIYKAX, YaCTOTE MOCELLEHNIA
N NPeAnOYTUTENbHbIX KaHanax MapKeTUHra, a TakKe OLeHKY MPOoJaxk pas/IvyHbiX KaTeropuii 6uneTos yepes caut
akBanapka B 2024 rosy Ans BbliBNeHUS Havbosiee MOMyAspHbIX NPOAYKTOB M MepcrnekTMB pocTta. PesynbtaTbl uc-
CNef,0BaHMNA NMOKa3blBatOT YCTOMYUMBBIN POCT OHAAMH-NPOAAX, YTO OTpaXkaeT pacTylume NpPesnoyTeHNs KJANEHTOB B
nosb3y LMPPOBbIX TpaH3aKLUMi, Npu 3ToM Instagram ctan camoit addekTUBHOM NAaTGOPMON AN NPUBAEUEHUS U
B3aVIMOZENCTBUSA C ayAUTOPUEN, OCOBEHHO Cpeamn MONOAbIX NoceTUTener. HecMoTps Ha TO, UTO HanbOoNbLLYHO BblpyY-
Ky MpuHecay buneTbl Ha Lenbli feHb, HEKOTOPble MPOAYKTbl, Takne Kak BeyepHue aboHeMeHTbl, MOKa3aan HU3KUIM
CMPOC, YTO yKa3blBaeT Ha MOTeHLMaN ANA NPOBEAEHUA LeneBbiX akUuii 1 KOPPEeKTUPOBKN LLeHOBOMW MOAnTMKK. Ha
OCHOBE MOJIyYEHHbIX JaHHbIX pa3paboTaHbl NpaKTUYeckme peKoOMeHaunm No yCuaeHmto LdpoBbIX MapKeTUHIOBbIX
MepPONpUATUI, AnBepCcUdUKaLMMN MPOAYKTOBOW JIMHENKM U YKPEMAEHUIO CTpaTermn MHTePHeT-TOProBAN akBanapka
ANs obecrneyeHns ero yCTonunmsoro passBuTms.

KJTKOYEBbIE C/IOBA: vHTEpHET-TOProBAs, CTpaTernyeckoe ynpasieHne, LMGPOBON MapPKETUHT, 31eKTPOHHas
KOMMepUuua, TEHAEHLMN JOXOA0B, BOBJEYEHHOCTb KJINEHTOB.

INTRODUCTION. Over the past decade, digital
technology has significantly transformed the way
businesses operate, with internet trading becoming
an essential part of strategic management. More
and more companies are shifting their focus to
online platforms, using them not only to expand
their customer base but also to improve efficiency
and build stronger relationships with their audience
[1]. E-commerce has quickly moved from being
a competitive advantage to a necessity, pushing
businesses to rethink traditional strategies and
embrace digital solutions to stay relevant in an
increasingly online marketplace [2].

In this context, strategic management plays a
key role in helping companies adapt to these rapid
changes. By using digital tools and online sales

channels, businesses can make smarter decisions
based on customer data, improve their pricing models,
and create marketing strategies tailored to specific
audiences [3]. These adjustments allow companies
to stay ahead of the competition, offering more
personalized experiences, improving service delivery,
and using real-time analytics to guide their actions [4].

Industries like hospitality and entertainment have
been especially impacted by this digital shift. Today,
customers expect easy online booking options,
personalized offers, and smooth digital interactions
as part of their overall experience [5]. As a result,
many businesses in these sectors have introduced
mobile apps, online ticketing, and Al-driven
recommendations to meet growing expectations
[6]. Targeted digital marketing and audience
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segmentation have also become crucial, helping
companies design campaigns that speak directly to
the interests of different customer groups [7].

Social media has become one of the most effective
tools for businesses looking to connect with their
customers. Platforms like Instagram, Facebook, and
TikTok allow companies to reach large audiences,
share engaging content, and encourage direct
interaction with their brand [8]. Studies have shown
that businesses that use social media well often see
stronger customer loyalty, higher trust levels, and
increased sales through online platforms [9, 10].
These platforms create opportunities for real-time
feedback, user-generated content, and personalized
engagement, which all contribute to building lasting
relationships with customers [11].

At the same time, internet trading comes with its
own set of challenges. Companies must be prepared
to manage cybersecurity risks, protect customer data,
and keep up with constant changes in technology
and regulations [1]. To succeed in such a dynamic
environment, businesses need to stay flexible and
continuously refine their strategies to meet evolving
customer needs [2]. Despite these challenges, the
benefits of internet trading—such as wider market
reach, reduced costs, and more personalized
marketing—make it an essential part of modern
strategic management [4].

Hawaii Miami Aquapark & SPA in Almaty,
Kazakhstan, offers a good example of how a business
in the entertainment industry can successfully apply
internet trading as part of its strategy. By developing
online sales channels, launching special promotions,
and building customer loyalty programs, the aquapark
has worked to create a seamless digital experience
for its guests. Understanding how these digital efforts
affects revenue, customer behaviour, and marketing
effectiveness is key to shaping future strategies and
ensuring long-term success.

This study focuses on the role of internet trading in
the strategic management of Hawaii Miami Aquapark
& SPA. Specifically, it aims to answer the following
questions: (i) How has internet trading affected the
aquapark’s revenue growth and sales distribution? (ii)
What factors influence customers' decisions to buy
tickets online? (iii) How effective are digital marketing
channels, such as social media, in attracting and
keeping customers? (iv) What strategic steps can the
aquapark take to strengthen its online presence and
achieve sustainable growth?

By exploring these questions, this research not
only provides insights into the digital transformation
of the entertainment industry but also offers practical
recommendations for businesses seeking to improve
their online sales and digital strategies.

MATERIALS AND METHODS OF RESEARCH.
This study adopts a comprehensive research
approach, integrating quantitative financial analysis

with qualitative survey insights to examine the
impact of internet trading on strategic management
at Hawaii Miami Aquapark & SPA. The methodology
explores key factors such as revenue trends,
customer behaviour patterns, and online product
sales performance to assess the effectiveness of the
company's digital sales strategies.

Research Methodology. This study utilizes a
combination of comparative analysis, statistical
evaluation, and primary data collection to examine
the impact of internet trading. Key primary data
sources include financial records from 2021 to 2024,
website sales data by product for 2024, and survey
responses from 5,000 customers. These datasets offer
a comprehensive view of internet trading trends,
revenue distribution shifts, and customer engagement
with digital sales platforms. To complement these
findings, secondary sources such as industry reports,
regulatory policies, and market performance data
were analyzed, providing a broader contextual
framework for interpretation.

Data Collection and Analysis. Financial data was
obtained from company records and divided into
cash desk sales and website sales. A year-over-year
revenue comparison was conducted to assess the
growth rate of online sales versus offline transactions.
Additionally, website sales in 2024 by product
category were analyzed to determine the most
profitable offerings and the distribution of revenue
across different ticket types. This analysis offered
valuable insights into consumer demand for specific
products, seasonal sales fluctuations, and the overall
effectiveness of pricing strategies.

The survey aimed to examine customer purchasing
behaviour, interaction with online sales platforms,
and overall satisfaction with digital transactions. The
questionnaire included sections on demographics,
visit frequency, purchasing preferences, social media
usage, and the effectiveness of marketing efforts.
Responses were analyzed using statistical software to
identify customer segments, evaluate the relationship
between online engagement and purchasing
behaviour, and measure the impact of various digital
marketing strategies.

Scope and Limitations. This study examines financial
data from 2021 to 2024, providing insights into short-
term trends in internet trading. However, it does not
capture long-term industry shifts beyond this period.
The survey was conducted exclusively among existing
customers, excluding potential visitors who have not
interacted with the aquapark’s online platform, which
may introduce sampling bias. Additionally, while the
2024 website sales data by product offers a detailed
view of product performance, external factors such
as shifts in consumer preferences, technological
advancements, and economic conditions were not
directly analyzed, though they remain important
influences on digital sales.
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1e9 Yearly Revenue Trends: Cash Desk vs. Website (2021-2024)
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Figure 1 - Website Revenue vs. Cash Desk Revenue

Ethical Considerations. All survey participants were
informed about the study’s objectives and provided
their consent voluntarily. To ensure privacy, customer
data was anonymized, and financial records were
managed with strict confidentiality. The study
adhered to ethical research guidelines to maintain
accuracy and integrity in analyzing the role of
internet trading in strategic management at Hawaii
Miami Aquapark & SPA.

RESULTS AND THEIR DISCUSSIONS.

1. Revenue Trends (2021-2024)

The financial analysis of Hawaii Miami Aquapark
& SPA from 2021 to 2024 shows a consistent rise
in online revenue, indicating a significant shift
toward digital sales. During this period, website
sales increased by 42.55%, while cash desk revenue
fluctuated, suggesting a growing preference for
online transactions among consumers. This shift
aligns with broader industry trends, where digital
platforms enhance accessibility, simplify transactions,
and offer personalized customer engagement [1].

The data indicates that while total revenue
grew each year, the share of online sales increased
significantly, reflecting a shift in consumer purchasing
behaviour. In 2021, website sales made up only a small
portion of total revenue, but by 2024, they had become
the primary revenue stream, surpassing traditional
in-person transactions. This trend underscores the
role of digital transformation in ensuring long-term
financial growth and suggests that future revenue
expansion will depend on sustained investments in
internet trading capabilities.

Growth in Website Revenue vs. Cash Desk Revenue.

A comparative analysis of cash desk and website
sales reveals key insights into consumer adoption
of online purchases. While cash desk revenue
demonstrated seasonal peaks and valleys, website
revenue exhibited more consistent growth patterns,
with fewer declines during off-peak months. This
stability in online revenue suggests that customers
are increasingly pre-booking tickets through the
website rather than relying on walk-in purchases.

Further analysis of the revenue breakdown
reveals that cash desk sales continue to dominate
in certain segments, particularly among first-time
visitors, whereas returning customers are more
likely to purchase tickets online. This pattern aligns
with research indicating that repeat customers
prefer digital platforms for faster, more convenient
transactions [5]. Given that 79% of surveyed visitors
were repeat customers, it is likely that the continued
expansion of internet trading will further reduce the
reliance on offline sales in the coming years.

Seasonal Variations in Online Sales. The revenue
data highlights distinct seasonal trends, particularly
in website sales, which peaked in July—the height
of the summer tourism season. This suggests that
online ticket purchases increase during high-demand
periods, as customers seek to secure bookings in
advance to avoid long queues or ticket unavailability.
This pattern is consistent with findings in the broader
entertainment and tourism industry, where pre-
booking behaviour increases during peak travel
seasons [6].

In contrast, April recorded the lowest online sales,
coinciding with an off-peak tourism period in Almaty.
This seasonal decline presents an opportunity
for targeted digital marketing strategies to drive
sales during low-demand months. Implementing
discounted promotions, time-sensitive offers, and
bundled packages could encourage more online
ticket purchases and help mitigate seasonal revenue
fluctuations.

An analysis of monthly revenue growth rates
shows that while cash desk revenue varies significantly
throughout the year, website sales exhibit greater
stability, with gradual but consistent growth over
time. This stability reflects the resilience of digital sales
channels, as online customers typically plan their visits
in advance. In contrast, cash desk transactions are
more influenced by external factors, such as weather
conditions and last-minute changes in visitor plans.

Implications for Revenue Optimization. The findings
indicate that Hawaii Miami Aquapark & SPA has
successfully leveraged internet trading to increase
total revenue, but further strategic enhancements
could optimize seasonal revenue fluctuations. The
current sales data suggests that digital engagement
is strongest during peak seasons, but there is an
opportunity to expand online purchasing behaviours
year-round. By enhancing promotional campaigns
during off-peak months and integrating dynamic
pricing models that adjust ticket prices based on
demand, the aquapark can improve overall revenue
consistency.

A deeper analysis of customer segments indicates
that new visitors tend to favour cash desk transactions,
whereas returning guests show a stronger preference
for online bookings. This pattern suggests that first-
time visitors may benefit from increased digital
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outreach efforts to encourage them to shift toward
online pre-booking. Strategies such as automated
follow-up marketing, including email reminders,
retargeting ads, and exclusive online discounts
for new customers, could further boost website
transactions and enhance digital adoption.

Overall, the growth in website revenue and seasonal
variations in digital sales highlight a strong shift
toward internet trading, but there are opportunities
for further strategic refinement to maximize revenue
potential during low seasons and encourage broader
adoption of online purchasing behaviours.

2. Website Sales Performance (2024)

The product sales analysis for 2024 provides
detailed insights into customer preferences,
purchasing behaviour, and the distribution of online
revenue across different ticket categories. The
findings reveal that a few high-performing products
account for the majority of sales, while certain ticket
types remain underutilized. This disparity presents
opportunities for strategic adjustments in pricing,
marketing, and product bundling to improve overall
sales distribution and maximize revenue potential.

Best-Selling Products and Revenue Contribution.
The Aquapark Adult Ticket was the best-selling product,
contributing 31% of total revenue and representing
a substantial portion of website sales. Its popularity
suggests that visitors favour full-day access, likely due
to the greater value it provides compared to shorter-
duration options. This trend aligns with broader
consumer behaviour in the entertainment industry,
where guests often prefer comprehensive experience
packages over time-restricted alternatives [5].

Additionally, family-oriented packages and
bundled tickets showed moderate sales performance,
indicating demand from group visitors but also
revealing an opportunity for further optimization.
Considering that a large proportion of surveyed
customers reported visiting with family, increasing
the promotion of bundled family tickets could lead
to higher adoption rates. Enhancing the visibility of
group discounts on digital marketing platforms and
introducing seasonal family offers may further drive
sales in this segment.

A key takeaway from the revenue distribution
analysis is that 55.48% of total website revenue was
generated by the top two ticket categories. While this
concentration suggests strong customer preference,
it also presents a risk in revenue diversification.
Relying too heavily on a few ticket types could make
overall sales vulnerable to demand fluctuations in
those categories. Expanding the appeal of mid-tier
and underperforming products will be critical in
reducing revenue dependency on a narrow selection
of offerings.

Underperforming Ticket Categories and Potential
Improvements. The Aquapark Evening Swimming
Ticket had the lowest sales performance, generating

significantly less revenue than daytime options. Several
factors may have contributed to its limited demand:

« Limited Consumer Demand for Evening Visits —
The survey results indicate that most customers prefer
daytime activities, aligning with general consumer
behaviour in water-based entertainment venues [6].
The lack of natural daylight in the evening hours,
along with potential safety concerns, may contribute
to the lower demand for nighttime experiences.

 Operational Constraints — Reduced availability
of facilities and attractions in the evening may
lead customers to perceive less value in these
tickets compared to full-day or morning options.
Additionally, limited food and beverage services
or restricted access to certain rides could further
diminish the appeal of evening sessions.

« Ineffective Marketing for Evening Packages — The
marketing efforts for evening tickets appear to have
low reach and engagement, as suggested by the lack
of demand. Unlike full-day and family tickets, which
receive significant digital promotions, evening tickets
may not be sufficiently marketed to target audiences
who might benefit from off-peak pricing and lower
crowd levels.

Given these factors, several strategies can be
implemented to improve the performance of
underutilized ticket categories:

* Repositioning the Evening Ticket as a Premium
Experience — Instead of treating it as a discounted
option, the evening ticket could be rebranded as
a luxury or exclusive offering, with added benefits
such as private cabana rentals, VIP access to specific
attractions, or themed entertainment. Studies suggest
that exclusive experiences drive consumer interest,
particularly among high-spending segments [12].

« Enhancing Digital Promotion Efforts — The
aquapark could utilize targeted digital ads focused
on working professionals, couples, or younger
adults who may prefer evening leisure activities over
morning visits. Introducing flash sales or limited-time
evening promotions on platforms such as Instagram
and Facebook may increase awareness and trial

All inclusive
Club cards

Others

Aquapark+SPA children

Aguapark+SPA adult

Aquapark adult

Aquapark children

Figure 2 — Website Sales Distribution by Product
(2024)
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adoption.

* Bundling Evening Tickets with Other Services —
Offering dining packages, spa services, or nighttime
events in combination with evening tickets could
make the product more appealing. By integrating
additional value, the evening ticket could attract new
customers who may not have initially considered a
late-hour visit.

Implications for Revenue Optimization. The
performance discrepancies across ticket categories
reveal opportunities for strategic pricing, product
differentiation, and marketing adjustments. While
best-selling products continue to drive substantial
online revenue, reliance on a few core offerings
presents a revenue risk that should be mitigated
through diversification and strategic promotion of
underperforming segments.

Implementing a dynamic pricing model that adjusts
rates based on demand and booking time could help
optimize ticket sales across various categories. Offering
lower prices during off-peak evening hours, paired
with value-added promotions, may incentivize more
customers to purchase underutilized ticket options.

Examining consumer feedback on the online
purchasing experience may reveal whether low-
performing tickets are affected by visibility issues on
the website. Redesigning the user interface to better
showcase underutilized options—such as placing
evening tickets alongside popular daytime choices
or offering incentives for cross-category purchases—
could help increase conversion rates.

The 2024 website sales analysis highlights the
importance of product diversification, demand-
driven marketing, and flexible pricing strategies in
maximizing digital revenue at Hawaii Miami Aquapark
& SPA. By adopting these strategic refinements,
the business can further leverage internet trading
advantages and strengthen its competitive position
in the online marketplace.

3. Survey Insights (2024)

The customer survey, conducted with 5,000
respondents, offers valuable insights into visitor
behaviour, digital engagement, and the impact
of online marketing strategies. The findings help
evaluate customer loyalty, visit frequency, and digital
purchasing trends, providing strategic guidance to
enhance Hawaii Miami Aquapark & SPA’s internet
trading approach.

Customer Visit Frequency and Loyalty Trends.
Survey results show that 79% of visitors were repeat
customers, demonstrating strong brand loyalty
and retention. This high percentage suggests that
the aquapark has successfully positioned itself as a
preferred entertainment destination. However, the
most common visit frequency was one to two times
per year, indicating that while customers remain loyal,
their engagement is relatively infrequent. This trend
aligns with research in the entertainment and leisure

industry, where seasonal and event-driven attractions
attract repeat visitors but often struggle with high-
frequency engagement [5].

The low visit frequency presents an opportunity
for strategic intervention. Implementing customer
loyalty programs, annual membership packages, or
discounted return-visit incentives could encourage
more frequent attendance. Forinstance, a subscription-
based entry model offering multiple visits per season
could provide additional value to repeat customers
while generating a steady revenue stream. Additionally,
targeted email marketing campaigns reminding past
visitors about new attractions, exclusive promotions,
and upcoming events may help maintain engagement
throughout the year.

While repeat visitation is high, 21% of customers
were first-time visitors, indicating that customer
acquisition remains an ongoing priority. Marketing
efforts must balance retention strategies for existing
customers with engagement campaigns designed
to attract new visitors. First-time visitors may require
additional digital engagement tactics, such as first-
visit discounts, referral bonuses, and promotional
content tailored to new audiences.

Most Effective Marketing Channels. The survey
also explored how customers first discovered Hawaii
Miami Aquapark & SPA, revealing the increasing
significance of digital marketing. A large portion of
respondents indicated that they learned about the
aquapark through social media platforms, particularly
Instagram. This finding further highlights the
effectiveness of digital marketing strategies in driving
customer acquisition and enhancing brand awareness.

Conversely, outdoor advertising, such as billboards
and print media, had minimal impact on attracting
new visitors. This trend aligns with broader consumer
behaviour shifts, where social media and online
search engines have surpassed traditional advertising
methods in influencing purchase decisions [8]. Given
this finding, reallocating marketing budgets from
offline advertising to performance-based digital
campaigns could enhance marketing efficiency and
return on investment (ROI).

A deeper analysis of marketing effectiveness
across customer demographics reveals significant
differences among age groups. Younger customers
(ages 18-34) were more influenced by Instagram
and TikTok advertisements, while older visitors (ages
35-50) relied more on direct website searches, email
promotions, and word-of-mouth recommendations.
These findings suggest that multi-channel marketing
strategies should be customized to effectively engage
different audience segments:

» Social media engagement (Instagram, TikTok,
influencer collaborations) for younger audiences.

« Search engine optimization (SEO), email
marketing, and word-of-mouth incentives for older
customer segments.
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While paid digital advertisements played a key
role in customer acquisition, organic engagement—
including user-generated content (UGC) and customer
reviews—also had a significant impact. Encouraging
visitors to share their experiences on social media,
leave reviews, and take part in referral programs could
further strengthen brand visibility and credibility.

PreferredSocialMediaPlatformsforEngagement.The
significance of social media in customer engagement
is further reinforced by platform-specific usage trends
among respondents. Instagram emerged as the most
widely used platform, highlighting its key role in
the aquapark’s digital marketing strategy. Facebook
was also used by a notable portion of customers,
particularly in the 35+ age demographic, while TikTok
engagement was highest among younger audiences.

Despite the strong social media presence, the
survey also revealed that a segment of customers
does not actively engage with digital platforms. A
small but notable portion of respondents reported
not using social media regularly, suggesting that
alternative digital outreach methods, such as email
marketing, Google Ads, and loyalty app notifications,
could be valuable in reaching non-social media users.

Further analysis indicates that customers who
engage with the aquapark’s social media channels are
more likely to make online purchases. Visitors who
followed the aquapark’s Instagram page, interacted
with promotional content, or participated in contests
were statistically more likely to buy tickets online
rather than in person. This finding underscores the
importance of interactive and engaging social media
content, such as:

« Live Q&A sessions with staff to provide insights
on upcoming events and engage with customers in
real time.

* Exclusive social media-only discounts designed
to encourage online purchases and increase digital
engagement.
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» User-generated content campaigns that reward
customers for sharing their experiences, boosting
brand visibility and credibility.

Although social media engagement is strong, the
conversion of interactions into actual ticket purchases
could be further optimized. Integrating shoppable
posts, direct ticket purchase links, and seamless
mobile payment options within social media platforms
would help streamline the customer journey from
engagement to transaction.

Strategic Insights and Implications. The survey
findings highlight the essential role of digital
engagement in shaping purchasing decisions. The
growing dependence on social media and online
searches for customer acquisition suggests that
traditional marketing channels may be less cost-
effective. Redirecting marketing efforts toward data-
driven, personalized digital campaigns could enhance
conversion rates and optimize marketing spending.

Although customer retention is strong, there is
potential to increase visit frequency by implementing
loyalty incentives, subscription-based memberships,
and automated digital re-engagement strategies. The
findings also emphasize the importance of targeted
marketing approaches that consider audience
demographics, allowing for personalized communication
tailored to different customer segments.

Withastronglinkbetweensocialmediaengagement
and online purchases, enhancing interactive digital
content and integrating seamless purchasing options
within social platforms could further boost the impact
of internet trading on revenue growth. By applying
these strategic insights, Hawaii Miami Aquapark &
SPA can refine digital customer acquisition, strengthen
visitor retention, and maximize the effectiveness of its
internet trading strategies.

4. Strategic Implications

Insights from website revenue growth, product
sales performance, and customer survey data reveal a
clear shift in consumer behaviour toward digital sales,
social media-driven engagement, and strategic pricing
adjustments. To adapt to these changes, Hawaii Miami
Aquapark & SPA must refine its business strategies to
maximize online sales, enhance customer acquisition,
and diversify revenue streams.

Shift in Consumer Behaviour towards Digital Sales.
The steady increase in website revenue compared to
cash desk transactions reflects a growing shift toward
digital purchasing behaviour. The 42.55% rise in
online sales from 2021 to 2024 confirms that digital
platforms are not just a preferred purchasing channel
but also a sustainable driver of revenue growth.
Survey results further support this trend, as repeat
visitors demonstrate a stronger preference for online
bookings over in-person ticket purchases.

However, despite the increase in online sales,
some first-time visitors continue to prefer cash desk
purchases, indicating that not all potential customers
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are fully engaged with digital platforms. Bridging this
gap in digital adoption calls for targeted educational
initiatives, such as:

« On-site digital promotions that encourage in-
person visitors to switch to online booking for future
visits.

* QR code-based ticket purchases at the entrance,
allowing for a seamless transition from offline to
online sales.

» Gamified digital sales incentives, where customers
earn discounts or loyalty points for choosing online
purchases over cash desk transactions.

The expansion of digital sales underscores
the importance of a seamless omnichannel
experience, where online and offline touchpoints
complement each other. Incorporating personalized
recommendations into the booking system, such as
dynamic pricing adjustments based on demand, can
further drive online adoption and enhance the overall
customer experience.

Impact of Social Media Marketing on Customer
Acquisition. Survey data confirms that social media
serves as the most effective marketing channel,
with Instagram, Facebook, and TikTok playing a key
role in customer acquisition. In contrast, traditional
marketing methods, such as outdoor advertising,
have shown minimal impact, highlighting the need to
shift resources toward data-driven digital campaigns
for greater efficiency.

A key takeaway from the survey is that, despite
high social media engagement, conversion rates are
lower than expected. While many customers interact
with content, not all follow through with ticket
purchases via digital channels. This gap presents an
opportunity to:

 Refine ad-retargeting strategies by leveraging
website visitor data to deliver personalized follow-up
ads aimed at potential buyers.

« Strengthen influencer partnerships by shifting
from general promotions to performance-driven
campaigns, ensuring influencers actively contribute
to ticket sales.

* Integrate direct booking features within social
media platforms, such as Instagram Shopping,

Most Used Social Media Platforms Among Customers
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Facebook Checkout, and TikTok’s in-app purchasing,
to streamline the purchasing process.

Additionally, social proof and user-generated
content are key factors in shaping purchase
decisions. Encouraging visitors to leave reviews, tag
the aquapark in social media posts, and participate in
referral programs can foster trust and organic brand
growth, ultimately enhancing customer acquisition.

Pricing and Promotion Strategies for Online Sales.
A key insight from the website sales performance
analysis is the heavy reliance on a few top-selling
products. While high-revenue ticket categories
contribute significantly to profitability, the imbalance
in product performance poses a business risk. To
mitigate this, implementing dynamic pricing models
and targeted promotions can help distribute sales
more evenly across various ticket types.

To increase sales of underperforming ticket
categories, the aquapark could implement:

» Time-based pricing models that offer lower
prices for off-peak and evening tickets, encouraging
more purchases.

« Limited-time flash sales to create urgency and drive
higher website traffic during low-demand periods.

* Bundle promotions where customers buying
high-demand tickets receive exclusive discounts on
lower-performing options.

Another strategic approach involves introducing
tiered memberships or loyalty programs, offering
frequent visitors priority booking, exclusive event
access, and early-bird discounts. This strategy not only
encourages repeat purchases but also strengthens
long-term customer relationships, further enhancing
digital engagement.

Additionally, = examining  competitor-pricing
strategies within the regional entertainment industry
can offer valuable insights into price elasticity and
market expectations. This analysis enables more
strategic adjustments to ticket structures, ensuring
competitive and customer-driven pricing.

Future Considerations and Long-Term Digital
Strategy. The growing dependence on internet trading
and digital sales strategies indicates that Hawaii
Miami Aquapark & SPA should prioritize long-term
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investments in e-commerce optimization. In addition
to immediate pricing and marketing adjustments, the
aquapark could implement further digital strategies,
such as:

 Creating a dedicated mobile app to improve
customer convenience, integrate loyalty rewards, and
deliver personalized promotions.

» Expanding payment options by incorporating
digital wallets and buy-now-pay-later (BNPL) solutions
to enhance conversion rates among mobile-first users.

* Implementing Al-powered chatbots for real-
time customer support, boosting engagement, and
providing instant assistance with booking-related
queries.

By adopting these strategic refinements, Hawaii
Miami Aquapark & SPA can maintain a competitive,
customer-centricc and revenue-driven internet
trading strategy in an ever-evolving digital landscape.

CONCLUSION.

Summary of Key Findings. This study highlights the
increasing strategic significance of internet trading in
the operations of Hawaii Miami Aquapark & SPA, as
digital sales continue to influence customer behaviour
and revenue distribution. The 2021-2024 revenue
analysis revealed a 42.55% growth in online sales, with
website transactions surpassing cash desk purchases
as the preferred booking method. Additionally, repeat
visitors showed a strong preference for online pre-
booking, emphasizing the need for a seamless and
engaging digital purchasing experience.

The 2024 product sales analysis showed that
Aquapark Adult Tickets generated the majority of
online revenue, reflecting a strong preference for
full-day experiences over limited-access options.
However, demand for certain ticket categories,
particularly evening swimming passes, remained low,
pointing to potential challenges in pricing, consumer
perception, and marketing effectiveness. These
findings indicate that while digital sales continue to
grow, not all products benefit equally from online
purchasing trends, highlighting the need for strategic
adjustments in pricing and promotional efforts.

Survey insights further highlight the critical role of
social media in customer acquisition, with Instagram
and TikTok emerging as the most influential platforms,
while traditional marketing methods, such as outdoor
advertising, had minimal impact. Although social
media engagement is high, conversion rates from
digital interactions to ticket purchases remain an
area for improvement, emphasizing the need for
more precise targeting strategies and a streamlined
purchasing process. Additionally, despite strong
customer retention rates, visit frequency remains
low, presenting an opportunity to implement loyalty
programs and membership-based incentives to
encourage repeat visits.

Strategic Recommendations for Improving Online
Sales. Based on these findings, strategic interventions
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can be implemented to boost online sales,
refine pricing structures, and enhance marketing
effectiveness. Expanding social media advertising
efforts, particularly on Instagram and TikTok, will
help strengthen brand engagement and improve
conversion rates. Optimizing influencer partnerships
by shifting from general brand awareness campaigns
to performance-driven collaborations can further
ensure that digital marketing efforts directly
contribute to ticket sales. Additionally, integrating
shoppable posts and in-app purchasing features
within social media platforms can streamline the
customer journey and drive more online transactions.

To improve product sales distribution, dynamic
pricing models should be introduced to adjust ticket
costs based on demand and booking time. This
strategy can help incentivize off-peak purchases,
particularly for underperforming ticket categories,
such as evening swimming passes. Bundling strategies,
where high-demand products are combined with
lower-performing options, may further encourage
ticket diversification and reduce over-reliance on a
few best-selling products. Promotional efforts should
also focus on seasonal discounts and early-bird pricing
models to stimulate demand during low seasons.

Customer retention strategies should be reinforced
through membership models and loyalty programs.
A subscription-based entry model offering multiple
visits per season can create a more predictable revenue
stream while increasing customer commitment to
repeat visits. A points-based loyalty system that
rewards customers for online purchases, referrals,
and social media interactions can further drive digital
engagement. Additionally, leveraging email and
SMS marketing for personalized promotions and re-
engagement campaigns can help reconnect with past
visitors by notifying them of upcoming events and
exclusive limited-time discounts.

To improve the digital purchasing experience,
exploring alternative sales channels and technology-
driven solutions is essential. Developing a dedicated
mobile app with seamless ticket booking, push
notifications, and app-exclusive discounts can boost
digital conversion rates. Enhancing website usability,
particularly by simplifying the checkout process and
optimizing for mobile users, can further support
frictionless transactions. Additionally, integrating new
payment options, such as buy-now-pay-later (BNPL)
services and digital wallets, can attract a broader
customer base and encourage higher-value purchases.

By adopting these strategies, Hawaii Miami
Aquapark & SPA can enhance its internet trading
capabilities, drive digital revenue growth, and solidify
its competitive standing in the entertainmentindustry.

Future Research Directions. While this study offers
a comprehensive analysis of internet trading trends,
several areas warrant further exploration. Examining
the long-term effects of digital sales strategies on
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customer behaviour and revenue patterns would
provide deeper insights, especially as the aquapark
continues to expand its online platforms. Additionally,
exploring the potential of Al-driven pricing models
for real-time revenue optimization and personalized
promotions presents another valuable research
avenue. Comparing Hawaii Miami Aquapark & SPA’s
internet trading strategies with those of regional
and international competitors could also yield
benchmarking insights and best practices for further
industry advancements.

Expanding research into untapped customer
segments is equally important. Gaining a deeper
understanding of the digital engagement behaviours

of non-social media users, international visitors, and
infrequent customers can help refine marketing
strategies and promotional efforts. Addressing
these research gaps will enable future studies to
offer greater insights into the evolving landscape of
internet trading and customer interactions, fostering
continued innovation in digital sales strategies.

This study reinforces that internet trading has
evolved from an alternative revenue stream to a key
driver of business success. By further enhancing digital
engagement, refining pricing models, and investing
in advanced e-commerce technologies, Hawaii Miami
Aquapark & SPA can sustain long-term growth and
strengthen its position as an industry leader in the
ever-evolving digital marketplace.
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