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Extending the Season: How Parks Can 
Build New Profits With Seasonal 

Programming
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Halloween at Tivoli
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The background

Tivoli was – 1843-1995 - exclusively a summer park; open May 1st –
September 15th 

Christmas at Tivoli - since 1995 – extended the season and today atracts
around 1 mill. guests every year

Christmas at Tivoli was to a large extent an original concept – Halloween, 
however, we learned from the best

The background
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The process

The process

1. Idea – growing Halloween-interest, inspiration from other parks, etc. 

2. Study – market-overview/fall vacation, exit survey/Halloween, etc.  

3. Concept development – characters, storyline, design-manual, etc.

4. Planning – design, budgets, logistics, etc. 

5. Implementation – kick off Friday October 13th, 2006
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The strategic framework

The strategic framework

The mission is …

… to give our guests the ultimate autumn vacation experience   

… to present a Children's universe in a consistent, high quality

The vision is …

… to define the Halloween tradition in general in Denmark

… to establish Halloween at Tivoli as the best Halloween event in Europe



6

The story line

A group of witches has taken over Tivoli. They have put up their head-
quarters in an old windmill at the centre of the Gardens 

Large sections of the Gardens has been bewitched; pumpkins and brooms 
have suddenly become part of the Tivoli-scenery 

An ongoing battle takes place between the witches and Harlequin, Pierrot
and Columbine and the Tivoli Boys Guard

The story line
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The visual identity 

Quality is the overall headline; primary colors are brown and orange; the 
style is rustic, cozy, friendly, and humoristic

Lighting design is the regular summer lighting concept with warm orange 
colors and few contrasts

The garden is decorated in a harvest-theme with bales of hay, pumpkins, 
flowers in red, yellow and brown nuances and other autumn ingredients

The visual identity 
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F&B – restaurants, cafés and fast food adjust the menus to the Halloween 
concept

Retail sell primarily Halloween articles; stalls with games are an 
important part of the whole experience

The basic framework of Christmas in Tivoli – including most stalls – is 
re-used in connection with Halloween
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The target groups

The target groups

Primary target group is children and their parents/grand parents – however 
actual demographics were broader than expected

All communication is targeted families with (small) children to tap into 
the autumn vacation market

A [little spookier] Halloween at Tivoli for teenagers and grown-ups may 
follow
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The end result

A strong and tight Halloween concept – unique for Denmark and very 
‘Tivolisque’

Close to 300.000 guests over a 10 day period – around the double of what 
we expected / hoped for

A new season in Tivoli, already a tradition and a concept which can be 
developed further 

The end result
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Q & A


