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NOT JUST A PRETTY FACE: ATTRACTIONS BECOME BRANDING ICONS AROUND THE WORLD 
///  B Y  J E R E M Y  R A I LT O N

Recently, I returned from a trip to Singapore and Macau, where I discovered that images of 
The Fortune Diamond, a signature attraction in the lobby of the Galaxy Casino Macau, have 
become ubiquitous in the two years since my company, Entertainment Design Corp. (EDC), 
created the Diamond with The Galaxy Entertainment Group’s deputy chairman, Francis Liu.

Variations On A Theme 
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Sending its message of potential riches and 
good fortune, the Diamond is front-and-cen-
ter on advertising that promotes the Galaxy. 
We saw it on the side of a bus, in the airline 
magazine, at the high-speed railway terminal 
on the mainland, and inside a Hong Kong 
subway car. I was happy to learn that the Dia-
mond is living up to its mission and fulfilling 
the promises we made to the client about its 
potential as the branding icon of the casino.

THE STORY OF A DIAMOND
In addition to being a branding icon, The 
Fortune Diamond is the centerpiece of the 
Galaxy atrium lobby and a free spectacle 
for guests, setting the mood for entering 
the casino. Surrounded by four columns, 
the 22'-diameter Diamond goes through a 
6.5-minute show sequence every hour on 
the hour, with lavish fountain effects, theat-
rical lighting, music, and sound. In between 

shows, it’s a favorite photo backdrop for 
guests, exactly as it was meant to be. 

The show sequence culminates with the 
Diamond receding from view to be replaced 
by good luck symbols that morph into a 
giant, spinning roulette wheel. Music, light, 
and sound build to a climax, suggesting the 
arpeggios of an enormous slot machine pay-
off. This hands a reassuring constant to the 
guest: even if you don’t win at the tables, the 

///  The 22'-diameter Fortune Diamond 
(opposite and this page) features lavish 
fountain effects.
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uplift of the show and the symbolic payoff at the end will be there. 
You can always get the blessing of the Diamond, even if you don’t win 
a jackpot. 

Marketing-wise, as an instant, unmistakable symbol of wealth, 
luxury, and living on a grand scale, the Diamond helped the Galaxy 
overcome a primary challenge for Asian casinos trying to attract main-
land Chinese. Gambling and casinos cannot be advertised per se on the 
mainland, but a casino can put up a picture of the Diamond with a mes-
sage to visitors to come to the Galaxy and be treated like royalty.

 MAKING IT HAPPEN, MAKING IT BOLD
The success of The Fortune Diamond was not accidental. In its dual 
role as branding symbol and free, location-based entertainment, the 
Diamond exemplifies how the right attraction in the right place will 
help to recoup capital investment in a subtle but surefire way. If the 
investment for an attraction supports designing something that is 
kinetic and embodies many changes, it will lend itself to many mar-
keting opportunities, and it will indirectly pay for itself, and more. 

In other words, an attraction is not just a pretty face—not just a 
vanity investment or something to increase guests’ dwell time. It can 
be much more than that, with the right planning and investment. 

Our job as designers and concept artists is to be bold and to guide 
project investors to make bold, yet appropriate, choices. That is what 
leads to successful attractions that gain the notice of the press and 
public. That is what makes those attractions worth any and all of the 

ICONIC ATTRACTIONS AROUND THE  
WORLD, THROUGH THE CENTURIES
Because of my personal experience and for the purposes of this 
article, when I talk about an attraction I am referring to standalone, 
public entertainment. These attractions are all workhorses that have 
done their jobs by attracting, entertaining, and amazing guests, but 
they have done more; they have become part of the corporate iden-
tity of their location, whether mall, casino, or theme park.

THE COLOSSUS AT RHODES (above, right), where the huge 
statue of the Greek Titan Helios stood astride the entrance to the 
harbor in the late fourth century BC: Neither form nor function dic-
tated what it needed to be. It was a celebration of a victory, and the 
investment came from the spoils. The design brief must have been: 
“Create a ‘gateway attraction’ that will bring attention and fame to 
the harbor,” very similar to the briefs I get today.

THE EIFFEL TOWER (above, left), the centerpiece of the Paris 
Exposition of 1889: World’s Fairs seem to have picked up the mantle 
at the turn of the 20th Century. The Eiffel Tower is a perfect example.

VICTORIAN “FAINTED LADIES” DIORAMA, more of an anecdote, 
because I can’t document it quite the way I remember it: It has to 
do with something a friend and famous archival illustrator told me 
years ago. The tale was about showcasing a newly invented eleva-
tor at a major event in London (in my mind, I associate it with the 
1851 Crystal Palace at the Great Exhibition). To create the attrac-
tion, artists sat on the cupola of St. Paul’s cathedral in London and 
painted a bird’s-eye view from the Cathedral. This was duplicated in 
the form of a diorama. Guests would get in the elevator and would 
emerge in a space surrounded by the diorama. The story goes that 
this aerial-view painting was convincing enough that ladies would 
faint when stepping out of the elevator, thinking they had been 
magically transported to the top of St Paul’s. That story, true or not, 
is what initially inspired me to want to create attractions. It made 
me aware that designing crazy things to fool the eye and take peo-
ple to a new level could be an actual job. The idea of Victorian ladies 
fainting at the sight of a diorama remains a constant inspiration, 
spurring me on to try bigger and bolder things.

THE MIDWAY. At the lower end of the attractions spectrum, the 
midway “circus freaks” were used to bring in the curious. The Bearded 
Lady, the Two Headed Calf—anything that would inspire curiosity.
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subsequent headaches of operations and maintenance that may arise 
as the operator fine-tunes the facility. As Asia, especially, surges ahead 
in the attractions market, there are great opportunities. 

However big, bold, and iconic the attraction, its show should be 
short and sweet. We’ve had plenty of practice telling a story in 30-60 
seconds doing TV commercials. In attractions, we get a little more 
time, about seven to 12 minutes, to grab them and touch their hearts 
before sending them back to the gambling tables. 

TIME AND KINETICS
When your attraction is bold and breakthrough, your success can be 
too. The Place in Beijing, a high-end retail/lifestyle center that opened 
in 2007, was ranked #1 on a USA Today Travel 10Best.com list for 
shopping in Beijing and is on many lists of the city’s must-see stops. 
Its iconic attraction: the EDC-provided Sky Screen, where custom 
shows play on a vast, overhead video projection surface measuring 

250m long, 30m wide, and 30m high (820'x98'x98'). Because of it, 
The Place became the only private venue that the Olympic Commit-
tee allowed to be a viewing location for the 2008 Games in Beijing. It 
is said to be the longest screen in Asia (and almost certainly, it is). It 
was modeled after the Fremont Street Experience in Las Vegas, which 
we also designed, that spans four city blocks at 1,500' long and was 
the first of its kind. 

It is difficult to quantify the success of an attraction until it is 
up and running, and you can observe how guests, media, and press 
respond. But as soon as the Galaxy Macau opened, we could see the 
brand being born. There were crowds around the Diamond’s every 
show, holding cellphone cameras, generating hundreds, if not thou-
sands, of images that found their way onto social media, in addition 
to the images used in formal advertising campaigns and mainstream 
news coverage. The Diamond is always ready for her close-up, and 
that’s part of the plan. 

We design attractions with the camera in mind. If it changes color 
and moves, it will be picked up by TV media (and posted all over 
YouTube). If it becomes an icon, it will be used in movies and video 
games. The Fremont Street Experience became the icon of downtown 
Las Vegas, and key to its rejuvenation as a tourist destination, while 
providing nightly, free location-based entertainment. You know an 
attraction has reached icon status when it is used to define a location 
in movies and even in video games (it was a major set for Grand Theft 
Auto in 2005). 
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///   Designed by Philip Vaughan of Vertex Productions, the Hayward Neon Tower 
kinetic sculpture stood on the roof of the Hayward Gallery on London’s Southbank Art 
Centre for about 40 years. The gallery stands between the Royal Festival Hall, Queen 
Elizabeth Recital Hall, and the National Theatre on the banks of the river Thames. For 
many years, the Gallery maintained the electronics, lighting elements, and weather 
sensors. The controller was built by electronic engineer Roger Dainton years before 
the advent of the first PC, and the piece was the first example of dimmed neon in 
Britain. It was also the first piece to respond to its environment, sensing the wind 
direction and velocity as the major variable inputs to the programs that drove the 
sculpture’s behavior. Vaughan has been trying to get the piece restored and has had 
support for his efforts from the arts community and politicians in England.
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HAVING A PLAN
We carefully identify the locations for all of our attractions and think 
about how they will function at each to build the experience. Each 
attraction is a particular kind of tool, telling a particular kind of story 
in terms of way-finding, branding, marketing, and/or entertainment, 
the region, and the visitor demographics. This is how we create an 
attraction master plan. 

Three attractions we provided to Resorts World Sentosa in Sin-
gapore offer examples of attraction master planning. Crane Dance is 
the huge, super iconic attraction; Lake of Dreams is the big, fat spec-
tacle that says “you’ve arrived,” and Hall of Treasures, transformed by 
theming, is no longer an escalator but a magical ride into the casino. 
Each provides a level of differentiation to help take people out of the 
ordinary world into a new experience. And they are all “free.”

It works for retail/lifestyle centers, as well. The sense of being 
within the borders of a special, exclusive place, removed from every-
day existence, serves to increase dwell time and softens the edges of 
shopping. The Forum Shops at Caesars Palace in Las Vegas is one of 
the places that proved the concept in retail, creating a series of zones, 
each defined by a different attraction; one was the animatronic foun-
tain EDC created in collaboration with Dougall Design.  

 OUR JOB AS DESIGNERS AND  
 CONCEPT ARTISTS IS TO BE 
BOLD AND TO GUIDE PROJECT 
INVESTORS TO MAKE BOLD,  
YET APPROPRIATE, CHOICES. 

–JEREMY RAILTON
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Attractions are meant to attract, entertain, make people stay longer, 
make people remember, tell a story, and bring in the press. Remember in 
the 1990s, when Steve Wynn first built an erupting volcano at The Mirage 
on the Las Vegas Strip? The volcano became synonymous with Las Vegas. 
It was followed by the Sirens of TI with a sinking pirate ship, The Fremont 
Street Experience, and the Bellagio fountains. Developers looked to the 
successes of Vegas, and duplicates sprang up around the world. Attractions 
work. In the seven years we’ve been doing business in Asia, we’ve seen this 
proven again and again.  LD

Entertainment designer Jeremy Railton has made a career out of creating 
many of the “biggest” and “firsts” in themed entertainment, all in the pur-
suit of wow. His career spans design in theatre, dance, film, TV, concerts, 
spectacles of Olympian proportions, retail entertainment, and architectural 
projects. His company, Entertainment Design Corporation, can be found at 
www.entdesign.com. 

///  The Expanding Sphere kinetic sculpture is an iconic centerpiece provided by the Jerde 
Partnership to a mega-retail center on the Otaru waterfront in Hokkaido, Japan. This 1999 
work slowly expands and contracts, casting distinctive shadows, accompanied by theatrical 
lighting and music. It creates the ambiance of the “Imagination Chamber” zone, one of the 
main meeting spots in the mall.


