














ENVIRONMENT

“Instead another method of low water
usage has been installed, and all urinal
systems are on automatic timers that are
activated to flow twice an hour for 30
seconds at a rate of 9 liters per minute,”
says Angus Hutchings, safety and envi-
ronment manager of Dreamworld and
WhiteWater World. “This still offers a
huge water saving as the previous system
used 80 liters of flush every 10 minutes,
24 hours a day.”

Every Drop Counts

Six Flags Over Georgia near Atlanta
knows first hand what is needed to con-
serve water, particularly when getting
through a difficult dry spell such as the
one northern Georgia suffered in 2008.

“We invested about $250,000 into
water conservation techniques that
should help us conserve water long after
the drought ends,” says Hela Sheth, pub-
lic relations manager for Six Flags White
Water, SFOG's sister waterpark. Some of
those measures included retrofitting all
the bathrooms with water conservation
fixtures, installing two wells, and pur-
chasing a pump truck so water is pulled
from two spring feed storm runoff ponds
on the property for landscaping usage.

But training is also part of it, she says,
“Things like educating the employees to
not leave a hose running, or to wait and
run the dishwashers only when they are
full.”

Similarly, WhiteWater World in Aus-
tralia created a Water Conservation
Committee to look at every part of the
park for places water usage could be
reduced. The park switched to drought-
resistant perennial planting, mulching,
watering only at night, installing water-
saving devices in all toilets, urinals, hand
basins, and showers—all of which helped
the conservation effort.

“Liter for liter, the RM filtration has
the most impact, but it was the combina-
tion of all our efforts that added up,” says
Hutchings. “Like all Queenslanders, we
realize that every drop counts.”

Lisa Anderson Mann is a freelance writer
specializing in travel/hospitality, marketing,
technology, and food and wine. She is based
in Northern California and can be reached at
lisa_mann@comcast.net.

A Water Conservation Checklist

Landscaping

[J Use native or drought-resistant plants.

[J Use mulch, if possible.

[J Regularly inspect water systems for leaks or malfunctions.

[] Water at night or in the very early mornings; avoid watering on very
windy days.

] Install weather-based irrigation controllers to avoid watering on rainy
days or over watering.

[] Use pop-up spray heads with multistream, multitrajectory rotating
nozzles to improve water distribution by about 23 percent and reduce
watering times by about 22 percent.

[] Use drip systems whenever possible.

[] Consider installing a rainwater harvesting system.

[J Replace lawns with xeriscaping (landscaping in a way that obviates
supplemental irrigation).

] Don’t mow lawns too short—3-inch-tall grass better shades the soil
and retains water.

[] Add water-saving polymers or volcanic ash mixtures to planting beds
to aid moisture retention.

Water Features

[] Provide shade over water features to help reduce evaporation.

] Use splash backs or retention pools.

[ Consider regenerative media filtration systems.

] Install water meters on all water attractions and other water-using fea-
tures to detect leaks or malfunctions quickly.

[J Use recirculation with biological filters.

Food and Hospitality Facilities

[] Replace water-cooled ice/ice cream machines with air-cooled units for
a savings of approximately 270 Kgals. per year. Alternative: Recover
condensate and pump to cooling towers.

[] Train employees to turn off faucets and hoses when not using and to
run dishwashers only when full.

[0 Replace 4.5 gpm (gallons per minute) pre-rinse spray valves with 1.8
to 2.5 gpm spray units (used three hours a day can save 180 gallons a
day per spray valve in addition to gas and wastewater reductions).

[J Replace 2.5 and/or 3.5 gallons per dry pound of laundry conventional
washers with 1.0-2.0 gal/pound laundry continuous batch washers.

[] Recover air-conditioning condensate and pump to cooling tower
basins.

[] Replace aging conductivity towers to save as much as 800,000 gallons
a year, or retrofit conductivity controllers to cooling towers.

Guest Facilities

[ Install water meters and monitor frequently to catch any leaks early.

[ Install low-flow toilet and automatic urinals.

] Sweep sidewalks and paved areas with a broom or leaf blower; save
the hose treatment for occasional use or obvious spills.

Checklist sources:

Federal Energy Management Program (www.eere.energy.gov/femp/)
Scott Stefanc, WaterTechnology Inc.

Angus Hutchings, Dreamworld and WhiteWater World

Rusty Osborne, University of Texas

Food Service Technology Center (www.fishnick.com/equipement/sprayvalves)
Bill Cunningham, PBS&J Entertainment and Hospitality Studio

Julie Estarada, Legoland California

Tim Kiersz, Nevada Energy

Metropolitan Water District of Southern California

Watersense, EPA, (www.epa.gov/watersense)
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Adapting to Change

o VIIDWAY

Two industry professionals explain how they restructured their drain
systems to comply with the Virginia Graeme Baker Act by Marion Hixon

WITH THE SUMMER SEASON IN FULL SWING, facili-
ties with water attractions in the United States are expected to
comply with the Virginia Graeme Baker (VGB) Pool and Spa
Safety Act. VGB constitutes new regulations for drain grates
and sumps, requiring many pools and attractions to restructure
their drainage systems.

FUNWORLD talked with two waterpark industry profes-
sionals who have successfully complied with the act in prepa-
ration for the 2009 season: Franceen Gonzales, vice president
of risk management for Great Wolf Resorts, and Chip Cleary,
senior vice president of operations, waterpark division fof
Palace Entertainment and first vice chair of the [AAPA
Board of Directors.

FunwoRrLD: How did you comply with the VGB Act?
Franceen Gonzales: If you're still in construction phases,
like we were on our Concord, North Carolina, location, you
can use commercially available products if they’re available in
the size you need. In Concord, we modified our plans and our
designer/contractor waited to order the grates. In doing so, they
also had to make modifications, and deepen some of the sump
pits.

With our other locations, we used the field-fabricated

method, which requires a professional engineer to design the
drains to meet all requirements by getting raw materials and
cutting to fit the designed drain. In these cases, our designer did
site visits, evaluated each facility, and gave us recommenda-
tions on what to do.
Chip Cleary: We hired a highly qualified engineer who has a
good understanding of swimming pools, the VGB Act, and
how the Consumer Product Safety Commission (CPSC) has
interpreted the law. It’s important to be cautious and choose an
engineering firm that fully understands the VGB Act. Then
parks should form a relationship between their local board of
health and engineer.

FW: Describe any challenges you faced during this
process.

FG: The challenge is getting things done quickly—engi-
neering time is in high demand right now. Operators need to
work with their local regulatory agency to see if they have to
go through a plan review or if there are additional local codes
they could come into conflict with.

CC: We encountered some daunting challenges. We first
needed to survey each of our pools and drain grates, so we gath-

ered specific data on each. There was also a lack of available
products, especially in the larger-sized drain grates. That avail-
ability has somewhat improved for the smaller-sized grates over
time, but is still somewhat of an issue with the larger custom
grates. This is more complicated than going to the pool supply
store and asking for a new drain grate. You really need to have
a qualified person study your systems and make recommenda-
tions on various solutions.

FW: How can operators prepare financially for this
implementation?

FG: You should be thinking about money per pool, as
opposed to money per drain. The engineer is going to want
to see the pool fully functioning with water in it to test it out.
The evaluation is going to be the first expense—someone
will charge you for time, travel, and expenses. The other costs
will be the work and the cost of the grates themselves.

CC: As this process evolved, we realized it did not entail sim-
ply changing a drain grate; there were much bigger issues to
be addressed—engineering, testing, product cost, and certi-
fication. It’s going to be more money than you first expect,
and if you have problems beyond changing the grates, your
expenses could escalate.

FW: How have guests or government agencies
followed up after your modifications?

FG: When we completed our Concord location, the North
Carolina Health Department wanted to see our compliance
certificate, which our engineers provided. They were very
happy to see that because they know a lot of places are strug-
gling with the issue.

CC: We're putting a VGB-compliant logo on our park web
sites and in our parks. We were starting to get calls from
guests and media, and this gives our customers the ability to
see we've made the investment to comply with the law.
There’s the potential for a sizable amount of media attention
this season. Get the proper information so you can make the
right decisions quickly and be prepared for media questions
when they come.

Visit www. cpsc.gov/BUSINFO/ugbfpoolspa.aspx for detailed in-
formation on the act; IAAPA members can access a webinar on
this topic at www.IAAPA .orgleducationfelearn/elearning.asp.
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Great Wolf
Lodge in
Mason, Ohio

Secrets to Success

Darien Lake Theme Park Resort, Great Wolf

Lodge, and Sandcastle Waterpark, while

vastly different in their makeup, all say lis-

tening to guests is top priority for creating
a successful all-inclusive attraction.

Get Feedhack: Guest polls, focus groups,
and staff reaction to new attractions and possible

HOW Waterpark reSOrtS are additions will be invaluable.The better you know
. . . your demographic, the more you’ll be able to
paCkaglng ClaSSIC QXperlenCeS provide for them. “Understand your guests’
. .o needs and expectations, then commit to excel-
Wlth nontradlthnal lence and ensure you not only meet those needs
. dd 1 and expectations, but you strive to over-deliver,’
attraCtIOnS tO d value Jill Schmelzer, from Darien Lake, says.

Have Patience: Melissa Kelly from Sandcas-
tle advises activities will slowly gain popularity
after traditional advertising and word-of-mouth
by Marion Hixon marketing spread. “It takes time to develop non-
traditional activities and attractions, so have
patience,” she says.

Plan in the Off-Season: Finding alternate
uses for a facility when it's normally closed is one
way many parks are boosting revenue and being
seen as wide-ranging in their offerings. Sand-
castle has cashed in on this opportunity by open-
ing venues at night after the waterpark closes,
while Great Wolf Lodge conducts most group
events after the summer when kids go back to
school—even renting out waterparks or parking
lots when necessary. Similarly, Darien Lake
extends its season with “Fright Fest” on week-
ends in September and October. The special
event includes a haunted house and a family-fun
area for pumpkin painting, among other activi-
ties.

Reach Them Through the Web: It's helpful
to have a well-designed web site as parents visit
a facility’s Internet location before planning a
family vacation. Great Wolf's web site allocates
activities into age groups and includes a thor-
ough guest services page. And all three parks
have sites with easy-to-find booking and lodging
options. Sometimes this visual helps convince
guests to turn the visit into an overnight stay.

to the guest experience

t the end of a full day at the waterpark, when guests have a

long road ahead but aren’t quite ready to leave, many parks

have found enticing ways to keep everyone on site. Facilities are
using and creating amenities—on-property hotels, picnic pavilions,
campgrounds, and open-air bars—and coupling them with the
water attractions they’re known for to lure guests in for a longer
stay and transform them into regulars. This all-inclusive vacation
adds value to the traditional daylong activity and expands what re-
sorts have been doing for years. Waterparks are asking themselves,
“What else do we have to offer?”
Promoting an environment of family togetherness and constant
stimulation can be a daunting challenge for waterpark resorts hop-
ing to lure guests in for extended stays. Operators must decide how
to make pricing packages enticing to customers while still growing
the bottom line; how to offer enough activities without overwhelm-
ing guests; and how to keep attractions creative and fresh so guests
want to return.
FUNWORLD talked to three waterparks tackling this challenge in
different ways: Great Wolf Lodge Resorts, an indoor waterpark with
amenities ranging from a hotel to a children’s spa; Darien Lake
Theme Park Resort, which features campgrounds and live enter-
tainment; and Sandcastle Waterpark, a facility whose nightlife expe-
rience is separate but complementary to its daytime water activities.

56 FUNWORLD COLLECTIONS - WaTerPrarRKks EDITION



GreatWolf Lodge Resorts

12 locations throughout the United States and Canada

GREAT WOLF LODGE’S OBJECTIVE is to encourage vis-
iting families to spend most of their time together. This is
reflected in the grandeur of the lobby’s North Woods-
inspired comforts: oversized couches, board games, fireplace,
and the Clock Tower, a focal point to many of the lodge’s
activities.

“We’ve had people compare us to being a cruise ship on
land because we provide everything—a comfortable room,
wonderful entertainment, great-tasting food, retail outlets—
the whole visit means you don’t need anything outside the
resort,” says Franceen Gonzales, vice president of risk man-
agement at Great Wolf Resorts. “It’s activities all day long—
not just the waterpark,” she says.

Amenities
Great Wolf’s myriad spaces and services illustrate that cus-
tomization and freedom of choice are top priorities.
Employee input and focus groups are always a means of test-
ing—even when buying new waterplay toys. “Our target
group is children ranging from O to 18, so we want there to
be something for everyone” Gonzales says. To keep ideas
fresh and innovative, she says staffers are constantly asking
themselves: “Does it include the entire family, bring people
together, and enhance their experience?” Here are a few ways
Great Wolf Lodge answered “Yes” to all three questions:
B Lodging—Themed rooms include kids’ areas fash-
ioned as cabins, tents, or “wolf dens” with bunk beds

Teens enjoy the tech-heawy gr 8
Space at a Great Wolf Lodge“in
Grand Mound, Washington.

35007 470M LV3IHD OLOHd

and televisions inside. Giving kids their own space is

one way the resort shows them they’re valued, and it
gives parents privacy, too.

MagiQuest—Seven Great Wolf locations are
equipped with this interactive laser game in which kids
receive a wand and complete different “quests”
throughout the lodge. “It keeps kids coming back
because you can’t do all the quests in one stay,” Gon-
zales says.

Scoops—The Aveda-branded spa for kids emphasizes
good hygiene and fun, and its treatments are deli-
ciously dessert themed. Kids pick their flavors and are
pampered with services like a chocolate manicure or a
strawberry pedicure.

gr_8 Space—This tech-heavy spot for pre-teens and
teens features karaoke, kid-conscious Internet access,
green screens, and video games. Meanwhile, a tech
jockey mixes music and constantly monitors the area.

Pricing Packages

All Great Wolf rooms include admission to the waterpark;
features like Scoops, the Cub Club kids craft area, and retail
shops act as add-ons. For families who plan on staying busy,
the Lodge offers a PawPass VIP card, which bundles certain
pay-as-you-go services, such as a free plush animal and tokens
at the Northern Lights Arcade.

Some locations partner with other local attractions to cre-
ate special deals for guests. For example, Great Wolf Lodge in
Mason, Ohio, offers a pricing package that includes admis-
sion to Kings Island next door. www. greatwolf.com
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Sandcastle Waterpark

Pittsburgh, Pennsylvania

A LOCAL OASIS FOR RESIDENTS OF PITTSBURGH
AND BEYOND, Sandcastle Waterpark is located on the
waterfront overlooking the Monongahela River. Visitors see
the venue as a trip to the boardwalk without the road trip,
says Melissa Kelly, director of guest service and sales at Sand-
castle. “Our visionaries wanted to utilize the waterfront prop-
erty to its fullest and create a one-day vacation for guests,”
she says. “Once sunset hits, you're done with waterpark
hours, so it made perfect sense to add nontraditional attrac-
tions.”

Amenities

These “nontraditionals” include The Sandbar and River-
plex—two of the park’s anchoring locales that have become
popular community hangouts. Riverplex is a picnic pavilion
for groups, events, and live music; and for 19 years, The
Sandbar has served as an outdoor bar/lounge area with a
dance floor, dining, an oversized hot tub, and boating docks.

“We want to attract guests who may not visit otherwise—
older adults who wouldn’t think to come to a waterpark,”
Kelly says. “Once they get here, they turn into waterpark
guests.”

Sandcastle treats guests’ opinions as gospel and fine-tunes
its offerings in response to visitor feedback and brainstorm-
ing sessions. Here are some of those attractions:

B “Sandcastle at Night”—In the evenings, the venue

serves an entirely new demographic, and Fridays kick
off each weekend with The Sandbar opening. Saturday

Night Swim extends pool time for swimmers who don’t
want to leave at sunset; and Sundays feature Dive-In-
Movies, where the wave pool turns to a wade pool at
dusk and guests can watch movies like “Kung Fu
Panda” from the water or on The Sandbar’s deck.

B Dining—In addition to the Tidal Wave Café, which
serves hamburgers, fruit, and salads, the park also offers
a variety of catering and small-group meal plans.

B Riverplex—Tree-lined walkways, covered pavilions, a
children’s play area, and a basketball court attract
organized groups and large family gatherings. River-
plex is operated in conjunction with Sandcastle, but
guests can rent it separately.

B Jukebox Sunday Nights—The weekly Sunday-night
event has earned Sandcastle the reputation of “Pitts-
burgh’s Premier Oldies Resort.” Local radio DJs play
oldies music while guests, usually the 60-and-older
crowd, dine and dance.

Pricing Packages

Most of Sandcastle’s guests are locals who highly value the
season pass, which allows for unlimited visits to the park and
nighttime events, free parking, a “Bring a Buddy Free Day”
pass, and food and merchandise discounts. Sandcastle doesn’t
have on-site lodging but has partnered with local hotels for dis-
counts—a perk offered through the park’s web site.

Group events such as corporate gatherings and reunions are
commonly held in the Riverplex pavilion, and Sandcastle cus-
tomizes packages for groups with certain activities in mind—
including catering, waterpark admission, or “Sandcastle at
Night.” www.sandcastlewaterpark.com

“People tell us they can't'believe somethirighl
exists right next to ﬂlﬁit's a very sere
beautiful area,” says Ssa Kelly, director'@
service and sales at Saﬂ::'astle Waterpark Gt
dine and mingle on the deck of The Sandbar, the
open-air bar and lounge that serves as Sandcas
nighttime entertainment venue.
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Darien Lake Theme Park Resort

Darien Center, New York

DARIEN LAKE IS ONE OF THE FEW outdoor theme
park/waterpark combinations in the country that include
admission to both parks and on-site accommodations. It was
founded in 1960 as a campground, added its first waterpark
complex in 1977, and kept expanding. “Over the years we’ve
added more than 100 rides, slides, shows, and attractions,”
says Jill Schmelzer, public relations supervisor at the park.
She points toward the entertainment package, park attrac-
tions, and the Performing Arts Center as some of the reasons
for visitors’ high return rate.

From May to October, when the park is open and the sun
is out, guests can take advantage of a full-day’s vacation, from
sleeping arrangements to food and beverage, for which there
are 40 stands throughout the property.

Amenities

By diversifying the attractions, Darien Lake thrives on repeat
visitors, as well as specialized groups that bring in additional
revenue. Operators balance the variety of guests with an
abundance of attractions. “We have to constantly be evolv-
ing with the times but also remember that we cater to all
ages,” Schmelzer says. Each year, the resort’s goal is to add
new amenities that improve the guest experience, like this
year’s new Cabana Cove service. Other services at the park
include:

B Campground and Hotel—In 1998, the park built the
162-room Lodge on the Lake Hotel. Guests also have
the choice of 600 campsites and 350 35-foot RV
rentals, which sleep six people each. “All accommo-
dations include admission to both parks, and season-
pass holders receive a discount on their
accommodations rate,” Schmelzer says.

B The Performing Arts Center (PAC)—For the first
time, this year the resort featured a free spring concert
series and will continue with more live entertainment.
In May, tween-musical acts like Raven Symoné and
Varsity Fanclub performed at the PAC, which seats
20,000-plus guests. Meanwhile, interactive family
shows like “Survivor Live” and “Bob the Builder” take
place inside the park.

B Special Events—Extreme Sports Weekend takes place
at the park in late June, which predominantly draws
teens and college kids to see exhibits from BMX and
extreme water sport organizations. Other special
events include the nightly “LaserBlast Spectacular”
show and Kingdom Bound, a Christian music festival
in its 23" year at the resort.

Pricing Packages

“We handle each group individually and if special arrange-
ments are necessary, we do what we can to make it happen,”
Schmelzer says. In addition to full park access for on-site

Creating an
All-in-One
Experience

m Keep guests busy day and night
m Consider each age group
®m Plan based on customer feedback

® Bundle amenities for bigger savings

guests (there’s no fence separating the two), Darien Lake is
implementing VIP “Thrill Seekers” and “Fun in the Sun”
packages this year. The “Thrill Seekers” package allows for
special access to thrill rides, and “Fun in the Sun” includes
benefits like a cabana rental, a meal at the park’s Beaver
Brothers restaurant, Darien dollars, miniature golf, VIP seat-
ing, and more. www.godarienlake.com

A family relaxes at Darien Lake Theme
Park Resort’s Lodge on the Lake Hotel.”

' ww.IAAPA.org/blog.
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M&S
Minute

Get Creative

< EVIIDWAY

SCS sends its customers to the drawing board

with a ‘Build Your Own’ web tool
by Marion Hixon

WHEN SCS INTERACTIVE PRESENTED its StormSeries
product line in 2006, the Denver-based company kept hear-
ing, “Can you change it around?” Customers wanted to know
how they could get creative with the pieces offered in the
line and construct endless configurations.

“The answer was always, ‘Yes, we can do that,” says Steven
Wagner, vice president of sales and marketing at SCS.

But turning this common question into a practical appli-
cation where customers could take the lead was the next
step. The “Build Your Own StormSeries” tool that now

Steven Wagner of
SCS Interactive,

=
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graces the SCS web site places StormSeries pieces like the
HexDek and connecting bridges on the right side of the page.
Interested customers can drag the pieces over to the left and
arrange them on a pool area layout to create the waterplay
attraction that best fits their needs. Web users have four pool
sizes to pick from, magnifying icons that reveal a side angle
of each piece, an option to print their design, and an esti-
mated price that correlates with what they built. After the
experiment, customers are just one click away from submit-
ting the final markup to SCS staff for consultation.
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The idea originated when
aquatics consultants Counsil-
man-Hunsaker’s Jeff Nodorft,
who proposed creating a Tin-
kertoy-like set to give trade show
customers a hands-on experi-
ence. Then SCS jumped a step
ahead and took the concept
online. “Putting that idea on a
web page creates endless possi-
bilities,” Wagner says.

Live since September 2008,
Build Your Own StormSeries
now serves as a vital component
of the company’s redesigned web
site (www.scsinteractive.com);
the service continues to grow in
popularity and offers functional-
ity and a valuable visual aide to

Being Wise with
Web Redesigns

The addition of Build Your Own StormSeries was part of an overall site
redesign for SCS.The new scsinteractive.com emphasizes a connection
to consultants and technical assistance for clients. But customer service
was just one pillar of the company’s new philosophy; after eight years
and four web site designs, the company was keenly aware of its top pri-
orities for the new site.

1. Ease of use. “We try to organize everything to be intuitive, so the cus-
tomer finds what they want immediately,” says Steven Wagner, vice
president of sales and marketing. This meant eliminating several
cumbersome Flash components from the site. “If a customer can't
get what they want from your web site in 30 seconds, they're out of
there!”

2. Fresh content. “If you have a site that's antiquated with old images
and data, it turns people off pretty quickly,” he says, adding that the
company updates the site on a monthly basis and has a policy of
reevaluating its capabilities every six months.

3. Consistent look and feel. Part of SCS’ re-branding effort included a
new logo and a uniform tone in design, including layout, fonts, and
color use.

4. Direct access to customer service. “We still have our toll-free number,
but making requests on the web is a quicker and more userfriendly
option during off hours,” Wagner says.

customers.

StormSeries is the ideal fit to
debut the online tool, as it has a fairly simple makeup with
only three geometric shapes—a triangle, square, and
hexagon—and can be connected by bridges on all sides.
“All shapes have the same center lines,” Wagner explains.
“And the HexDek has become our number-one seller.
With six sides, it’s the largest, and you can put stairs on
one side, a bridge on another, and add four interactive
components for a low cost. The value of play makes sense
as the number of possibilities grows with the number of
sides.

“A lot of operators are in the process of finding money
for their projects and this gives them a good idea of what
it’s going to cost,” he says, adding that customers creating
waterplay templates on the site will receive a predicted
price within 20 percent of the final true cost.

In the next year, SCS plans to expand its online cata-
log and give the Build Your Own treatment to the recently
introduced HydroDeck and HydroStructure series.

“We’re probably a year away from allowing customers
to order directly online,” Wagner says, explaining the
most time-consuming element of that process is gathering
high-quality web descriptions and images of more than
3,000 SCS products. “Once we get it to where we want it
to be, I think 80 percent of our service inquiries will come
through the web.” m
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SCS’ “Build Your Own” web tool
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