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Energylandia expands with addition 
of Aqualantis, adds 86 acres to park

ZATOR, Poland — When 
it opened its gates in 2014, 
Energylandia claimed three 
simple roller coasters in its line-
up. With a growth rate virtu-
ally never seen in the industry, 
the still-young theme park now 
boasts more roller coasters than 
any other park in the coun-
try, several from some of the 
industry’s most respected man-
ufacturers. Two more joined 
the arsenal this year, both from 
Vekoma. The additions didn’t 
stop at coasters, as nine new 
rides were part of a newly 
themed area called Aqualantis.

With the park aiming for 
a broad audience, both young 
and old, as well as thrill seekers, 
should find something new that 
appeals to them. Among the nine 
new rides are five from Zamperla.

“The area is for sure 
covering all the targets,” said 
Nicolas Trentin, marketing 
manager, Zamperla. “You can 
find kiddie, family, family-thrill 
and thrill rides for almost every 
age, the perfect combination for 
the whole family.”

Drawing upon the mythos of 
Atlantis, the new attractions are 
incorporated into a water theme.

“We have worked together 
with the park and the designer to 
develop the best theming solution 
for the concept they’re working 
on: Aqualantis, a reminder of the 
fascinating Atlantis story,” Trentin 
told Amusement Today. “We have 
used many elements related to 
this concept of an ancient sub-
merged city like old submarines 
for the Jump Around or [pump 

vehicles] held with some ropes 
for the Magic Bikes.”

Other rides from Zamperla 
include a Rocking Tug called 
Stormy Ship and a Fire Brigade 
called Burning Engine by the 
park. Zamperla’s biggest instal-
lation among the package is 
a Disk’O Coaster called Tidal 
Wave Twister. 

While Energylandia leans 
toward calling this a coaster in 
the park’s count, purists keep 
that total at 17, which in just 
a few short years has become 
tied for the second largest col-

lection in the world.
The two new coasters 

from Vekoma also offer a 
range of thrills. 

Ekipa Light Explorers is 
a family boomerang, which 
offers fun forward/backward 
thrills without being too daring. 
Abyssus is the towering monster 
coaster that dominates the area.

With so many coasters on 
property, when asked what the 
park approached Vekoma for 
in regard to its newest addition 

AT: Tim Baldwin
tbaldwin@amusementtoday.com

Vekoma coasters 
and Zamperla flat 
rides anchor new 
themed land

Two launches, four 
inversions, and a 
below-water-level 
dive (inset) make 
Abyssus a big 
favorite. 
COURTESY 
ENERGYLANDIA

4See AQUALANTIS, page 7

Alpine Springs adds new 
thrills to Water World

The water coaster soars over a kids’ section and lazy river 
retained from the previous complex. AT/TIM BALDWIN

AT: Tim Baldwin
tbaldwin@amusementtoday.com

FEDERAL HEIGHTS, Colo. — In the Denver suburbs, 
Water World, part of the Hyland Hills Parks and Recreation 
District, took a significant leap for the 2021 season. For more 
than 40 years, the park has seen incredible growth and innova-
tive — not to mention award-winning — attractions.

Water World is a 70+-acre park. It has 52 attractions. The 
park markets itself as the “World’s Largest Water Park” taking 
into consideration that only includes park and rides and not 
parking lot and other non-guest areas.

Unfortunately, the park had to stay closed for the entire 
season of 2020. The COVID-19 pandemic took a terrible toll.

“We are a community park, so we are basically non-
profit. The money we do bring in is used for athletics and 
recreation programs that benefit the entire community,” said 
Joann Cortez, communications director, Hyland Hills Park and 
Recreation District. “We never turn away any kid from playing 
a particular sport because they don’t have the money.”

Welcoming guests back in 2021, the park has enjoyed a 
phenomenally successful season. As summer progressed, visi-
tors noticed two new additions taking shape, not to mention a 
total makeover of one area of the park. A soft opening of two 
new attractions took place, but the entire Alpine Springs area 
didn’t see completion until late July. State pride finds its place 
in the new section as Alpine Springs is dedicated to the theme 
of Colorado.

“We were hoping to debut the attractions on opening day, 
but with COVID and construction delays, we felt the same pain 
everybody else is feeling,” Cortez told Amusement Today.

Prior to the new land, the area was feeling its age.
“That area was end-of-life. We made the decision to reimag-

4See WATER WORLD, page 6
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Our mantra early this year was “At 
least it’s not 2020.” We went into the 
2021 season with confidence, knowing 
we had most likely been through the 
worst of things, and we had proven we 
could weather almost anything. 

Internally, we were laser-focused 
on one goal: get right on staffing. 2020 
had not been our banner year. Each 
morning we had to update a laundry list of 
attractions that would be closed for the day in 
both the water park and the dry park. Luckily, 
our Indiana location meant we had infrastruc-
ture in place for years to help with staffing. Early 
in 2021, we started rolling out new programs as 
well, just to keep adding to the list of perks we 
already offered. 

Things were going well. In fact, we were 
afraid at one point that we might have too many 
lifeguards. That is, until, our team members 
started returning to school. As large chunks of 
our team had much greater chances of being 
exposed to COVID-19, we ended up in the same 
place as the prior year: saying a prayer each day 
that we didn’t have to choose between three 

signature water slides and the lazy river. 
I’m proud of how we’ve attracted and 

retained talent this year, and I’m excited 
to see how we continue to next year, but 
I’m more excited to see how our entire 
industry responds to the staffing chal-
lenges of 2021. 

I know, it’ll be easier as borders 
reopen and J-1 Visas are more plentiful 

again. But I hope this year has changed the way 
we all value our employees. 

Working frontline at a theme park can be 
beautiful and heart-warming. It can also be one 
of the most insane, challenging and frustrating 
first jobs anyone can have. I think many of us had 
forgotten that. 

I won’t make that mistake again. We’re con-
tinuing to roll out new ideas and improve our 
employee experience, but I hope we’ve all real-
ized this year that those frontline people hold 
our brand in their hands. They represent us. And 
they’re the most important people in our park. 

We’re rebuilding the Holiday World experi-
ence starting with the employee experience, and 
I’m excited to see where it takes us.

Reinforcing the frontlines

Koch

INDUSTRY VOICE: Leah Koch, Holiday World & Splashin' Safari

AT NOTEBOOK: Gary Slade, gslade@amusementtoday.com

A story recently in the Stars and 
Stripes newspaper featured news that 
the Texas National Guard had unveiled 
the military‘s first 3D-printed barracks 
at a U.S. base. 

According to the report, the 
3,800-square-foot building located at 
Camp Swift, Texas, was constructed 

in less than a year at one-third of the cost of 
traditional construction barracks, and will soon 
house up to 72 Guard members at a time. 

A 3D-printer uses a digital design to deposit thin 
layers of material, in this case a concrete blend from 
its builder ICON, over and over until it forms the 
physical object such as a building.

The Texas National Guard awarded the contract 
to ICON for its opportunity to design something 
in the digital world that delivered with printer 
technology, gave the ability to control the inner 
walls, rooms and overall structure.

The 3D-printed technology continues to make 
rapid improvements to the point that AT staffer 
Sammy Piccola recently found a YouTube video of 
a working model of a roller coaster that had been 
completely 3D-printed.

With 3D printing already starting to become 
commonplace with theme park scenic work and even 
souvenirs, recent advances have a bigger question 
looming.  What will be the first facility to use large-
scale 3D-printing in its amusement or water park?  

Will it be housing for their summer foreign labor 
workers, perhaps back of the house needs, or will 
it be a simple gift shop, food stand or other retail 
area? Are attractions featuring 3D printed rider 
carriages far behind?

The amusement industry is always quick to pickup 
on new trends and apply that technology. We will 
wait and see who finishes first in this 3D race.

Will 3D printing soon 
be found in our parks?

Slade
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THE INDUSTRY SEEN

"Knoebels South?"MINUTE  
DRILL2

Michael Hays, Epic Waters Indoor Waterpark
Michael Hays is no stranger to the 

aquatic amusement industry; he has trained 
and operated facilities such as Schlitterbahn 
Waterparks and Resorts, Jeff Ellis and 
Associates and Marriott, and since 2016 
has served as general manager of Epic 
Waters Indoor Waterpark in Grand Prairie, 
Texas.  He has a passion for the service 
industry and is known as a team player, a 
troubleshooter and an organized leader 
who can “go with the flow!”     

Title: General Manager.

Number of years in the industry: 25 years.

Best thing about the industry: I get to 
work in an environment that promotes FUN!
 
Favorite amusement ride: FlowRider, 
been operating different installations for a 
long time. 

If I wasn’t working in the amusement 
industry, I would be … 
Teaching and coaching.

Biggest challenge facing our industry:
Getting back to normal. Talking to other 
industry leaders, staffing has been the big-
gest challenge, along with trying to man-
age through federal, county and city man-
dates. We may never get back to what it 
was before but the hope is that we can put 
this past year behind all of us and get back 
to some sense of normalcy.
 
The thing I like most about amusement/
water park season is …
The busy times and being open year-round. 
This summer we hosted guests from every 
state and seven different countries. I love 
the diversity of our guests coming to enjoy 
the waterpark on a daily basis. I especially 
like building our holiday programming.

All-time favorite sitcom:
Arrested Development.

Coolest superhero: Batman.

It’s October!  My favorite Halloween 
candy is … Peanut Butter Snickers! 

The best thing about fall is … 
Preparation for the holidays!

Favorite “chain” restaurant:
I am partial to Cracker Barrel.

In one word, my home is … Sanctuary.

People say I do this a lot: Joke around. 

When I am in a hurry, I fix this for dinner:
Mac ‘n Cheese. 

The screensaver on my phone is … 
Simpson-ized (is that a word?) drawing of 
my wife and me. 

In a meeting, I like to … 
Feed the masses and make it fun where 
we can.

My “feel-good” song is … “Ladies and 
Gentlemen” (Saliva); it gets me pumped at 
the start of a long day at the park.

The last thing I lost was … My name tag. I 
think I am up to 10 of those.

If money were no object, I would buy a 
second home here:
Seward, Alaska.

Best place I have ever watched a sunset
Anchorage, Alaska, at 3 a.m. 

The first thing I do when I get home 
from work is … Kiss my wife.

If I could eat only one food the rest of 
my lift, it would be … 1-inch thick bone-in 
ribeye. Also, smoked blue cheese coleslaw 
from Lockhart Smokehouse BBQ.

The household chore I enjoy doing the 
most is …
Vacuuming, I love leaving the carpet lines!

If I could get the answer to any question, 
I would ask …  Who was the first person 
to break open an egg and say to them-
selves, “I gotta eat that!”

Michael Hays has enjoyed a long, steady 
career throughout the water park and 
resort industry, making a recent home as 
the General Manager of Epic Waters Indoor 
Waterpark in Grand Prairie, Texas.
COURTESY EPIC WATERS INDOOR WATERPARK

AT: Janice Witherow

HERSHEY, Pa. — Does Hersheypark have a new hire? Lori 
Woodburn Krolczyk, assistant general manager (left) and 
Vicki Hultquist, general manager (right) of Hersheypark 
came across an odd resume that was left at one of their 
job fairs. They thought the applicant might be a good 
fit starting out as a sweeper-ette. However, Knoebel's 
Amusement Resorts' Brian Knoebel isn’t on the move. 
This photograph was taken during the PAPA Summer Fun 
meeting as part of an ongoing series of jokes between 
the Pennsylvania facilities. Although Knoebel did take the 
opportunity to suggest Hersheypark might want to look 
into changing its name to "Knoebels South."
AT/B. DEREK SHAW

From Ron Gustafson, currently of Quassy Amusement 
Park, comes the story of the cotton candy, caramel apple 
and popcorn-eating; sombrero-wearing, cigar-smoking donkey 
named Festus. 

Years ago, a small fair in South Carolina booked a handful 
of rides on a carnival circuit with an independent operator.  The 
operator’s pony ride featured a donkey dubbed “Festus.” He 
was the star and favorite among riders and fair workers.  

At night, after closing, Festus looked forward to the above-
mentioned treats left over from the day and the occasional cigar.  
Back then, donkeys working at fairs were adored by guests for 
being characters. Festus beautifully portrayed the dapper don-
key in his sombrero smoking his cigar while enjoying his snacks

Dapper went out the window one evening when Festus 
saw a young employee walking down the midway eating cotton 
candy.  The donkey broke through the fence in hot pursuit, not 
caring that he was still harnessed to all the other ponies.  

Imagine enjoying your cotton candy after a long day on the 
midway and a herd of ponies led by a donkey stampeded toward 
you.  The young man threw the cone in the air, ran to the closest 
attraction and started climbing.  It took a while to get him down 
from his scaled height.  He declined a generous offer of a fresh 
cone of cotton candy, a caramel apple, popcorn or a cigar from 
Festus and his owner.  He did settle for a beverage and a ride 
home, and actually returned to work the next day.

Lottie Minick is a 46-year attractions industry veteran 
and co-owner of Dallas-based Minick Associates, a design 
firm founded by her late husband, Bob. Her monthly column 
features behind-the-scenes anecdotes of her own and from 
those who have worked in the business. 

Got a fun industry story? Email it to Lottie Minick at 
minickassociates@gmail.com.

The cigar-smoking donkey
AT: Lottie Minick

Reflections
ON FUN

mailto:minickassociates%40gmail.com?subject=
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ine the area with the Colorado 
theme,” said Bob Owens, direc-
tor. “Those two attractions 
replaced what was there.”

“ProSlide and Hyland Hills 
Water World have a long his-
tory together, dating back over 
23 years,” said Andy Maurek, 
ProSlide’s vice-president, 
business development-U.S.A. 
“When they were looking for 
two new iconic attractions to 
anchor their Alpine Springs 
area redevelopment, they 
reached out to ProSlide to help. 
ProSlide custom-designed 
Roaring Forks and Centennial 
Basin to match the Colorado 
theme of Alpine Springs. Our 
creative team matched the hills 
of the RocketBLAST Water 
Coaster to mimic the state’s 
snow-capped mountains and 
themed the CannonBOWL to 
mimic the iconic Colorado flag. 
The new area has been a huge 
success for America’s largest 
water park.” 

Both attractions share 
a same tower. Roaring Forks 
challenges guests to race each 
other as two side-by-side 
troughs align and diverge, 
going up and down multiple 
hills and through two pairs of 
saucers. On several occasions, 
riders in double tubes can see 
their friends and families rac-
ing alongside. Centennial Basin 
is also a double-tube ride that 
sends visitors swirling into the 
same splashpool.

One of the signature attri-
butes of the park is a sky ride 
that transports visitors from the 
front entrance of the park down 
into the lower hilly areas. The 
lower loading station is located 
right in the heart of the two 
new additions.

“Because of the aerial 
tram in the middle, it made 
it a unique project,” said 
Owens. “We couldn’t remove 
the tower, so we had to work 
around it. It was a bit chal-
lenging to get it in there. We 
worked with an engineering 
group out of Boulder, DTJ 
Design. They worked on the 

Volcano Bay project; that was 
kind of their step into water 
parks. We wanted to reimag-
ine the area and soften it up. It 
used to be a lot of concrete. No 
one really hung out there.”

“It was perfectly aligned 
with what we wanted to do,” 
said Cortez. “Our whole goal 
was to bring guests into the 
lower end of the park.”

Centennial Basin is the 
park’s second bowl ride. In 
2005, The Revolution was one 
of only two BehemothBOWL 
rides in the country. Locals will 
appreciate the state seal as the 
emblem illustrated in fiberglass 
in the whirlpool attraction.

“We had never closed 
the park in all our 42 years 
of existence,” said Cortez. “We 
had so much support from the 
Colorado community. We had 
this new area and were look-
ing for a new way to theme it. 
We thought, ‘Why not make 
it a tribute … a hat tip … to 
Colorado.’ That’s what we’ve 
done. We are the Centennial 
State. Every piece of this area 
is a dedication to Colorado and 
the lovely people that have sup-
ported us.”

“For us, it seemed like a 
theme that would really reso-
nate,” said Owens. “It allowed us 
to have some fun and give a shout 
out as who we are as a state.”

Demolition started in the 
fall of 2019. The park was mov-
ing in on contracting the attrac-
tions when the global crisis hit. 
The park continued to move 
forward and made use of the 
downtime, not knowing if the 
property would be able to open 
at all in 2020.

“We took that time to move 
ahead on construction in a way 
we wouldn’t have been able 
to if the park had been open,” 
Owens told AT. 

The Lodge is a new eatery 
for the area. A landscaped area 
with plentiful seating makes 
for a spacious, relaxing dining 
atmosphere.

“The daiquiris are to die 
for,” joked Cortez.

The area is large enough 
that the availability to use it for 
special events was taken into 
consideration. Non-rides like 
corn hole became part of the 
area for tamer diversions.

Prior to Alpine Springs, 
the area sported a circus theme. 
Children’s attractions and a 
lazy river that were retained in 
the area makeover now take on 
the alpine feel of the new land.

Also of note in 2021, the 
park added a low-sensory room 
in the center of the park for 
families with autistic members 
or those with cognitive chal-
lenges. Those families have 
access to the room, which is 
stocked with art supplies, tan-
gible playthings, weighted 
blankets and cushioned resting 
areas. Blocking out the noise 
and the stimulation can be a 
needed temporary respite.

A Water World Autism 
Guide states: “It is our goal to 
provide every family with an 
enjoyable and memorable visit, 
and we are proud to offer spe-
cialized services to guests with 
autism and other special needs.” 
Team members have received 
applicable training, along with a 
variety of other areas.

Management is pleased 
to have a partial season with 
Alpine Springs but looks for-
ward to a full season with the 
new area in 2022.

“The whole area was part of 
a grand vision, but we are very 
pleased with what ProSlide has 
done,” noted Cortez.

The park is open Memorial 
Day to Labor Day, with a Doggie 
Bow Wow Beach Day for one 
bonus weekend.

The area’s Two new ProSlide attractions debuted mid-summer at Water World in Colorado. Helping families with autistic and special 
needs members, a new low-sensory room provides a calming respite in the center of the park (below). COURTESY WATER WORLD

WATER WORLD
Continued from page 1

The state’s seal is a decorative motif for the Centennial Basin attraction (above left). Uphill blasts and high-speed saucers make for 
an exhilarating ride. COURTESY WATER WORLD; AT/TIM BALDWIN
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to its coaster lineup, Stefan 
Holtman, sales manager/
Europe, told AT: “They want-
ed the first double-launch 
coaster in eastern Europe. 
Further, the ride needed to 
have at least 1,200 meters 
(almost 4,000 feet) of length 
and several inversions.”

The new double-launched 
coaster is 4,317 feet in length. It 
stands 126 feet tall. Featuring four 
inversions, Abyssus at times dives 
into trenches below the water 
level. With bursts of speed from 
launches, upside down maneu-
vers and numerous moments of 

airtime, it has become one of the 
big draws within the massive 
coaster collection. 

“It’s cool due to the fact 
that the ride is non-stop action 
— with a slower beginning 
and a spectacular finale,” said 
Holtman. “Further, we tried to 
make the ride not too aggres-
sive, so it’s appealing to a large 
[demographic] and is very good 
at being rerideable.”

Three 16-passenger trains 
cycle through the attraction.

The two coasters are sepa-
rate from each other, spreading 
track throughout Aqualantis.

“The boomerang was 
added because people always 
like coasters, and this is a good 

addition not only for the ride 
experience but also extra capac-
ity of 700 people per hour.”

The thematic design for the 
new area was created by Jora 
Vision. Based in The Netherlands, 
the creative company has 
designed immersive environ-
ments with more than 30 years of 
experience working with theme 
parks and other attractions.

Also in the expansion is a 
candy store, two gift shops, a 
diving show, a water battle flat 
ride called Whirlpool Water Fight 
(SBF) and a slow boat ride called 
Grotto Expedition, built by the 
park. That scenic ride transports 
guests through the area on a 
relaxing journey. Several snack 

outlets dot the walkways.
Synchronizing all these 

installations took planning.
“We’re used to coordina-

ting with other teams during 
our projects, especially with 
designers and scenographers so 
it wasn’t a problem at all,” said 
Trentin. “Two of our Zamperla 
heroes have followed the entire 
project from the beginning of 
the installation. COVID didn’t 
affect this project, both because 
we had two Zamperla people on 
site and because our Customer 
Care from Italy never stopped 
working, especially thanks to 
the adoption of the Remote 
Assistance Service.”

“I really like the overall 

look of the Aqualantis themed 
area, which was made in close 
cooperation with Jora Vision,” 
added Holtman.

Now spanning 86 acres, 
Energylandia shows no signs 
of slowing down. Construction 
has begun on yet another new 
land: Sweet Valley. The partner-
ship with Vekoma continues as 
construction of the park’s next 
coaster, a mine train-style ride 
has already begun. 

“Since the beginning of the 
park in 2014 we have created a 
very good relationship which has 
evolved in a kind of partnership,” 
said Holtman. “We will continue 
to work together for the future 
with more new developments.”

AQUALANTIS
Continued from page 1

The area’s theme spills over into this cute children’s ride (above left). Zamperla’s Tidal Wave Twister combines fun rotation on an undulating track (above 
middle). Light Explorers is a second roller coaster in the addition provided by Vekoma (above right). COURTESY ENERGYLANDIA

https://vekoma.com/
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PARKS, FAIRS & ATTRACTIONS
 Shepherd of the Hills adds mountain coaster — page 12 / Parks ready Halloween events — page 16
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Gerstlauer's Defiance will provide Glenwood Caverns with an icon

GLENWOOD SPRINGS, 
Colo. — Ride Entertainment 
teased the announcement 
of something big coming 
later in the summer. The 
company, which repre-
sents Gerstlauer, unveiled 
Defiance in early August. By 
big, it involved a mountain.

Glenwood Caverns 
Adventure Park resides high 
in the Rocky Mountains — at 
an elevation of 7,100 feet to 
be exact. To gain entrance to 
the park up top, guests enjoy 
a wonderfully scenic ride on 
the park’s recently upgraded 
Leitner-Poma gondola ride, 
which now features 44 detach-
able gondolas.

Owners Steve and Jeanne 
Beckley purchased the prop-
erty in 1999 in hopes to reopen 
the shuttered caves. It was a 
huge success, which prompt-
ed the park to install a fixed-
grip gondola system in 2003. 
Attractions were added to the 
park to help entertain guests 
who were lining up to see the 
caverns. Before long, a moun-
tain-top amusement park had 
sprung up. Along the way, 
many notable attractions 
materialized, most of which 
took advantage of the set-
ting offering grand views and 
some unnerving thrills at the 
mountain’s edge. The alpine 
coaster installed by Weigand 
was the first in the United 
States.

With a high-capacity gon-
dola system now in place, the 
park is poised to be in the big 
leagues, at least in the world 
of roller coasters.

Dubbed Defiance after the 
original name of the town, the 
new Euro-Fighter coaster from 
Gerstlauer will be perched to 

take advantage of the terrain. 
Motorists on I-70 can catch 
brief glimpses of rides on the 
edge of the cliffs, but Defiance 
should beckon thrill seekers 
like never before.

“The process behind 
the decision to do a loop-
ing coaster was quite com-
plicated and scientific,” said 
General Manager Nancy 
Heard. “The owner, Steve 
Beckley, rode [a similar] ride 
at Mall of America a few 
years ago and has not quit 
talking about it since!” 

Like the coaster in 
Minnesota, Defiance will fea-
ture a beyond-vertical drop 
following a 90-degree vertical 
lift. While the lift will stand 
75 feet tall, after a brief pause 
for riders to take in the view, 
the drop utilizes the terrain to 
plunge 110 feet.

“Besides that, we do not 
currently have any inversion 
rides in the park,” added Heard.

Among the ride’s ele-
ments are two inversions. 
What is dubbed a “banana 
roll” by coaster devotees, the 
inversion is a twisted, warped 
section of track that delivers 
“wow” spectator appeal. The 
second upside-down moment 
is an inline twist. 

The plunge is steeper than 
102 degrees. Following the big 
drop, what looks like a verti-
cal loop is actually a twisted 
top hat element that turns rid-
ers upright at the top of the 
stretched loop.

“Challenges of building 
anything on top of the moun-
tain, are many,” Heard told 
Amusement Today. “Building 
a custom ride on the hillside 
just makes it that much more 
interesting! We are located 
1,300 feet above the town of 
Glenwood Springs. There is 
access via a BLM road, which 

is a dirt, logging-type road. 
It is narrow and has many 
tight switchbacks. It is not 
only logistically difficult to 
get the equipment — cranes, 
concrete trucks, etc. — mate-
rials and the large transport 
trailers up the road, it is dif-
ficult to find companies that 
are willing to do it. Track 
pieces, carriers, generators 
and compressors have to be 
transported. Our construc-
tion season is in the winter 
months, January thru April. 
Colorado winters are known 
for lots of snow. We need to 
contract services to maintain 
the roads, often grading the 
road to remove the snow and 
ice and applying sand for 
traction. Tractor trailers are 
often required to use snow 
chains which is a time con-
suming and unpleasant pro-

cess. Getting the equipment, 
materials and vehicles to the 
Adventure Park is just the 
first phase of the process.”

Glenwood Caverns is 
open year round, with more 
seasonal hours over the week-
ends in the winter months.

“The next stage is to move 
the materials from the staging 

area to the ride site,” contin-
ued Heard. “This poses logis-
tical challenges as a result of 
the park being on a hillside 
with small pedestrian path-
ways throughout the park. We 
do not have the luxury of an 
exterior service road like other 

AT: Tim Baldwin
tbaldwin@amusementtoday.com

Defiance (above) will make use of its terrain. Owners Steve and Jeanne Beckley (left and 
center) are joined by the mayor of Glenwood Springs and a city council member at the 
groundbreaking ceremony (below). COURTESY GLENWOOD CAVERNS; AT/TIM BALDWIN

4See DEFIANCE, page 10

http://intermarkridegroup.com
mailto:tbaldwin%40amusementtoday.com?subject=
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Pilot your thrills!

parks on flat ground would 
have. We often have to back 
vehicles into the site. We’ve 
also been known to use a crane 
to pick up the trailer and turn 
it around! Transportation from 
the staging area to the site 
requires reach forks, flat beds 
and staging cranes. Since the 
park is open year round, we 

have to work around the oper-
ating hours of the park, and 
in some cases close the park 
to accommodate construction. 
The amount of daylight hours 
in the winter months reduces 
the construction day. While 
lights are an option, safety is 
also a consideration.”

Even with the challenges, 
park officials are excited.

More than a hundred 
members of American Coaster 

Enthusiasts were on hand at 
the groundbreaking ceremony 
in late August. Beckley told the 
gathered attendees that he was 
particularly pleased that the 
new coaster would be the high-
est capacity ride at the park.

The ride is designed to run 
three vehicles, each seating 
eight passengers in two rows. 

“All of us involved in this 
project are excited to bring this 
unique roller coaster to life,” 

said Ed Hiller, CEO of Ride 
Entertainment in a company 
statement. “Being able to work 
on Defiance from initial con-
cept to manufacturing and now 
installation will be a career high-
light for everyone involved.”

“We are beyond thrilled 
to be working with Glenwood 
Caverns on this one-of-a-kind 
attraction,” said Siegfried 
Gerstlauer, managing direc-
tor of Gerstlauer Rides 

GmbH. “Defiance is sure to 
become instantly recogniz-
able around the world for its 
incredible views and unparal-
leled thrills.”

Once the coaster manu-
facturing process is com-
pleted in Germany at the 
Gerstlauer factory, the attrac-
tion will be assembled on 
site by Ride Entertainment’s 
installation division.

Until Defiance opens, the most recent addition to the park is a supremely updated gondola system featuring 44 cabins (above left). Among Defiance's 
dramatic maneuvers will be two inversions (above right). AT/TIM BALDWIN; COURTESY GLENWOOD CAVERNS 

DEFIANCE
Continued from page 8

http://gerstlauer-rides.com
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Mountain coaster boosts numbers, thrills at Shepherd of the Hills

BRANSON, Mo. — Befitting 
of its name, the new Copper-
head Mountain Coaster at Shep-
herd of the Hills adventure 
park snakes its way through the 
Ozark Mountains with helices, 
drops and curves as it goes be-
tween trees and rock formations 
and integrating  with the adven-
ture park's other attractions. 

Jeff Johnson, owner of 
Shepherd of the Hills along 
with Steve Faria, said the 
coaster, manufactured by Wie-
gand Sports USA, officially 
opened June 12. The response, 
so far, has been top notch. 

"We have been very 
pleased," Johnson said. "We 
have been pleased with the 
work as well as our partner-
ship with Wiegand."

Johnson said the adven-
ture park has been honored to 
receive the number one spot 
in the aerial adventure park 
category for 2019 and 2020 
from USA Today. But with that 

honor, Johnson said they felt 
the responsibility to offer the 
best adventures they could.

"We wanted a high impact 
attraction to get a lot of people 
through," he said. "We wanted 
to rise to the next level."

So they went to Wiegand 
to help them out. 

The Copperhead Mountain 
Coaster has a downhill track of 
3,350 feet and an uphill length 
of 1,450 feet, for a total of near-
ly a mile long track. It is being 
touted as the longest Alpine 
coaster in Branson. 

There are 40 carts that are 
separated by about 80 feet of 
track when operating. 

Riders are able to adjust 
their speed. The top speed is 
about 30 mph. The ride lasts 
about five minutes and will be 
operational all year long. 

The coaster track is divided 

into sections with names like le-
thal drop, lurking curve, slither 
and slide, venomous twists, the 
big strike and constriction loop.

“A mountain coaster is a 
little more environmentally 
friendly in the sense that it’s us-

AT: Pam Sherborne
psherborne@amusementtoday.com

The new Copperhead Mountain Coaster at Shepherd of the Hills in Branson, Mo., has a total 
track length of almost a mile. It can operate all year, in rain and snow, cold and heat. Owners of 
the adventure park are very pleased with the response the coaster is getting. They also are very 
pleased with the Wiegand Sports USA product. COURTESY SHEPHERD OF THE HILLS

4See MOUNTAN, page 13

4,800-foot-long 
Wiegand Sports USA
attraction delivers

http://wiegandsportsusa.com
mailto:psherborne%40amusementtoday.com?subject=
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ing the elevation of the property 
itself and taking folks through 
the property using primarily 
the earth’s terrain as the bed 
underneath the track,” Johnson 
was quoted as saying when the 
attraction first opened.  

Johnson said they had a 
pretty good hill for the coaster 
with an overall vertical fall 
of 300 feet. The coaster is ac-
cessed right after coming into 
the park gates. It  brings riders 
back to that original spot. 

"It can operate in the rain 
and snow," said Jessica We-
del, Wiegand Sports USA.  
"That is no big deal. There are 
rain bonnets or rain shields 
that go over it, which pretty 
much keeps the riders dry."

Johnson is looking forward 
to being able to theme  the coast-
er with different holidays such as 
Rudolph's  Runaway Sleigh Ride. 

Construction of the Cop-
perhead Mountain Coaster 
started late last fall. The only 
real project challenge was get-
ting enough people to work 
during the COVID-19 pandem-
ic. But they persevered and had 
it operating by the first of June. 

Wedel said Wiegand is very 
busy right now building coasters. 

"I am full for 2021 and 

2022," she said. 
She echoed Johnson's sen-

timents about the challenge of 
finding workers. 

"I could definitely use 
three crews, but, right now, I 
only have two," she said. 

Torsten Wedel, Wiegand 
Sports USA, said currently the 
company has 40 alpine coasters 
in North America. 

"We opened the Mustang 
Coaster in Estes Park, Colorado, 
shortly before the Copperhead 
Mountain Coaster this year," he 
said. "This fall we will open the 
Mountain Coaster at Highlands 
Outpost (Scaly Mountain Out-
door Center) in Scaly Mountain, 

North Carolina, followed by the 
Canyon Coaster in Williams,  
Arizona, right off of Route 66 at 
the gateway to the Grand Can-
yon National Park.

"In addition, we are work-
ing on new rides in Washing-
ton, Tennessee, Texas, North 
Carolina, Illinois, Wisconsin 
and Colorado for 2022 and 
2023," he said. 

Johnson is certainly glad 
he got his coaster this year. 

"We are seeing a lot of peo-
ple coming out," he said. "And, 
the coaster is bringing them 
back over and over again."

In recent years, Shepherd of 
the Hills has introduced several 

new adventures and now offers a 
variety of attractions for all ages.

There is the Vigilante Ex-
treme ZipRider where partici-
pants are launched from 140 
feet in the air. They can reach 
speeds of up to 55 mph over 
the half-mile line.  There also is 
the Zipline Canopy Tour, which 
takes guests soaring right under  
the tree tops from platform to 
platform. It lasts between  one 
and one-half hours to two hours. 

Other attractions and ac-
tivities include a playground, 
ropes course, a farm and a va-
riety of live shows. 

There is the Inspiration 
Tower, a 230-foot observation 
tower on the highest point of 
the park, which provides stun-
ning views of the mountains.  

The cost to ride the new Cop-
perhead Mountain Coaster as a 
driver is $16. To have a passenger 
ride alongside is an additional 
$10. Riders must be 54 inches tall 
to operate the coaster cart as a 
driver. Children must be at least 
three  years old and 38 inches tall 
to be a rider and must ride with 
someone age 16 or older. 
•theshepherdofthehills.com

•wiegandsportsusa.com

MOUNTAIN
Continued from page 12

The Wiegand Sports USA mountain coaster has about 40 
rider carts, with room for one driver and one passenger. LED 
lights illuminate the twists and turns of the new Copperhead 
Mountain Coaster (right). COURTESY SHEPHERD OF THE HILLS

https://firestonefinancial.com/
http://theshepherdofthehills.com 
http://wiegandsportsusa.com
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Wild Adventures debuts a new event 
for the fall: Great Pumpkin LumiNights

VALDOSTA, Ga. — Wild 
Adventures is trying something 
new for its guests. Following on 
the success of its sister parks that 
have introduced low-scare fami-
ly options during the Halloween 
season (Dollywood introduced 
Great Pumpkin LumiNights 
in 2017; Silver Dollar City 
debuted Pumpkins In The City 
in 2019, both parts of the parks’ 
Harvest Festivals), the Georgia 
theme park and zoo is creating 
its own take on the concept.

Several aspects by day and 
night transform the park into a 
new experience, one aimed to 
be family-friendly.

“I think it appeals to all 
ages,” said Patrick Pearson, 
director of sales and marketing. 
“We have converted the park to 
a nighttime event in general. We 
have added entertainment that I 
feel appeals to everybody.”

Children 12 and under 
can dress in costume if they 
wish. Twice a day, The Candy 
Caravan invites kids to follow a 
candy expedition to where they 
can collect sweets and treats.

“We do trick-or-treating,” 
Pearson offered. “It’s extremely 
popular. This year we are being 
very intentional on the way we 
are starting. In the past, the trick-
or-treating path was just ‘open.’ 
Now we have a parade that deliv-
ers candy to all the stations. We’re 
trying to up our entertainment 
game, and we have some new 
characters joining our cast. They 
will be part of that parade that 
delivers candy. That will signal 
the start of trick-or-treating.”

As night starts to fall, Light 
the Night LumiNight Parade 
guides guests along a road 
where pumpkin sculptures 
become illuminated.

The glowing pumpkin cre-
ations are sure to be the high-
light of the event. 

“There is a lot to this event 
that is different than our sister 
parks,” Pearson noted. “We’re 
also a zoo. Our sculptures are 
animal-focused, so we have an 
18-foot-tall giraffe, we have an 
alligator … a snake … it all 

fits in with our animal them-
ing. When we decided to do 
a pumpkin event, we decided 
to really lean in on that. We’re 
proud of our animals and find 
it is a core part of the guest 
experience.”

The park is 170 acres. There 
is no specific area labeled a zoo. 
The animals are intentionally 
spread throughout the proper-
ty’s layout.

Mr. Bones Glow Experience 
is another activity where guests 
work their way through a black-
light environment. For a third 
year, a catering facility is convert-
ed into a maze in which visitors 
work their way through enjoying 
all the glowing sets and props.

“It’s a simple attraction, 
but the young kids just love 
it,” said Pearson. “They love to 
see the whites on their clothing 
glow. Right outside we do face 
painting with blacklight paint 
on their faces.”

Great Pumpkin LumiNights 
replaces Terror In The Wild, a 
previous Halloween event that 
has since been retired.

“Terror In The Wild did drive 
attendance,” said Pearson, “But 
as a park in general, our core 
attendance is young families. 
Our last big capital expenditure 
was Discovery Outpost in 2019, 
which was aimed at families with 
children three to five years old. 
That was a record attendance 
year for us. We definitely saw 
growth. The markets we serve 
— Jacksonville, Tallahassee, all 

of south Georgia — are growing 
economically, and they are grow-
ing with young families.”

Throughout the event, 
visitors can enjoy the Pumpkin 
Spice Festival at the same time.

“During the pandemic last 
year, we knew we couldn’t do 
Halloween as we had done in the 
past,” said Pearson. “Our general 
manager challenged us to come 
up with something we could 
do. The marketing team brain-
stormed the idea of a food festival 
built around pumpkin spice.”

He shared that a Google 
search revealed that no one was 
doing a pumpkin spice festival in 
the country. It became a huge suc-
cess. The park used a Pumpkin 
Spice Passport, which was a tast-
ing card. According to the park, 
they flew off the shelves. Guests 
loved savoring things such as 
pumpkin spice cheesecake. 

“The pumpkin spice bar-
beque … it is slap-your-mama 
good!” smiled Pearson. “We 
have our own smoker here and 
smoke our own meats. You add 
that spice, and it will change 
your life.”

Both the Pumpkin Spice 
Festival and Great Pumpkin 
LumiNights are included with 
admission. Rides are in opera-
tion as well.

AT: Tim Baldwin
tbaldwin@amusementtoday.com

An 18-foot-tall giraffe 
(right) pumpkin sculpture 

and giant jack-o-lantern cat 
(above) are some of many 
fun, illuminated sculptures 

focused on animals. 
COURTESY WILD ADVENTURES

Pumpkin Spice Maple Pulled 
Pork Sliders are one of the 
menu items at the festival. 
COURTESY WILD ADVENTURES

http://lagotronicsprojects.com
http://skytrans-mfg.com
https://www.getitdonemarketing.com/
http://randrdesign.com
mailto:tbaldwin%40amusementtoday.com?subject=
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Time to get scared as nation's parks present Halloween events

NORTH AMERICA — 
There are many people who 
love scary Halloween-themed 
nights. It seems the nation's 
theme and amusement parks 
were up to the challenge as they  
kicked off the 2021 fall events. 

After some amusement and 
theme parks had to miss out 
scaring guests in 2020, those  
frights and thrills are even big-
ger this year. Many parks also 
have boosted their events for 
the younger goblins. 

Boasting classic film mon-
sters such as Dracula, the Wolf-
man and the Mummy, Universal 
Studios has long been synony-
mous with horror. Capitalizing 
on its legacy, Universal Studios 
Florida in Orlando and Univer-
sal Studios Hollywood in Uni-
versal City, California, present 
an elaborate fall event, Hallow-
een Horror Nights, taking place 
now and running through Oct. 
31, select days and times. 

Disney After Hours Boo 
Bash at Disney World Resort, 
Orlando, Florida, is a very pop-
ular Halloween event. In fact, 
tickets to the Boo Bash were sold 
out by mid-September. It began 
in August and runs through 
Oct. 31, select days and times. 

Guests lucky enough to get 
a ticket are experiencing themed 
cavalcades such as Mickey's 
Happy Halloween Cavalcade, 
Disney Villiam Halloween Cav-
alcade and Jack's Nightmare 
Halloween Cavalcade.

But of course that isn't all. 
There are character sightings, an 
abundance of Halloween decor 
and ghoulishly delicious new 
treats and beverages.

Disneyland Resort, Ana-

heim, California, is presenting 
its Oogie Boogie Bash — A Dis-
ney Halloween Party. It began 
in September and runs through 
Oct. 31, select days and times. 
This event features many of the 
same activities as its sister park 
in Orlando. And, like that park, 
tickets to that  event were sold 
out by mid-September. 

Silver Dollar City's Har-
vest Festival, which is running 
through Oct. 30, is greeting 
guests with an abundance of 
family fun. The Branson, Mis-
souri, theme park is featuring  
crafts by day with new artisans 
each week and Pumpkins In The 
City by night with thousands of 
illuminated pumpkins with non-
frightful fun for the entire family. 

On hand this year is artist 
Barry Brown who will show-
case some of his intricate pump-
kin carving and ice pumpkins 

sculpted by Rock On Ice Sculpt. 
Rides open for the harvest 

event include Time Traveler, 
Wildfire, PowerKeg and the 
Mystic River family raft ride, 
weather permitting. 

And, of course, the yummy 
pumpkin treats are available with 
returning favorites like Pumpkin 
Funnel Cakes and Chicken & 
Waffle Cones, and new additions 
like Pumpkin Potato Soup and 
Pumpkin Bread Pudding.

Dollywood, Pigeon Forge, 
Tennessee, lets guests experi-
ence a Smoky Mountain fall 
during Dollywood’s Harvest 
Festival, which began last 
month and runs through Oct. 31.

This festival offers the moun-
tain environment  with vivid color, 
the smells of apple and pumpkin 
treats and the sounds of the rides 
filling the air with adventure.

As the sun sets, the park 

transforms into an enchanting 
display of illuminated carved 
pumpkins and shimmering 
pumpkin icons. 

Halloween Haunt is back in 
the majority of Cedar Fair Enter-
tainment Co. parks.  Most of the 
scary Haunts began in Septem-

ber and are ending either Oct. 30 
or 31, select days and hours.  

For example, at Worlds of 
Fun, Kansas City, Missouri, the 
Haunt began Sept. 17 and will 
run through Oct. 30. The fun be-

AT: Pam Sherborne
psherborne@amusementtoday.com

Worlds of Fun, Kansas City, Missouri, opened its Halloween Haunt (above) Sept. 17 and it will run through Oct. 30. Thousands 
of illuminated pumpkins are on display at this year's Harvest Festival, Silver Dollar City, Branson, Missouri (below), which is 
also running through Oct. 30. COURTESY WORLDS OF FUN, SILVER DOLLAR CITY

Jack the Clown makes an appearance at Universal Studios 
Florida's Halloween Horror Nights running now through 
Oct. 31. COURTESY UNIVERSAL ORLANDO

4See HALLOWEEN, page 18

http://elibridge.com
mailto:psherborne%40amusementtoday.com?subject=
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gins at 6 p.m. and runs through 
midnight in October, Thursdays 
through Saturdays.

Halloween Haunt fea-
tures hundreds of monsters, 
extreme haunted attractions, 
mazes and scare zones and 
thrilling rides. 

Cedar Fair parks partici-
pating in Halloween Haunt in-
clude: Dorney Park, Allentown, 
Pennsylvania; Cedar Point, San-
dusky, Ohio; Kings Island, Ma-
son, Ohio, Knott's Berry Farm, 
Buena Park, California; Carow-
inds, Charlotte, North Carolina; 
Kings Dominion, Doswell, Vir-
ginia; Canada's Wonderland, 
Vaughan, Ontario, Canada; Cali-
fornia's Great America, Santa 
Clara, California, and Valleyfair, 
Shakopee, Minnesota. 

Halloween Haunt is not 
recommended for children un-
der 14 years of age, so Cedar 
Fair parks are offering separate 
events for the younger spooks 
and goblins such as the Great 
Pumpkin Fest at Dorney Park, 
Carowinds, Kings Dominion, 

Worlds of Fun, California's 
Great America and Valleyfair.

There is  Knott's Spooky 
Farm at Knott's Berry Farm. 
HalloWeekends at Cedar Point, 
Camp Spooky at Canada's Won-
derland and even HalloTween 
at Kings Island, for those who 
are too young for Halloween 
Haunt but too old for the chil-
dren's event.

Cedar Fair parks also offer a 
variety of tasty treats and bever-
ages, coming out with new fall 
and Halloween  products. 

Howl-O-Scream at Busch 
Gardens Tampa  Bay, Florida, 
has returned. It kicked off on 
Sept. 10 and will run through 
Oct. 31, select days and times. It 
features iconic haunted houses, 
horrific scare zones, roaming 
hordes and thrilling rides.

It also features three all-
new haunted houses, new scare 
zones and killer entertainment, 
as well as returning favorites. 

Beyond the haunts, live 
shows with captivating crea-
tures of the night are found on 
the outdoor stage as “Fiends!” 
returns to the Festival Field and 
“The Rolling Bones” performs 

electrifying rock covers at Drag-
on Fire Grill. 

For fueling up between 
scares, the new Blood Bar offers 
liquid courage at a ghoulishly-
themed outdoor bar with signa-
ture Howl-O-Scream cocktails 
like Witch’s Brew, Swamp Water 
and The Bite Jell-O syringe shots.

Busch Gardens Williams-
burg (Virginia) is also presenting 
Howl-O-Scream until Oct. 31 with 
new spooks and haunted houses 
as well as some old favorites. 

Both parks have a separate 
event for young spooks. Busch 
Gardens Tampa Bay offers Kids 
Weekends and Busch Gardens 
Williamsburg offers  the Count's 
Spooktacular. 

Like both Busch parks, 
SeaWorld in all three cities — 
San Diego, San Antonio and 
Orlando — have also begun 
Halloween events. Orlando is 
presenting SeaWorld Spooktac-
ular, which features the Sesame 
Street characters. San Diego and 
San Antonio are offering Howl-
O-Scream for scarier thrills.

Hersheypark, Hershey, 
Pennsylvania, is presenting its 
Hersheypark In The Dark at-

traction for three weekends in 
October, starting Oct. 15. 

The 2021 seasonal event 
marks the 15th anniversary of 
Treatville trick-or-treat trail with 
candy stops inside Hersheypark 
for guests ages 12 and under.

Coaster fans will enjoy 
the return of night rides on 
the park’s roller coasters, with 
lights-out rides on five coasters 
including Candymonium hyper 
coaster in the new Hershey’s 
Chocolatetown area. 

Other unique offerings 
include costumed Hershey 
Characters experiences, new 
fall foods throughout the park 
and Creatures Of The Night 
program at ZooAmerica North 
American Wildlife Park, the 
only time of year the Zoo is 
open after dark. 

Lake Compounce, how-
ever, has announced a different 
type of Halloween fest, Happy 
Hauntings. This new event, 
which kicks off Oct. 2, will fea-
ture tricks and treats available 
for guests of all ages.

There  will be  fall-themed 
foods, festive activities, live en-
tertainment, unique cocktails and 
Halloween-inspired decor, along 

with favorite rides like Boulder 
Dash, Compounce Railway, Rev-
O-Lution, Ghost Hunt and more.

The return of Fright Fest to 
Six Flags theme parks has a lot 
of ghouls and goblins daring 
each other to spend some hours 
at one of the company's 14 parks 
hosting the Halloween event, 
select times and days. 

Most of the Six Flags parks 
kicked off their events in Sep-
tember, although Six Flags Great 
Escape, Lake George, New York, 
will begin its night frights on 
Oct. 2. All Fright Fest events are 
running through Oct. 31.

Parks are debuting new 
haunted attractions such as those 
at Six Flags Magic Mountain, 
Los Angeles, which include the 
Deadzone, Terror Rising, Dark 
Minds and Grave Games. 

Haunted attractions at Six 
Flags Over Georgia include the 
Zombie Zoo, Home Haunt and 
Clown Hell. 

At Six Flags Fiesta Texas, 
San Antonio, guests have a 
chance to see the new haunted 
attraction, The Houngan House 
of Voodoo, along with returning 
favorites such as Buried Alive 
and CarnEvil 3D.     

For family Halloween fun, Disneyland Resort of Anaheim, California, is presenting its Oogie Boogie Bash — A Disney Halloween Party (above left). The 
Witch of the Woods Haunted House (above right) is one of the new scares at Busch Gardens Tampa Bay Howl-O-Scream taking place now through Oct. 31. 
COURTESY DISNEYLAND, BUSCH GARDENS TAMPA BAY

HALLOWEEN
Continued from page 16

Quassy hosts first Halloween event
Twelve nights of frights are coming to Quassy Amusement 

Park, Middlebury, Conneticut, for the first-ever Halloween event.
 Terror At Quassy, not for the faint of heart, will take place 

weekends starting Oct. 8 and running through Oct. 31. 
 Quassy park officials said when announcing the new event 

that they had toyed with the idea of having a Halloween event 
over the years. But, this year they had an opportunity to work 
with an expert Halloween production company so they decid-
ed the timing must be right. 

The amusement ride area of the park will be transformed into 
a variety of frightening attractions including a zombie hospital, 
dungeons, misty walkway, demons of darkness area and more.

The athletic field in the park will play host to haunted cata-
combs and a cemetery.

Themed live performances will take place nightly at the 
Carousel Theatre stage.

A number of the park’s major rides, included in the admis-
sion price, will also operate during Terror At Quassy nights. The 
park’s restaurant, arcade and gift shop will be open.

The production company at Quassy this year is the same 
one that has been presenting Halloween events at Lake Com-
pounce in Bristol, Connecticut.

http://funslide.com
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Arnolds Park Amusement Park’s final day 
of operation for the 2021 summer season was 
Labor Day. After the pandemic forced tempo-
rary closures during 2020, the 2021 season for 
the park located in Arnold's Park, Iowa, had 
park operators ease into returning to normal.

From dealing with a shorter staff to enforc-
ing COVID-19 safety protocols, the 2021 sea-
son was a challenge for the amusement park. 
But, that didn’t stop visitors from attending.

Arnolds Park Amusement Park’s CEO 
shared to a local news agency just how busy 
it got during this year.

“We’ve had fantastic crowds all summer 
long," said Jeff Vierkant. "You know, bounc-
ing back after COVID, it’s nice to see all these 
smiling faces out here. We compare this year 
up against 2019, which was a record year for 
us and our attendance this year is about 15% 
higher than it was in 2019.

 "We didn’t know quite what to expect 
coming into this season and we thought it 
might be close to our 2019 levels, but we cer-
tainly didn’t expect to surpass them," Vier-
kant said. "What we’ve seen is bigger crowds 
than we’ve seen even in 2019." 

Arnolds Park Amusement Park will open 
every Friday and Saturday evening in Octo-
ber for the 2nd Annual Boji Scare. 

•
Premier Rides, an amusement ride 

manufacturing company based in Baltimore, 
Maryland, is in the process of hiring at its new 
St. Petersburg, Florida, facility. 

The company works with Florida theme 
parks such as Busch Gardens Tampa and Sea-
World Orlando. In June, the group purchased 
the former Minor League Baseball headquarters. 

Premier Rides has not yet disclosed 
the plans for the St. Pete facility, which in-
cludes a 10,285-square-foot building and a 
3,600-square-foot building. 

Areas of need included engineering, ad-
ministration and marketing.

Premier Rides will continue its presence 
in Baltimore. 

•
After being shut down since 2020, Gun-

town Mountain, Cave City, Kentucky, is back 
as of last month under new management. 

The park was shut down in 2020 due to 
COVID-19. It's now under new management 
and owner Nathan Frensley, who wants to 
improve the experience for all guests. 

"My parents were always sitting us down 
at dinner and watching John Wayne," Frensley 
was quoted as saying in a local news story. "I 
always wanted to do this. I wanted to have a 
wild west fest closer to Nashville, but this came 
available and my son and I sold everything we 
had and we are putting everything on it.”

The park will feature such attractions as 

gun shows, dances and magic. Frensley is al-
ready planning to add other attractions such 
as movie theaters. 

•
The Lost Island Theme Park in Waterloo, 

Iowa, is coming together on 159 acres south 
of the Lost Island Waterpark, after more 
than a decade of dreaming and planning. It 
is expected to open sometime in 2022, ac-
cording to a news article that ran last month 
in Iowa's The Gazette news agency.

The news article stated that the attraction 
is the brainchild of Lost Island owners Gary 
and Becky Bertch, who, along with their son, 
Eric Bertch, the water park’s general manag-
er, have been planning the park since 2010.

Gary and Becky Bertch are putting at 
least $100 million into the project. The City of 
Waterloo is pitching in $14 million, planning 
to pay off those bonds with the increased 
property and hotel-motel taxes the theme 
park will bring. The city also is spending $10 
million for road improvements into the parks. 

Park designers have created five themed 
lands. Four of the lands are based on the ele-
ments of fire, water, earth and air. The fifth 
land will be called the Tamariki Kid’s Area, 
which will be an island-themed playground 
with rides for younger guests.

When it comes to picking the rides for 
each land, Bertch said he wanted to have a 
variety to appeal to every member of a family. 

The Lost Island Theme Park will be the third 
major amusement park in Iowa, joining Arnold's 
Park as well as Adventureland in Altoona, just 
east of Des Moines. The Lost Island Theme 
Park is expected to attract 250,000 to 350,000 
guests in the first year.

•
Construction of the world's largest Lego-

land resort has begun in Shenzhen, China, 
parent company Merlin Entertainments an-
nounced last month. 

Located on the Dapeng Peninsula on 
the eastern edge of Shenzhen, the Legoland 
Shenzhen Resort will be the first interna-
tional intellectual property-based theme park 
resort in the Guangdong-Hong Kong-Macao 
Greater Bay Area.

 The Greater Bay Area covers approxi-
mately 580,000-square-meters with exclusive 
operating rights held by Merlin Entertain-
ments, which currently oversees nine Lego-
land resorts worldwide. Hazens Holdings has 
signed on as its local partner.

The new park will feature attractions that 
guests have come to expect from the Lego-
land brand as well as new themed areas, rides 
and immersive shows specifically designed 
for the China market.

•
Cedar Point, Sandusky, Ohio, is following 

other Cedar Fair properties and will be transi-
tioning to cashless transactions beginning next 
spring, according to a company spokesperson.

Earlier this year, Worlds of Fun, Kansas City, 
Missouri, became the first Cedar Fair park to go 
cashless. After that, Valleyfair, Shakopee, Min-
nesota; Kings Island, Mason, Ohio; and Carow-
inds, Charlotte, North Carolina, followed. 

By next spring, all of Cedar Fair’s parks 
will go cashless. Guests who don't have credit 
or debit cards will be able to convert cash to 
prepaid debit cards at cash-to-card kiosks 
around the park.

The spokesperson said that so far guests 
have responded favorably to the change. 

AT: Pam Sherborne

psherborne@amusementtoday.com
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Kings Dominion and S&S Worldwide partner on new coaster

DOSWELL, Virginia — 
Things will look different for 
guests in 2022 as they return to 
Kings Dominion. The park’s 
Safari Village is getting a new 
makeover. Newly themed as 
Jungle X-Pedition, the reimagin-
ing of the area will bring renewed 
life to that area of the park. 

Tumbili is a compact 4D 
Free Spin Coaster from S&S 
Worldwide. Since introducing 
the dramatic concept in 2015, the 
company has found great success 
with its distinctive ride experi-
ence. On a 4D Free Spin Coaster, 
riders are cantilevered on both 
sides of the flat rails. Not only do 
their feet dangle over open air, 
but the massive carriages have 
seats that flip passengers head 
over heels. This is done with a 
combination of weight and mag-
netic fins that initiate the tumbles.

Although the coaster model 
has been a popular seller, this 
will be the first installation for 
a Cedar Fair park.

“Cedar Fair is such an impor-
tant park group in our indus-
try. They have parks all over 
North America, and they have 
an impeccable reputation,” said 
Josh Hays, director of marketing, 
S&S. “Every one of their parks is 
special and has a great history. 
For us to have a coaster with 
them is very flattering. We have 
been very successful with our 
towers and swings with them. 
We hope that we can continue 
to support Cedar Fair with rides 
that fit their needs and provide 
their guests with the excitement 
that Cedar Fair is known for.”

Two observations by savvy 

fans note Tumbili will have its 
own place in such rides. The first 
is aesthetics. In fitting into the 
Jungle X-Pedition area, the sup-
ports to the coaster structure have 
a bamboo-looking characteristic.

“We love what they are doing 
with the paint scheme,” Hays told 
Amusement Today. “All credit to 
Cedar Fair for being so creative 
and wanting to explore new 
ways to make rides look unique 
and interesting. To have our ride 
themed in such a unique way is 
an honor. To us, it’s an indication 
that they think the ride is special. 
I couldn’t agree more!” 

The other difference is that 
this version is a newer genera-
tion that is slightly more com-
pact than the first installations 
of such rides. The model was 
introduced this past summer at 
Adventureland in Iowa.

“We love the compact 
installation because it packs a 
really big punch into a small 
footprint. The capacity and 
footprint demands at Kings 
Dominion made the compact 
version the ideal fit for the 
park,” noted Hays. “We think 
our compact 4D Free Spin is 
an exceptional offering because 

of its price point, footprint and 
thrilling ride experience.” 

One of the marketable attri-
butes of all such rides is the two 
different sides and two direc-
tions of travel on each side. In 
all, a visitor could potentially 
have four different experienc-
es. Parks have the option to 
customize each side — or the 

whole ride — with the addition 
of more magnetic fins.

The coaster stands 112 feet 
tall and has a maximum speed of 
34 mph.

In addition to the new coast-
er, a new signature restaurant 
themed as a base camp will be 
a part of the area, as well as an 
immersive retail location.

AT: Tim Baldwin
tbaldwin@amusementtoday.com

The bamboo-looking paint scheme gives Tumbili (above) a 
signature look. The safari section of the park is being reimagined 
as Jungle X-Pedition (inset). COURTESY KINGS DOMINION

Father/daughter break own record during National Roller Coaster Day
LANCASTER, Pa. – Records are made to 

be broken, especially if they are your own. 
Last month, during National Roller Coaster Day, 
David, 48 and Sarah Anne Ho, 12, took 75 laps 
on Kingdom Coaster at Dutch Wonderland, best-
ing their previous mark by 25 additional circuits. 
After their nearly five-hour mini-marathon, the 
park celebrated the Ho’s achievement with a cer-
emony, framed certificate and a side panel from a 
car previously used on the 1992, 2,200-foot-long, 
Custom Coasters International ride. 

The annual quest started five years ago when 
Sarah, then 7, overheard another park guest say 
they rode the 55-foot-high, 40 mph family coaster 10 
times. That sparked the competitive spirit in Sarah, 
so each year they returned, chalking up more rides: 
20, 30, 40, and 50. Last year, due to COVID-19, the 
two had a virtual Kingdom Coaster Day in their base-
ment, complete with VR gear and a ride POV.

This year the Staten Island team was prepared 
with a right knee pad for the elder Ho to bet-
ter negotiate the turns and fruit snacks for both 
after every ten spins. Upon completion of 75 

rides, David’s first thought: “It’s good to stand up 
again. Rides 60 through 70 were rough.” Sarah 
answered, “We did something really amazing!” 

Sarah’s advice for others riding six dozen plus 
three times: “Be prepared for the drops and have 

ice cream at the end.”
If Sarah wants to better their record, the two 

will be back at the park each succeeding season.“It’s 
been our tradition for so many years,” said David. 

—B. Derek Shaw

During David and Sarah Anne Ho's first stab at riding as much as they could in one day, 20 rides 
were accomplished (above left). Upon completion of their 2021, 75-ride goal, the park presented 
a framed plaque to the Hos. Jeff Eisenberg, (far right) director of marketing, is pictured with the 
father/daughter tandem (above right). COURTESY DUTCH WONDERLAND

mailto:tbaldwin%40amusementtoday.com?subject=


October 2021   AMUSEMENT TODAY  23

http://embedcard.com


24  AMUSEMENT TODAY    October 2021

FAMILY ENTERTAINMENT
CENTRAL
AT: John W.C. Robinson
jrobinson@amusementtoday.com

Step into the lobby of Denver’s strang-
est new attraction and the adventure begins. 
Meow Wolf’s Convergence Station offers 
an interactive galactic experience like few 
others. It’s essentially a four-story art project 
mixed with immersive theme park designs 
and world-building.

Meow Wolf's third outpost opened its 
doors in Denver, Colorado, on September 
17. Over 300 artists contributed to Meow 
Wolf’s Denver outpost. 

Joanna Garner, Meow Wolf Denver’s 
senior story creative director, said the idea 
of telling a story — Denver’s past, its pos-
sible future — is what sets Meow Wolf apart 
from the host of other art museums or visual 
museums.

“There’s all these opportunities for peo-
ple to get deep into the world and the 
characters and uncover a deeper story and 
hopefully continue to engage in this exhibi-
tion and other exhibitions.”

• 
Thanks to the efforts of Captain Dave's 

Family Entertainment Center, Special 
Olympics athletes can keep on competing.

For the second year in a row, Captain 
Dave's — which includes the Roll Arena 
and the Wheel House Grill — stepped up 
to organize a golf outing fundraiser for 
Midland County Area 30 Special Olympics, 
and this year it raised $5,000. Area 30 has 
been unable to put together its traditional 
golf outing fundraiser either this year or last 
year due to COVID concerns.

Sara TerBurgh, Captain Dave's gen-
eral manager, said many of their customers 
helped with the fundraiser "out of the kind-
ness of their hearts."

Regardless of whether Area 30 is able to 
hold its own fundraiser next year, TerBurgh 
said Captain Dave's plans to put together 
one of its own for Special Olympics again.

• 
Saudi Arabia’s Sala Entertainment has 

opened a Bob’s Famous branch at the Al 
Ahsa Mall, Eastern Region of Saudi. 

The opening ceremony was held 
September 23 at the mall. It was the fifth 
Bob’s Famous in the company’s chain of the 
brand. The Al Ahsa Mall is one of the pres-
tige Arabian Centres locations. It is at Hofuf, 
a major city south of Dammam. 

Sala has opened a range of locations 
across Saudi Arabia in the past two years. It 
is the operator of the well-known Billy Beez 
FECs, as well as several other brands includ-
ing: Sala City, Sala Karting, Sala Laser Tag 
and Jumping Beez Trampoline Park. 

• 
A new Smaaash FEC has opened at the 

DLF Mall in the Indian city of Noida, a satel-
lite of Delhi.

The location has 60 games, virtual real-
ity and bowling to bring together elements 
of sports, gaming and music, as well as 
food and beverage in an interactive atmo-
sphere for families.

“Redefining sports entertainment and 
customer engagement with ground-break-

ing innovative ideas and novel dining con-
cepts, Smaaash has something for everyone 
and anyone of any age, making it a perfect 
destination for kids of all ages,” said owner 
Shripal Morakhia of the new location. 

•
Fantasy 360 Technologies Inc. (dba 

Immersive Tech) announced that it has 
signed a binding letter of intent dated 
September 17, 2021, in respect of the 
acquisition of all of the shares of Synthesis 
VR Inc., a leading location-based virtual 
reality content store and technology engine 
empowering approximately 300 out-of-
home entertainment locations worldwide. 

Synthesis VR serves more than the loca-
tion-based entertainment industry as the 
company also operates a broader sandbox 
platform serving the education and enter-
prise sectors as well.

As one of the largest and most active 
location-based VR communities globally, 
Synthesis VR has seen a large uptick in client 
operator growth and player engagement 
across its network. So far in 2021 alone, the 
Synthesis VR global community has already 
logged more than 10,000,000 minutes of 
game play with over 600,000 booking res-
ervations across its global network of 300+ 
operator centers and 130,000+ active users. 
This is a sharp rise in player engagement 
and bookings over 2019 & 2020, which con-
tinued to see strong growth even through a 
global pandemic. 

Fantasy 360 has rapidly moved to scale 
up its team and product offerings to answer 
the increasing demand and interest in multi-
player hyper-immersive VR experiences.

•
Discovery Cube has completed the 

sale of Balboa Fun Zone to Chartwell Real 
Estate Development, an investor head-
quartered in nearby Costa Mesa, California, 
whose owners are longtime residents of 
Newport Beach.

The Southern California children’s sci-
ence museum announced plans to sell the 
property in December 2020 due to financial 
challenges during the coronavirus crisis. A 
deal was reached in June with Chartwell, 
which plans to restore and continue to oper-
ate the entertainment destination and has 
since been completed.

The 34,200-square-foot property fea-
tures 212 feet of waterfront with the 
Edgewater Place boardwalk, includ-
ing the Balboa Ferris Wheel, a 25-boat 
marina with 775 linear feet of docking, 
Fun Zone amusement park rides and 
attractions,16,660-square-feet of mixed-
use improvements and subterranean park-
ing for 58 vehicles.

“There is tremendous potential to cre-
ate future value of this special property 
situated in one of the most prestigious areas 
of the world and that contains so many 
irreplaceable attributes,” said Lars Platt, a 
Cushman & Wakefield valuation and advi-
sory specialist, who represented Discovery 
Cube on the sale. 

U.K.'s Pleasureland Amusement 
adds Semnox cashless system

WHITBY, U.K. — 
Pleasureland Amusement 
recently completed one year of 
implementation of the Semnox 
Cashless System for arcades. 
Located in Whitby in the United 
Kingdom, near the beach along 
the east coast of Yorkshire, 
Pleasureland is a family destination featuring arcade games, indoor 
golf, bowling and an ice cream bar.

The facility was shutdown almost four months during the 
pandemic and reopened in early July 2020 with Semnox's brand 
new TapTap contactless card system in place. The system  provides 
increased safety for customers by making it easier to implement 
minimum contact guidelines.

Pleasureland Amusement has worked to ensure safety stan-
dards and the contactless system which have been set up make the 
experience both safe and secure for the guests. Semnox's Parafait 
Klassic kiosks have been deployed at the venue, allowing custom-
ers to buy new cards and reload them with ease. 

“We had looked at various cashless solutions available in the mar-
ket before we decided to go with Semnox and now that we are using 
the Parafait solution for over a year, I feel confident that we made the 
right choice at the right time,” said Mitch Tuby, owner of Pleasureland 
Amusement. “Semnox has many functionalities and modules which 
we intend to adopt and rollout to our clients in coming days.”

“U.K. FECs have been [slower] to adopt the cashless systems. 
Now with the COVID-19 pandemic, many FECs are rapidly mov-
ing forward to adopting the cashless solution,” said Vinayaka 
Kamath of Semnox Solutions.

•parafait.com
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Maryland State Fair endures weather, remnants of Hurricane Ida

TIMONIUM, Md.  — 
“’Prepare for the Fair’ was an 
appropriate theme for the 2021 
Maryland State Fair as modi-
fications were made to include 
COVID-19 safety measures, in 
addition to two days of extreme 
heat and a one-day closure due 
to remnants from Hurricane 
Ida. Despite the challenges, 
the 2021 Maryland State Fair 
attendance was strong,” said 
Edie Bernier, director of pub-
licity, Maryland State Fair & 
Agricultural Society, Inc.

“Despite several challenges, 
the 140th Maryland State Fair 
was a great success with 507,409 
fairgoers in attendance dur-
ing the 12 days,” said General 
Manager Andy Cashman.

Deggeller Attractions 
brought in 43 rides with 
Atlantis, the two-story funhouse 
(Gosetto) being the new ride (it 
was supposed to be new for 
2020, however, COVID delayed 
that debut). Also new to the 
site was a second Kolmax Tea 
Cups ride. One was on the main 
midway, while the other was 
in Kiddieland. Approximately 
50% of the rides were kiddie 
ones. There were no indepen-
dents supplementing the rides 
— all were in house.

The most popular rides 
included the Giant Wheel 
(Chance,) Hydra (KMG) and 
Atlantis Fun House (Gosetto.) 
The gross was higher than ever 
before with an all-time record 
set on Labor Day. There was no 
large roller coaster this year as 
it was playing the state fairs in 
Wisconsin and Minnesota. 

Cashman was pleased with 
their relationship with the carni-
val. “They’re a great company to 
work with. Deggeller does a great 
job for us — they are a nice show.”  

Cathy Deggeller, the co-
show owner commented on 
the Maryland State Fair, a spot 
they have played 51-years: “It’s 
incredible. They are wonder-
ful to work with. It seems they 

can’t help us enough. The level 
of cooperation is unbelievable.” 

Incidentally, Cathy and 
Don have been married the 
same amount of time, 51 years.

Special promotions includ-
ed ride-all-day wristbands on 
weekdays for $32 and $34 on 
Labor Day, September 6. In addi-
tion, Baltimore area Chick-Fil-A 
outlets offered a $5.00 off cou-
pon for the wristbands as an 
available download on the com-
pany’s Facebook page. The area 
Chick-Fil-A outlets also spon-
sored opening day. Fairgoers 
who donated five non-perish-
able food items gained free 
entrance that day. The result was 
4.5 million tons of food donated 
to the Maryland Food Bank. 

The Baltimore County 
Department of Health offered 
a COVID-19 mobile vaccination 
clinic daily in the Exhibition Hall. 
Deggeller is proud of the 98% vac-
cination rate their traveling crew 
has, with no incidents related to 
COVID. The company used vari-
ous incentives to encourage vac-
cinations including cash and play-
ing the grandma guilt card. “It’s 

been working,” said Deggeller.
What sets this fair apart was 

a question posed to Cashman. 
“We’re an eastern fair with lots 
of agricultural events. There is 
a strong 4H and FFA presence 
and we also have a horse race-
track,” she replied.

The media mix was the 
same as in 2019 with no increase, 
however, the fair moved away 
from print while maintain-
ing radio and TV with a big-
ger social media presence. 186 
Advertising, Timonium, created 
a unique 30-second TV spot for 
the fair, tying in with the 2021 
theme. It starts out with a close-
up of a mid-30s woman, her long 
hair blowing all around, with the 
sounds and screams of a carni-
val and a racetrack starting bell. 
The camera pulls out quickly 
to show that she is in a rest-
room, blow-drying her hair with 
the announcer saying, “Prepare 
for the Fair.” This is followed 
by three rapid-fire ride photos 
before the closing information. 

A promotion that generated 
traction in the media was a milk-
shake making contest engaging 

radio and TV on-air personalities. 
The Undeniably Dairy Celebrity 
Milkshake Contest was hosted 
by American Dairy Association 
North East, Maryland Farm 
Bureau Young Farmers and the 
Maryland State Fair, as the local 
celebs were charged with creat-
ing the best milkshake, using 
various flavorings. The event 
drew a sizeable crowd at the fair 
as well as repeated coverage on 
each media’s own air. 

The new smoked pork mac 

and cheese was a favorite in the 
Maryland foods pavilion, and 
deep-fried Oreo caramel creams 
were a special treat along the 
midway. “Being in Maryland, 
there are always crabs and 
crab cakes. Of course, anything 
deep-fried or on a stick is popu-
lar too,” said Cashman.

There were only two grand-
stand concerts this year. Jesse 
McCartney played on the second 
Friday, and Blue Öyster Cult 
performed the final Sunday. For 
ten of the days, two local bands 
alternated each evening on the 
free stage. On the final Sunday, 
there was a Latino Festival, with 
music on the stage.  

“I think that most fairgoers 
were excited to return to a sense 
of normalcy. It was encouraging to 
see families and individuals smile 
as they enjoyed the variety of fun 
and educational exhibits and activ-
ities provided by the Maryland 
State Fair,” said Cashman. “We’re 
glad we had a fair this year!” 

The 2022 dates are still to be 
determined.

•marylandstatefair.com

AT: B. Derek Shaw
bdshaw@amusementtoday.com

The Maryland State Fair offered seven afternoons of thoroughbred racing on the 5/8-mile oval track. In the background is 
some of the Deggeller midway including their Chance Giant Wheel. Above right is a view of part of the main ride midway 
with the new Atlantis Fun House in the foreground. Deggeller Attractions operated 43 rides during the fair. One of the 
spectaculars on the midway was Hydra (KMG), spinning and swinging the 24 riders 60 feet in the air (below). 
COURTESY JIM MCCUE; AT/B. DEREK SHAW

Guests enter the Main gate at the Maryland State Fair off York Road in Timonium (above left). Kiddieland is a separate area 
right off the main midway featuring a large selection of rides including the Americana carousel. AT/B. DEREK SHAW

http://marylandstatefair.com
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Despite two-day shorter timeframe, Great Allentown Fair pleases

ALLENTOWN, Pa. – 
Reboot to our roots was the 
theme of the trimmed down 
five-day Great Allentown Fair. 

“We lost two days, one 
was intentional, starting the 
fair on Wednesday instead of 
Tuesday, the other day was lost 
due to Tropical Storm Ida,” said 
Jessica Ciecwisz, marketing 
and entertainment manager. 
This was the first time in the 
fair’s 169 years that opening 
night was delayed. The short-
ened fair also lessened the 
attendance with only 256,000, 
down from 321,000 in 2019. 

“Four of the five remain-
ing days, the weather was good 
fair weather, low humidity with 
bright sunny skies. On Sunday, 
we battled some early afternoon 
rain showers, but it did clear 
up around 3 p.m. on Sunday 
afternoon,” said Ciecwisz. In 
talking with Corky Powers, 
owner, Powers Great American 
Midways near the end of the 
fair, he said, “So far (Thursday, 
Friday, Saturday) the numbers 
have been very good. Yesterday 
was one of our best Saturdays 
we’ve ever had here.”    

Since 2008, Powers has 
been the carnival provider. 
This year, the Corfu, New York, 
operation provided 40 rides: 25 
from themselves, with 15 from 
the Hellertown, Pennsylvania-
based Goodtime Amusements. 
Of the total, 20 were kiddie 
rides. Powers also provided 35 
games and 10 food stands. 

New rides in Allentown 
included the 90-foot Itsy Bitsy 
Spider Wheel (AMC), so named 
for the dramatic LED lighting 
package. Also, the 100-foot Sky 
Hawk (A.R.M. (USA) Inc.) 
made its first appearance on the 

Allentown fairgrounds. With 
horizontal (prone) seating, it is 
the only one of its kind in the 
country. Other popular rides 
included Starship/Gravitron 
(Wisdom Rides of America,) 
Rock Star (A.R.M.) and Freak 
Out F5 (KMG.) Ride gross was 
up 38.2% from the 2019 edition 
of the fair.

When asked about work-
ing with fair staff, Powers said, 
“I’ve always had a good rap-
port with them. Unfortunately, 
Ray Hoffman [CEO/Executive 
Chairman] had passed last year, 
but Beverly [Gruber, current 
CEO/Executive Chairman] I’ve 
known throughout the indus-
try for many, many years. She’s 
great to work with.” 

“It’s been a really phenom-
enal year,” said Powers, reflect-
ing on his season. “We were 
playing malls all spring long, 

with 15 to 17 rides [and] we 
did as well there as at some of 
our fairs.”      

Fair efforts were strong 
with COVID-19 protocol 
efforts. “The Great Allentown 
Fair worked closely with the 
City of Allentown Health 
Department [about] following 
current city guidelines in com-
bating COVID-19. Masks were 
recommended indoors and in 
crowded areas on the grounds. 
Additional hand sanitizer sta-
tions and new cleaning efforts 
were introduced at this year’s 
fair.  The Allentown Fair has 
always promoted hand washing 
and sanitizing stations across 
our property due to its livestock 
on property,” said Ciecwisz.

When asked what sets this 
fair apart from others, Ciecwisz 
said, “The fair’s 46-acre prop-
erty is situated in the middle 

of the city of Allentown, which 
makes the fair and fairgoers 
unique. The Great Allentown 
Fair is a mixture of both rural 
from its rural towns outside 
Allentown city limits and urban 
from its city of Allentown influ-
ence.”

Special gate promotions 
included half price day ($4.00 
vs. normal $8.00) or $2.00 and 
a canned food item donation 
for Second Harvest Food Bank 
of the Lehigh Valley. “Under 
the Wire” offered free admis-
sion from noon to 2 p.m. on 
Thursday, September 2 and 
Friday, September 3. There 
was also a military day when 
all active military and veter-
ans with ID got in free. On 
Labor Day, Monday, September 
6, American Bank sponsored 
Senior Citizen Day with free 
admission for all 65+ fairgoers. 

The marketing department, 
over the past several years, has 
been transitioning into more 
digital advertising.  

“However, we still believe 
in market advertising in the tra-
ditional sense with television, 
radio and print newspaper, 
many of whom are fair media 
partners,” said Ciecwisz.

The fair had 11 new food ven-
dors this year, with foods rang-
ing from made-to-order macaroni 
and cheese, deep fried dough 
balls, fried chicken and fish and 
chips along with an entire fire 
truck with ladder that was con-
verted to a food operation.  

Some of the grandstand 
entertainment lineup included 
Toby Keith with Matt Stell 
and Laine Hardy; Carrie 
Underwood with Dan Smalley; 
and AJR with lovelytheband 
and Daisy the Great.

The newly established 
Great Allentown Fair 
Foundation completed its 
first capital campaign. The 
foundation tackled the long-
time dream shared by staff 
members and shareholders of 
lighting the cupola atop the 
grandstand. It was officially 
lit on August 31, right before 
the fair opened.

The next edition takes place 
August 31 to September 5, 2022.

•allentownfair.com

AT: B. Derek Shaw
bdshaw@amusementtoday.com

At night, the new Itsy Bitsy Spider Wheel offers a colorful LED light display. It stands 100 
feet tall with 20 gondolas.  In the foreground is the Wave Swinger (above). Taking time out 
from the show, from l: Debbie Powers, 2021 OABA president; Bev Gruber, CEO/Executive 
Chairman of the Great Allentown Fair and Corky Powers, co-owner, Powers Great American 
Midways (inset). COURTESY MATTHEW BLUM; AT/B. DEREK SHAW

Above left is a billboard on the outside perimeter of the Great Allentown Fairgrounds owned by the Lehigh Valley Agricultural Society. New to the fair was 
the appearance of Sky Hawk, a 100-foot-tall portable tower skyride that accommodates 24 people at a time. It is the only one of its kind in the USA, with 
all horizontal (prone) seating (above middle). A total of 40 rides were brought to the inner-city fairgrounds, 25 by Powers Great American Midways and 15 
from Goodtime Amusements. On the right, in the center of the grandstand roof is the 20-foot by 20-foot cupola that was lit on August 31 for the first time 
in 167 years (above right). AT/B. DEREK SHAW

http://allentownfair.com
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MIDWAYSCENE
AT: B. Derek Shaw
bdshaw@amusementtoday.com

Patrick Eidman, CEO of the Nevada 
County Fairgrounds, Grass Valley, California, 
resigned September 10, to pursue a job 
opportunity out of state. 

“This was a very difficult decision. I am 
enormously proud of our fairgrounds team and 
all that we’ve accomplished during my time 
as CEO, from a record setting Fair in 2019 to 
adapting to the challenges brought on by the 
COVID-19 pandemic to repeatedly serving 
the community as an evacuation center during 
times of emergency, and most recently host-
ing a successful 2021 Nevada County Fair 
under enormously challenging circumstances,” 
Eidman said in a release statement.

He was with the organization for four 
years, first as deputy manager and then CEO. 
A search has been started to find a successor. 

The five-day 2021 fair took place in mid-
August. Butler Amusements handled the 
midway operations.

•
“An Affair After the Fair” were an extra 

three days added upon conclusion of the 
Maryland State Fair,  Thursday, September 9 
to Saturday, September 11. It was positioned 
to give back to the community by offer-
ing rides, games and food, from Deggeller 
Attractions. Previously that time slot was 
part of the York Fair (now State Fair) sched-
ule. Moving to a late July timeframe left the 
carnival provider with downtime before the 
State Fair of Virginia, Doswell. The still dates 
did not have any livestock or horse exhibits 
and none of the buildings were open.    

On Saturday, the last day was also a 4-H 
Dog Show in the Cow Palace and a “Classic 
& Muscle Cars” Under the Stars car show in 
the infield.  “Thursday, there was rain yielding 
a small crowd. We had a busy Friday night, 
and Saturday it was mobbed!” said Cathy 
Deggeller, co-owner of the carnival. They 
would have stayed through Sunday, however 
a massive RV show loading in for the follow-
ing week curtailed that idea.  

•
A new Showtown Entertainment Museum 

is slated to open in Blackpool, England, in April 
2023. Construction has begun on the museum, 
which will provide an insight into the entertain-
ment tradition of the Baltic Sea coastal town 
through 800 planned exhibits. Located on the 
ground floor of the Sands Venue Resort Hotel 
& Spa, it will be dedicated to the themes of 
seaside holidays, circus, illuminations, magic 
and dance in six different areas.

The attraction will be operated by the 
Cool Silk Property and Investment real 
estate company, which is also responsible for 
the 91-room hotel that opened in 2010. 

•
Free shuttle service ceased operation 

for the 11-day Tulsa State Fair held earlier 
this month. People had to pay to park on 
the fairgrounds which did not sit well with 
some. Expo Square Chief Operating Officer 
Amanda Blair told KOTV, News 6 that fewer 
people are riding the shuttle every year and 
said it no longer makes financial sense.

Blair said they cut the shuttle service down 
to just Thursday through Sunday from 2018 to 

2019 and dropped to two pick up spots instead 
of three. “A lot of Tulsans like to have their car 
on site and close to them,” Blair said.

Wade Shows brought in the carnival rides.
•

With the annual Covered Bridge & Arts 
Festival run by the Columbia-Montour County 
Visitors Bureau leaving Knoebels Amusement 
Resort, there were rides added at the new 
location on the Bloomsburg, Pennsylvania, fair-
grounds. Bartlebaugh Amusements brought 
in four kiddie rides and four games this first 
year at the new venue, all located around Gate 
2. There could be an increase in the future, 
depending on the outcome. The event had 
been held at Knoebels since 1982. This year's 
event took place October 7 – 10, 2021.

“Looking back at the Covered Bridge 
Festival’s long history, we would be remiss if we 
did not thank the Knoebel family,” remarked 
Otto Kurecian, executive director of the 
Columbia-Montour Visitors Bureau. “Their fore-
sight enabled the CMVB to literally keep our 
doors open. In the process, they nurtured a tiny 
festival and assisted us in creating one of the 
premier craft festivals in the United States. We 
will remain forever grateful for their efforts.”

Knoebels management also reflected on 
the long-time relationship. 

“The Covered Bridge Festival has been 
a wonderful partnership between the Visitors 
Bureau and Knoebels for nearly 40 years,” 
said Brian Knoebel, a fourth-generation co-
owner. “We are honored to have been a part 
of the festival’s growth and are excited to see 
what the future holds, with the Bloomsburg 
Fairgrounds being the perfect location to pro-
vide an opportunity for continued growth.”

The fall festival, which traditionally draws 
approximately 150,000 people, celebrated the 
two county’s 25 covered bridges in the four-day 
extravaganza. This year’s festival featured 325 
crafters and 32 food vendors. Pennsylvania was 
the first state to have covered bridges. All the 
builders lived here, hence the proliferation.

Bartlebaugh supplemented the 
Amusements of America midway with 12 rides 
at the Bloomsburg Fair, held a week prior. 

•
Last month, the California State Fair, 

Sacramento, announced the addition of their 
first-ever, state-sanctioned cannabis competi-
tion and awards. The competition joins others 
including wine, craft beer, olive oil and cheese. 

“We are pleased to celebrate California’s 
legal and licensed cannabis industry as part of 
the California State Fair in 2022,” said California 
Exposition & State Fair Board of Director Jess 
Durfee. “For the past 166 years, the California 
State Fair has always been a first mover, leading 
the state fair circuit with innovative programming 
and large-scale competitions that celebrate the 
best the state has to offer, making the addition 
of cannabis cultivation a natural new category.”

The competition is open to all licensed 
growers in California. Entrants will be clas-
sified into three categories by light source: 
indoor, mixed light and outdoor. 

The 2022 fair takes place July 10-26, 
2022, with Butler Amusements providing the 
ride midway.

On the Midway: 
Garbrick Amusements, Inc.

From atop the 16-seat Garbrick Manufacturing, Inc. folding 
wheel are two of the vintage rides seen on the Garbrick 
Amusements 10-ride midway during the Jefferson Carnival 
in Codorus, Pennsylvania, southwestern York County. On the 
left is a Frolic (King Amusement Company) and Swing Ride 
(Garbrick Manufacturing). This was the first ride the company 
manufactured in 1947, followed by a standard ground mount 
Ferris wheel in 1948. AT/B. DEREK SHAW

Shown is the one-of-a-kind Tumbler manufactured by another 
part of the Garbrick company, that is no longer producing 
rides. It is like the Looper at Knoebels Amusement Resort, 
designed by Norman Bartlett and manufactured by the Allan 
Herschell Company. Other cool vintage Garbrick equipment 
include: Merry Mixer, Flying Saucer, Astro Top, Spinner, 
Tanks and more. AT/B. DEREK SHAW

Seen here are third-generation owners Teri Statham and Tom 
Garbrick. Of the 13 rides manufactured by the Centre Hall, 
Pennsylvania, company, Garbrick owns 12. He is only missing 
the one-of-a-kind Tango that went to an amusement park 
and was later destroyed. The Tango was like the Merry Mixer 
with circular seats that swung. Garbrick hopes to have all the 
rides operating during a future stop on the same midway. 
The carnival benefitted the Jefferson Fire Department, 
Sportsman’s and Baseball Associations. AT/B. DEREK SHAW
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On the Midway: Benner/A.E.B. Amusements

For the 31st time, Benner Amusements handled the 
midway ride operations at the Elizabethtown Fair. This 
six-day, southcentral Pennsylvania fair started in 1973. 
There are seven fairs in Lancaster County, the most of any 
in Pennsylvania. Above, young riders are getting ready to 
enjoy the Kubota tractor ride around the perimeter of the 
fairgrounds. AT/B. DEREK SHAW

One of the more popular rides on the Elizabethtown 
Fair midway was the 1976 Venture Rides Cobra. A.E.B. 
Amusements brought in 10 rides, Huey’s Amusements 
brought four and Double M Amusements brought one 
attraction. AT/B. DEREK SHAW

Seen here are Aaron Brotzman, owner of A.E.B. 
Amusements, based in Easton, Pennsylvania, and Kenny 
Benner, Benner’s Amusements, Kissimmee, Florida, who 
handled the carnival midway arrangements. Brotzman said 
more rides would have been brought in, however Mother 
Nature had different plans. He described the week as 
“warm.” AT/B. DEREK SHAW

http://fairsandexpos.com
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WATER PARKS & RECREATION
 Epic Waters evolves Flowapalooza — page 36 / North America to receive its first SlideWheel — page 38

Amusement Today inter-
viewed Roland Mack, owner 
Europa-Park and Rulantica, 
and Michael Kreft von Byern, 
director of Rulantica, about the 
steps that were taken to reopen 
Europa-Park, the Rulantica 
water world and the new 
Svalgurok outdoor water park, 
in a post-pandemic world. 

AT: I understand the park 
asked for assistance from a 
local university to reopen the 
water park after having closed 
due to COVID-19. Please 
explain how that worked.

Roland Mack: We worked very 
closely with all responsible author-
ities as well as the University 
of Freiburg. Europa-Park was 
chosen to be a model project for 
opening a large leisure facility 
after the pandemic. In order to 
gain as much insight as possible, 
which could help other facilities 
to open as well, the university 
accompanied the opening from 
a scientific point of view. Their 
main role was to advise Europa-
Park on necessary and sensible 
safety measures that would help 
to limit the risk of infection. The 
measures range from social dis-
tancing and education of visitors 
pre-arrival to digital solutions 
such as our new virtual queueing 
system, VirtualLine, and online 
tickets only. 

We also opened very careful-
ly in terms of capacity with 10,000 
guests at Europa-Park per day 
in order to see if our track-and-
trace system, which is organized 
in close cooperation with the local 
Board of Health, could cope. The 
same approach was taken for the 
water world, where we started at 
approximately 50% of total capac-
ity. Once we were confident, we 
slowly increased the capacity fur-
ther. Until now, we are still oper-
ating well below our maximum 
capacity because the safety of 
our guests takes priority. 

AT: Did the University 
use scientific or mathematical 
modeling?

Mack: The university actu-
ally used both, scientific and 
mathematical modeling. 
Moreover, they also conducted 
research on site in order to get 
the maximum level of insight.

AT: Once the water park 

reopened, was the response 
good?

Mack: We were very pleased 
with the response straight from 
the reopening. Our team had 
worked incredibly hard to come 
up with a hygiene and safety pro-
tocol that made sure that we could 
provide the safest possible experi-
ence for our guests. I guess our 
reputation as a safety-conscious 
park helped; our loyal guests trust 
that we do a good job. 

When we first opened, we 
started with a capacity that was 
below the capacity recommend-
ed and allowed by the govern-
ment, because we wanted to 
make sure that our processes 
work. Once we were confident, 
we slowly increased the capac-
ity but are still operating at a 
sensible level that we can man-
age well. This does, of course, 
occasionally lead to some disap-
pointed guests who can’t buy 
tickets for a specific day that 
might already have sold out. 
But for us, this is the only work-
able approach. 

AT: Are current travel 
restrictions having an effect on 
attendance?

Mack: We did see a shift 
in the distribution of our visi-
tors. Where we had about 
20% of visitors from France 
and Switzerland respectively 
pre-COVID at Europa-Park, 
we started with much more 
German visitors. But that was 
to be expected, as international 
travel was more restricted than 

domestic travel. Over the last 
weeks, the balance has started 
to come back, and we see a 
steady increase in international 
guests, for Europa-Park as well 
as Rulantica. This is, of course, 
a very dynamic situation and 
with rules still changing every 
few weeks, it does have a direct 
effect on international atten-
dance. But overall, attendance 
is at a steady level, especially 
during the summer holidays. 
Days sell out quite fast, and at 
Europa-Park it is now manda-
tory for all visitors to pre-book 
their tickets for a specific date 
online, which makes it easier 
for us to manage. For Rulantica, 
we had an online ticket shop set 
up straight from the opening, 
which made it a lot easier for us 
to adjust to the new situation. 

AT: Are you having any 

issues finding enough staff for 
all the attractions?

Michael Kreft von Byern: It 
is in fact a big problem for us 
to find enough staff for some 
services that we would like to 
be able to offer again. The pan-
demic has caused a shift in the 
workforce, and people have 
moved away from hospitality to 
online retailers and other indus-
tries that weren’t as affected. It 
is a challenge, but we have a 
great package for our employ-
ees. We have invested heavily 
in staff facilities and housing on 
site and we believe that we will 
be able to find enough people 
again once the confidence in 
the tourism sector has returned. 
However, recruiting staff will be 
one of the biggest challenges for 
our industry in the future. 

AT: In regard to Svalgurok, 

were there any construction 
delays due to the pandemic?

Kreft von Byern: We pushed 
ahead with Svalgurok as 
planned. There were only minor 
delays due to social distancing 
measures and such, but overall, 
we managed to use the closing 
time to complete the project. This 
also meant that we could reopen 
with a great new attraction and 
an enhanced product that also 
has a larger capacity due to the 
big new outdoor area. It wasn’t 
without risk to keep investing 
during such an uncertain time, 
but the guest feedback shows 
that we were right to carry on. 

AT: What was the reason 
for adding such elaborate 
theming to Svalgurok?

Mack: Theming is an impor-
tant part of Europa-Park and 
it is no different at Rulantica.  

Europa-Park works with local university to reopen after pandemic
AT: Jeffrey Seifert
jseifert@amusementtoday.com

The Mack family celebrates the grand opening of Svalgurok (above). The Rulantica VIP Yacht (below) offers the ultimate 
privacy retreat upgrade. COURTESY RULANTICA/EUROPA-PARK
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Europa-Park thrills 
guests with themed 
outdoor Ridehouse

RUST, Germany — When Rulantica, Europa-Park’s 
themed indoor water world, opened to the public in 
November 2019, plans were already on the drawing boards 
for an outdoor water playground expansion. That expansion, 
Svalgurok, opened to the public during the 2021 season.

Anchoring the new area is a massive ProSlide RideHouse 
that is completely customized to integrate into Rulantica’s 
mythological, Scandinavian-inspired theming. Svalgurok is 
said to be the largest water playground in Germany. The 
attraction complex covers an area of 9,000 square meters 
(97,000 square feet) and offers more than a hundred inter-
active water play elements along with nine slides, including 
a two-lane ProRacer, three Twisters, and four KidzTwisters. 
In keeping with the theming, each is given a fictional Nordic 
name such as Slalomrok, Spiralrok and Vågorrok.

The Svalgurok attraction features the giant head of 
the sea-serpent Svalgur — an interactive robotic theming 
element that is engineered to move its head in multiple 
directions and spray up to 200 gallons of water per minute 
from four nozzles inside its mouth. The outdoor scene at 
Rulantica depicts an aquatic battle between Svalgur and a 
giant octopus — which is a themed ProSlide BodyBowl — 
with massive tentacles encircling the Ridehouse. A bridge, 
that appears to be made from whale bones, serves as a 
connector between sections. Other details include Viking 
shields, wooden planks and hand-painted slide details. 
The tipping bucket has the appearance of having been 
fabricated from fish bones.

“Guests can’t stop talking about Svalgurok,” said Europa-
Park’s owner, Roland Mack. “From the rides to the design to 
the theming and everything else, the RideHouse blows their 
expectations out of the water in every single way.”

The adjacent Snorri Strand is an area for the young-
est members of the family, with small-scale water play 
equipment and two mini slides. A huge sandcastle with 
Rulantica’s mascot, Snorri, towers over the kids area.

Other additions to the outdoor area include beach 
sofas, beach islands and the Rulantica VIP Yacht. The 
beach sofa daybeds promise a comfy stay in the outdoor 
area and serve as a personal retreat with an overhead 
sunshade. The beach island is a two-chair retreat with a 
small table and a folding cover that can offer partial shade 
or be brought down for cozy private retreat. For the ulti-
mate in luxury, guests can reserve the Rulantica VIP Yacht. 
This land-based yacht includes an owner’s cabin and an 
indoor salon, a private sundeck, a private outdoor shower, 
personal culinary service, WiFi, TV, minibar and a bottle 
of Crémant d’Alsace for that perfect summer’s day toast. 
Once reserved, guests have exclusive use of that reserved 
item throughout the entire day.

Svalgurok, Snorri Strand and the rest of the outdoor 
amenities are open from May through September, weather 
permitting. Rulantica is open daily year-round with the 
exception of December 24 and 25.

The Svalgurok slides feature mystical details and 
elaborate patterns. COURTESY RULANTICA/EUROPA-PARK

The theming of Rulantica is 
quite unique in the water park 
industry, with it being a Nordic, 
mystical theme rather than your 
typical palm trees and beach feel-
ing. But we feel we hit [the mark] 
with our guests and by choosing 
this theme, we also opened up a 
wide playing field for elaborate 
storytelling. We have created a 
novel series around Rulantica, 
audio plays, the adjacent hotel 
‘Krønasår’ is part of the story 
and you can even experience 
Rulantica in Virtual Reality in 
our new VR experience centre 
YULLBE, which is also right next 
to the water world. You can start 
your Rulantica experience at 
home by getting into the story, 
and you can take it back home 
after your visit, too. Naturally, 
when you commit to theming 
the way we do, Svalgurok could 
be no exception, and that’s why 
we made the most of the them-
ing opportunities. We also gave 
it the additional name ‘Nordic 
Outdoor World of Slides,’ and 
that really says it all. It is a fantas-
tic water paradise for the whole 
family. Surely, the highlight is 
the massive, movable head of 
Svalgur. It’s an eye catcher and a 
popular photo spot. 

AT: The waterslides come 
with unique and extensive color-
ing. How did that come about?

Kreft von Byern: We have our 
own inhouse creative depart-

ment, Mack NExT. These guys 
have worked on all recent 
Europa-Park projects, includ-
ing Arthur – In the Minimoys 
Kingdom with Luc Besson’s 
team, and they are absolute 
experts when it comes to bringing 
our attractions and themed areas 
to life. The whole theme and story 
world of Rulantica was devel-
oped in-house, and it was that 
team, together with many other 
creative minds such as PGAV for 
the master planning, of course 
Chip Cleary, our senior consul-
tant, who brings an invaluable 
range of experience to the table 
and Show Canada, who also sup-
ported us in our design process. It 
was a great team effort. 

AT: Do you think the 
guests appreciate the theming?

Mack: We have no doubt 
about that. Our guests appreci-
ate the love to detail that they 
can come again and again and 
still discover new details and 
tiny little elements that make a 
stay more special. That togeth-
er with our dedication to high 
quality experiences are key 
factors of Europa-Park’s long-
standing success and it is the 
same for Rulantica. Our guests 
expect a certain level of them-
ing from us, and I believe that 
anything less would have led 
to disappointed guests. Luckily, 
we have had overwhelmingly 
positive feedback so far, so it 

seems we met our guests’ expec-
tations. Our characters also play 
a very important role when we 
talk about theming. With Snorri 
we have created a fantastic new 
character, and he really is the star 
of Rulantica. This opens up even 
more possibilities, such as Snorri 
Snorkling VR for example, the 
first underwater VR theatre in the 
world. Our guests can embark on 
an underwater VR experience, 
complete with special effects that 
make you believe you are actu-
ally whizzing through the waters 
of Rulantica together with Snorri. 

AT: What is the planned 
season for the outdoor section?

Michael Kreft von Byern: We 
are planning to open Svalgurok 
and Snorri Strand from May to 
September, subject to weather. 
We get a lot of sun in southwest 
Germany, but it is not Spain, 
so we have to be realistic and 
don’t overpromise. Other parts 
such as our heated outdoor pool 
Frigg Tempel and the Vildstrøm 
wild river are open year-round. 

AT: Is there a phase three in 
the works or any other expan-
sion plans that you might be 
willing to discuss — or hint at?

Mack: We will continue to 
expand our outdoor area as well 
as the indoor area in the near 
future. Slides, play areas and 
other additions are planned to 
be built in the coming years.

At night Svalgurok appears 
even more mystical 

thanks to strategically 
placed LED lighting. 

COURTESY 
RULANTICA/EUROPA-PARK

Families enjoy their time together under the watchful eye of Svalgur (above left). A whale-
bone bridge serves as a connector between sections (above right).
COURTESY RULANTICA/EUROPA-PARK
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Epic Waters evolves Flowapalooza, Flow Rider tournament finale

GRAND PRAIRIE, Texas 
— After a cancelation in 2020, 
the national Flow Tour was 
back on, as announced in the 
spring of 2021. The competi-
tion involving the Flow Rider 
had locations in Idaho, Florida, 
Utah and North Carolina before 
reaching the national champi-
onships at Epic Waters Indoor 
Water Park in Texas.

“The tour is comprised of 
amateur and ‘pro’ competi-
tors,” said Jake Fasset, project 
manager for Flow Rider. “There 
are different divisions — flow-
board, standup, bodyboard … 
and different age groups. We 
have a certain amount of stops 
a year, and competitors travel 
in order to accumulate points to 
win the national competition.”

Once the tour reached 
the championship phase, Epic 
Waters management continued 
to evolve the competition into 
a weekend event that involved 
more than just the participants. 
The community came out to 
enjoy various activities, includ-
ing face painting, daily bands, 
circus performances, a sidewalk 
artist, food trucks and more. 

With so many facets to the 

event to bring in the community 
to the Epic Central location in 
Grand Prairie, Amusement Today 
asked Epic Waters what was in 
it for them.

“Long term, we are huge 
supporters of the Flow Tour 
itself,” said Randall Hudson, 
vice president of sales, 
American Resort Management, 
which operates Epic Waters. 
“We believe it is a sport that will 
grow in popularity. As the expe-
rience grows, if we can brand 
ourselves now as the home of 
the nationals, there is a huge 
benefit. It also lets us put the city 
of Grand Prairie on the map.”

The event took place August 

13 – 15. The indoor water park 
hosted a stop in 2019. In that 
instance, management decided 
to not simply be a stop in the 
tour, but to be a festival. That 
experience led to the national 
championship being hosted at 
Epic Waters in 2021.

“We are honored to have 
Flow Tour choose us for the 
nationals,” said Michael Hays, 
general manager, Epic Waters. 
“What better way to celebrate 
a three-day event than to make 
it into a huge festival. It’s enter-
tainment for the whole family.”

“The surf machine can be 
used independently from the 
rest of the park,” noted Richard 

Coleman, president, A.R.M. 
“It doesn’t really disrupt daily 
operations more than just Flow 
Riders, [many of which] are 
part of the competition anyway. 
It’s a minimal negative impact, 
and we bring in so much more 
to add to the normal day. Our 
reputation grew after the first 
time. We have people coming 
out [the next day] who hadn’t 
planned on being here.”

Epic Waters is part of a 
city-owned Parks & Recreation 
development.

“When the city built the 
park, they wanted a Flow Rider. 
They wanted to be a part of 
the Flow Tour,” Coleman told 

Amusement Today. “Michael 
and I and other executives 
got together and talked about 
keeping people here more than 
just one day. We have a great 
campus, and we are trying 
to grow into these multi-day 
program festivals. We created 
Flowapalooza to be a bigger 
‘whole’ rather than just a piece 
of the competition. We’re 
national [championship] this 
year. Our intention is to [host] 
World’s in November next year.”

“We had families here who 
didn’t even realize this was an 
actual sport,” said Hays. “It 
actually introduced the sport to 
new individuals. It’s exciting.”

AT: Tim Baldwin
tbaldwin@amusementtoday.com

The last stop of the 2021 Flow Tour anchored the Flowapalooza festival. A food truck (above right) was brought in to 
support the outdoor activities. AT/TIM BALDWIN

https://epic.surf
mailto:tbaldwin%40amusementtoday.com?subject=
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WISCONSIN DELLS, 
Wisc. — Following years of 
planning, an indoor water 
park expansion at Mt. 
Olympus Water & Theme 
Park Resort is expected to 
open next summer. The $23 
million expansion will add 
an additional 22,500 square 
feet of indoor water park 
space and will include the 
first rotating water slide in 
North America.

The Hercules Slidewheel, 
first announced at the 2019 
IAAPA Expo, was originally 
to be installed at Mt. Olympus 
in 2020. Nick Laskaris, 
owner and president of the 
park, was on hand at the 
expo to reveal the plans in 
person at a WhiteWater West 
press announcement.

WhiteWater West struck a 
licensing deal with Wiegand 
Waterrides at the 2018 IAAPA 
Euro show to become the 
exclusive manufacturer and 
distributor of the German 
water slide supplier’s award-
winning SlideWheel attrac-
tion. A second SlideWheel was 
to be installed at the mas-
sive Qetaifan Island North 
Waterpark in Doha, Qatar. 
However, a global pandemic 
altered plans across the entire 
planet, and both projects were 
put on hold.

Now, both SlideWheels 
may finally see the light of day 
in 2022. Construction is con-
tinuing at Qetaifan Island, and 
Mt. Olympus has announced 
that the renamed Medusa’s 
Slidewheel will be added to 
the indoor water park expan-
sion, becoming the premier 

attraction at the new Medusa’s 
Indoor Waterpark.

Outside of  North America, 
the only other rotating water-
slides are in Chimelong Water 
Park in Guangzhou, China; 
and Aquapark Reda in Reda, 
Poland.

Mt. Olympus announced 
the project on its Facebook 
page on August 6. 
Construction began in July 
and is scheduled to be com-
pleted by Memorial Day 2022. 
The expansion is attached to 
the existing 40,000-square-
foot indoor water park and 
will increase the total indoor, 
climate-controlled space to a 
little more than 60,000 square 
feet. The previous Bay of 
Dreams indoor water park 
is getting remodeled with 
updated theming and gen-
eral improvements, and the 

entire indoor portion will be 
known as Medusa’s Indoor 
Waterpark. The slides are get-
ting recoated and thematic 
elements will be changed from 
the previous Mayan theme 
to the new “Medusa” atmo-
sphere. The attractions will 
also be renamed to reflect the 
Greek mythology. CEO and 
owner Nick Laskaris said the 
new area will also include a 
large swimming pool. 

The renovation of the 
existing space was completed 
in time for Labor Day week-
end. It will remain open while 
the additional water park 
space and the SlideWheel are 
under construction. The land 
used for the expansion area 
previously held a small out-
door attraction and play struc-
ture called Huck’s Landing. 
That area was demolished 
to make room for the indoor 
water park buildout. The engi-
neering firm of Wisconsin-
based Ramaker & Associates 
is providing architectural and 
engineering services for the 
project. Ramaker has been 
involved with every aquatic 
feature installed at the park 
since 2005.

Mt. Olympus Water & 
Theme Park straddles the bor-
ders of two cities: Wisconsin 
Dells and Lake Delton. 
Trustees at Lake Delton had 
to approve a conditional use 
permit to allow a reduction 
in the required 20-foot front 
yard setback for the installa-
tion of a waterslide. One of 
the slide tubes will encroach 
in the setback by 10 feet of 
the right of way on Wisconsin 
Dells Parkway. Plan com-
mission member Tom Diehl, 
who also serves as a village 
board trustee, said he didn’t 
see a problem with allowing 
the setback request since it 
only pertains to the slide and 
not a building.

The SlideWheel is a unique 
perpetually rotating enclosed 
waterslide. According to 
Wiegand Waterrides, the ride 
was inspired by a six-year-old 
boy from Switzerland back in 
2012. He had a vision of a 
rotating waterslide. Wiegend 
patented that idea and devel-
oped a number of concepts 
before coming up with the 
final design. A marvel of con-
temporary engineering, the 
SlideWheel accommodates 

riders in a circular four-per-
son raft as it moves through 
the slide propelled by the 
rotation of the wheel and 
the propulsion of the water 
moving through the wheel. 
Guests will experience zero 
gravity, back-and-forth oscil-
lations and a loss of orienta-
tion as the raft moves through 
the various colorful sections 
of the slide, augmented with 
translucent stripes and pat-
terns. The ride can accommo-
date one raft every 30 seconds 
and the total ride length inside 
the wheel lasts approximately 
90 seconds. Mt. Olympus has 
added an exciting tail section 
to return rafts to the building 
after they exit the SlideWheel. 
Theoretical capacity of the 
ride is 480 per hour.

Nick Laskaris said this 
is the largest investment Mt. 
Olympus has made in its near-
ly five-decade history. The 
original SlideWheel which 
opened to the public in China 
in 2018, garnered the IAAPA 
Impact Award, Themed 
Entertainment Association 
Thea Award and the World 
Waterpark Association 
Leading Edge Award.

First North American SlideWheel is coming to the Wisconsin Dells
AT: Jeffrey Seifert
jseifert@amusementtoday.com

The massive Medusa’s Slidewheel will be the focal attraction of the new Medusa’s Indoor Water Park at Mt. Olympus Water 
& Theme Park Resort. COURTESY MT. OLYMPUS WATER & THEME PARK RESORT

This overhead view shows the first SlideWheel in the 
Chimelong Water Park at the Guangzhou Chimelong 
Tourist Resort in China. Located in Southeastern China, the 
subtropical climate allows that slide to operate year-round 
without an enclosure. COURTESY WHITEWATER WEST

mailto:jseifert%40amusementtoday.com?subject=
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Discover a true partner in aquatic safety.
Trusted by over 750 clients worldwide.
Visit jellis.com or call 800-742-8720

• Lifeguard & Instructor Training
• Aquatic Risk Management Consulting
• Third Party Facility Inspections
• Learn-to-Swim Program
• Litigation Support / Expert Witness

CUSTOM PROGRAMS TO SAVE TIME
& ENHANCE PERFORMANCE:

Join the Industry Leader in
Aquatic Safety, Training & Innovation.

World Leader in Aquatic Safety Since 1983
ELLIS & ASSOCIATES

FRANK PEREZ
General Manager

NRH20 Family Water Park

“A family that goes above and 
beyond to make sure clients are 
taken care of and have the tools 

required to stay safe, be 
successful, and always on the edge 

of aquatic safety.”

Construction has started on a new swimming pool in 
Bertrand, Nebraska. The new Bertrand Swimming Pool, 
which replaces an outdated pool built in 1964, will feature a 
zero-depth entry, toddler play area with a slide, water fea-
tures, a water maze wall, a water walkway with lily pads, four 
lap lanes and a diving board.

The previous pool closed two years ago after the pool 
deck had shifted and the east wall started falling apart. Pri-
or to its closure, the Bertrand Area Community Founda-
tion conducted community visioning sessions beginning in 
March 2017, and among the top four community priorities 
was replacing the existing pool. 

A $2.5 million bond issue was passed in May 2020. The 
old pool was demolished in May, and construction is cur-
rently on schedule for a May 2022 completion.

•
After nearly 17 years in the making, the Long Bridge 

Park aquatics center in Arlington, Virginia, has finally 
opened to the public. The 92,000-square-foot facility held a 
soft opening on August 23, and a formal grand opening was 
set for late September.

The odyssey began in 2004 when Arlington voters ap-
proved a park bond that was to provide enough funding to 
cover the entire cost of the Long Bridge Park project which 
included not only the aquatics center, but sports fields, an 
esplanade, and more.

It took six years of planning before ground was finally 
broken on the overall complex — which did not specifically 
include the aquatics center. The vision for the park however 
continued to expand, and by 2012 county leaders had to 
seek additional funding to build the aquatics center.

Government leader mismanagement and cost overruns 
continued to plague the project, and it wasn’t until 2018 that 
a ground-breaking ceremony for the aquatics center was fi-
nally held. Construction delays continued and were aggra-
vated in 2020 by the global pandemic.

Now that the facility is finally complete, county citi-
zens can enjoy Arlington County’s only 50-meter pool with 
one, three and five-meter high diving towers and specta-
tor seating overlooking the pool. The facility will be used 
for competitive swimming and diving events and recre-
ational lap swimming and aquatics classes. The pool can 
be configured for either 25-yard laps or 50-meter ones, 
using moveable starting platforms. The facility also in-
cludes a family pool with a splash pad, a waterslide, four 
25-yard lap lanes, a lazy river and a spa. That pool is kept 
at 83-84 degrees for tots, seniors, and those doing thera-
peutic water activities.

•
 A new recreation center in New Ulm, Minnesota, was 

getting ready to make its debut in the coming weeks. 
More than $11.5 million went into the construction and 
renovation of the existing building. Changes include an ex-
panded fitness center, a new pool area, a new gymnastics 
gym and more. The previous pool was filled with sand and 
concrete and now houses the new gymnastics center. A 
brand-new aquatics facility was added to the south side of 
the building. The fitness center, group fitness rooms and 
the racquet ball courts are complete and have already soft-
opened to the public. 

Water has been added to the aquatics center and the 
circulation pumps have been tested. The new aquatic center 
will feature a lap pool, zero-depth entry section for toddlers, 
two flume slides and a NinjaCross course — one of only two 
in the U.S. The NinjaCross course consists of an overhead 
track system, from which various obstacles are hung. There 
will be two different courses, one easy, the other difficult. 
The entire system can be lifted to the ceiling when those 
lanes are needed for lap swimming or competition.

The deep end of the pool will feature a zip line and 
a climbing wall. 

NEWSSPLASH
AT: Jeffrey L. Seifert
jseifert@amusementtoday.com

http://jellis.com
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ISTANBUL, Turkey — As 
a result of the global pandem-
ic, many large-scale water 
park projects were put on 
hold in 2020 and 2021. One 
sector that wasn’t affected as 
drastically was the outdoor 
hospitality market, particu-
larly in Europe.

The outdoor hospitality 
sector, which includes camp-
grounds and caravan/RV 
parks, has become extremely 
popular with families want-
ing to enjoy a getaway with-
out having to commit a sig-
nificant expenditure like they 
would at a hotel resort.

Camping has been pop-
ular in North America for 
many years, but the European 
region has a number of holi-
day camps that have seen 
a steady uptick in custom-
ers. This can be attributed to 
the increase in frequency and 
length of holidays by a young 
population in the caravan 
camping sector coupled with 
a growing trend of mobile 
homes. These young guests 
prefer not having to rely on 
hotels or motels and instead 
prefer to camp. Campgrounds 
have really upped the game 
in recent years with the addi-
tion of amenities and com-
forts such as beds, electricity, 
clean bathhouses with run-
ning water and flush toilets, 
and the addition of glam-
ping — a portmanteau of 
"glamorous" and "camping" 
— typically a tent-like shel-
ter already set up and fully 
furnished — some even with 
air-conditioning.

Many of these parks have 
been increasing the recre-

ational offerings. The aquatic 
amenities offered can range 
from simple spray parks to 
interactive water-play struc-
tures to state-of-the art water-
slides and elaborate water 
parks. The water park indus-
try can do well by partnering 
with the caravan and camp-
ing industry. The industry 
is large and dynamic, and 
the number of people spend-
ing their vacations and holi-
days at caravan and camp-
ing parks is growing steadily. 
Even more important for 
the waterpark industry, the 
primary user group of these 
camps is families — with 

the adults aged 30-54 years. 
Families make up 50 percent 
of the caravan and camping 
market share.

Polin Waterparks has 
found success in providing 
aquatic amenities to many 
of these camping and holi-
day parks that wish to entice 
more families and encour-
age guests to spend more 
time at the facility. Keeping 
guests at the location allows 
them to take advantage of 
other on-property services 
such as retail and dining. 
During the COVID-19 out-
break in 2020, Polin com-
pleted more than 30 camp-

ing projects. The following 
are a few of the highlights.

Camping Le Château 
in Saint-Hilaire-de-Riez, 
France, is considered a five-
star family camping resort 
with multiple pools, a spray 
park and several small 
waterslides. Included in the 
waterslide lineup are two 
of Polin’s signature slides: 
a double Spheres slide and 
Spacehole.

Domain du Clarys is 
another camping resort 
located in the Saint-Hilaire-
de-Riez region of France. 
Although the resort is located 
just 400 meters (1,300 feet) 

from the beach, it also sports 
a whimsical Greek-themed 
water park with dragons, 
hydras, snakes, Greek pot-
tery, goddesses, mermaids, 
clams, waterfalls, a lazy 
river, Greek columns, water 
jets, Jacuzzis, a spa, a boat, 
a Greek galley, rocks, tow-
ers, fortresses and tunnels. Its 
newest attraction, SpaceBoa, 
a Polin Spacehole slide with 
a 30-foot drop is perfect for 
thrill seekers.

Camping de la Sablière 
is a naturist resort in the 
south of France, popular 

Polin Waterparks supplying camping, caravan parks with attractions
AT: Jeffrey Seifert
jseifert@amusementtoday.com

Among the slides at Camping Chateau Vieux, Saint Hilaire de Riez are a double Spheres slide and Spacehole. 
COURTESY POLIN WATERPARKS

The main attraction at Domaine du Clarys is SpaceBoa, a body bowl that takes advantage of Polin’s unique colorations and textures. As the name implies, 
SpaceBoa is themed to resemble a giant snake. COURTESY POLIN WATERPARKS

4See POLIN, page 43
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with families of all ages. 
Located on the picturesque 
Cèze river, the resort became 
known for its scenic swim-
ming and cliff jumping into 
the river. But the retreat also 
caters to clientele who prefer 
a less wild experience, so the 
holiday campground offers 
an aquatic facility with both 
indoor and outdoor pools. 
In 2021 the resort added 
waterslides. Guests can now 
enjoy two Aquatubes and a 
Spacehole+Tunnel body slide 
from Polin. As an added 
bonus — for some — all 
of these attractions can be 
enjoyed in the nude!

Yelloh! Village Sylvamar, 
in the southwest corner of 
France has a beautiful 62-acre 
campground set in a pine 
forest. It features a themed 
aquatic area with a distinctly 
“volcanic” ambiance: heated 
swimming pools, whirlpools, 

waterslides, lava river, large 
lagoon with turquoise water 
and sublime poolside and 
solarium terraces. The camp-
ground added to its existing 
water park two Polin slides: 
an Aquatube+Body Slide 
combination and a body 
river. The Aquatube features 
clear sections utilizing Polin’s 
glassy technology.

In North America, 

Camping Atlantide, located 
in Quebec, Canada, just north 
of Montreal, has had a mas-
sive water park for years. 
The park was expanded in 
2021 with the addition of sev-
eral Polin high-profile slides 
including a Micro Tsunami + 
Black Hole combination, Body 
Slide + Kamikaze Freefall 
combination and a Windigo + 
Multislide combination

Whether attached to 
massive themed lodges and 
huge multi-room hotels or to 
campground resorts, aquatic 
parks have become the go-to 
attraction for families all over 
the globe looking to enjoy 
accommodations of varying 
styles that feature on-site 
recreation. As long as the 
demand keeps growing, com-
panies like Polin Waterparks 

will keep fulfilling supplies. 
Although many of Polin’s 
installations are at large desti-
nation water parks, the com-
pany has also had success in 
smaller, regional facilities and 
aquatic centers. Polin’s addi-
tions help make the aquatic 
centers, camping parks and 
holiday parks more enticing 
to families.

•polin.com.tr

The newest slides at Yelloh! Village Sylvamar (above left) include a clear glassy section (above right). 
COURTESY POLIN WATERPARKS

POLIN
Continued from page 42
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WWA members ready to learn, connect and build at annual show

SAN ANTONIO, Texas 
 — Pre-registration numbers 
at the beginning of September 
for the World Waterpark As-
sociation Annual Symposium 
and Trade Show were in line 
with initial expectations as the 
association was preparing to 
welcome attendees to its in-
person show experience. 

The WWA's 41st show is set 
for Oct. 19-22 at the Grand Hy-
att San Antonio and the Henry 
B. Gonzalez Convention Cen-
ter, San Antonio, Texas.

"We continue to see strong 
sales for our exhibit hall floor, 
with almost 200 companies 
signed-up to exhibit in San 
Antonio," said WWA President 
Rick Root. "The current surge 
of the Delta variant means all of 
our members and suppliers are 
facing an ever-shifting land-
scape, but we are hearing lots 
of positive feedback and excite-
ment about the WWA Show."  

Because the COVID-19 
pandemic is ongoing and travel 
restrictions still exist, the WWA 
seminar planners anticipate 

that some attendees who would 
normally come to the WWA 
Show from countries outside 
the U.S. will have to wait until 
2022 to return to the show.

Aleatha Ezra, director of 
park member development, 
said providing attendees with 
a safe, comfortable, enriching 

show experience is the num-
ber one priority for this year's 
annual WWA Show. 

"Over the past few 
months, we’ve communicated 
with our partners at the Henry 
B. Gonzalez Convention Cen-
ter and other host venues to 
determine what safety mea-
sures should be in place for 
this year’s show," Ezra said. 
"Also, we have monitored rec-
ommendations made by the 
U.S. Centers For Disease Con-
trol and Prevention for meet-
ings and events like ours."

In addition, the WWA has 
benchmarked more than a 
dozen other shows, including 
several which service similar 
industries, to see what they 
were doing to address safety 
protocols during their in-per-
son show experience.

"We expect that our safety 
protocols will be similar to 
ones that our park members 
employed in their facilities 
throughout the 2021 season," 

Ezra said. "Those include so-
cial distancing where it makes 
sense, mask wearing while 
indoors and, when social dis-
tancing is not possible, encour-
aging the use of good hygiene 
and health practices including 
hand washing and not travel-
ing when you are sick."

It seems industry mem-
bers are looking forward to the 
in-person show. 

Root said the WWA is ex-
cited about everything that’s 
happening at the WWA Show 
in San Antonio. 

First, he said, it’s amazing 
to be bringing the water park 
industry back together in a 
state with so many water parks.

"Texas is a marketplace 
that is booming with new wa-
ter parks, resorts and spray 
parks coming online, both in 
the public and private sec-
tors," Root said. "We’re tak-
ing advantage of the fact that 
so many inspiring water park 
professionals will be in one 

place at a time by hosting a 
special Texas Operators’ Meet-
Up during our Welcome Re-
ception taking place on the 
trade show floor on Oct. 20th." 

Second, Root said he feels 
this year's educational pro-
gram is incredible, one that 
will inspire and allow attend-
ees to soak up the best new 
ideas available in operations, 
safety, hiring and recruitment, 
marketing, maintenance and 
revenue generation. 

Session highlights in-
clude:  Boot Scoot ‘N Boo-
gie – Operational Safety Step 
By Step, Creating A Lasting 
Impression: Elevating Guest 
Experience Through Design, 
Recruitment: The Ups And 
Downs Of The Comeback Sea-
son, Valuable Marketing Shifts 
In A Digital Age, The New 
Normal Employee Experi-
ence: 5 Essentials For Creating 
A Happy & Healthy Team, just 

AT: Pam Sherborne
psherborne@amusementtoday.com

Water park attraction suppliers such as Aquatic Development Group (above left) and WhiteWater West (above right) are 
eager to return to the in-person expo format offered by the 2021 World Waterpark Association Annual Symposium and Trade 
Show. AT/JOHN W.C. ROBINSON

Unique offerings such as the sensory engaging line of aquatic 
attractions offered by Rain Drop Products lend themselves to 
being showcased well for potential buyers along the WWA 
exhibit floor. AT/JOHN W.C. ROBINSON 4See WWA, page 46
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to name a few. 
Third, Root feels another 

extra plus at the seminar will 
be the Keynote Session being 
hosted by keynote speaker 
Mark Rucker, a 30-plus year 
industry veteran who will 
share his Stories In Leader-
ship. Rucker has spent de-
cades leading some of the 
world’s top leisure brands, 
including Walt Disney Parks 
and Resorts and Great Wolf 
Resorts, so his stories will be 
memorable and impactful.

This year will see the the 

return of a popular all-day 
workshop that was last of-
fered in 2018. The Executive 
& Senior Officials All Haz-
ards Preparedness Workshop, 
presented by the Texas A&M 
Engineering Extension Ser-
vice, will emphasize planning, 
operational coordination and 
public information and warn-
ing, while integrating exten-
sive group discussion and a 
table-top exercise utilizing a 
scenario developed specifi-
cally for water park facilities.

"As more water parks are 
seeing guest-related incidents 
increase, we believe that a 
course like this, offered at no 

charge to registered park at-
tendees, is a great tool to help 
teams plan for, prevent and de-
escalate situations that threat-
en the safety of their employ-
ees and their guests," Ezra said. 

Even though the expo of-
ficially begins on Tuesday, Oct. 
19, there are several all day 
certification courses that start 
on Sunday, Oct.17 and Mon-
day, Oct. 18.

On Sunday is the first day 
of two days of the Aquatic Fa-
cility Operator Certification 
Course. The second day of 
that course is Monday.

Also on Sunday is the first 
day of two days of Certified Pool 

Operator Certification Course. It 
wraps up on Monday.

Ellis & Associates Life-
guard Instructor Course lasts 
for three days beginning Sun-
day and continuing on Mon-
day and Tuesday. 

Monday is the first day of 
the two-day StarGuard ELITE 
Lifeguard Instructor Devel-
opment Course. It concludes 
on Tuesday.

Other activities on Tues-
day, Oct. 19, are the all-day 
WWA University topics. There 
are three this year — Water 
Park Design, Development 
and Expansion Workshop, 
the Water Park Maintenance 

School and Ready, Set, Go! A 
Guide to Getting Started. 

Breakout educational ses-
sions take place on Wednesday, 
Oct. 20, through Friday, Oct. 22. 

The General Session is 
set for 11:30 a.m.-12:30 p.m., 
Wednesday, Oct. 20. The Key-
note Session is set for 10-11 
a.m., Thursday, Oct. 21.

The Trade Show will be 
held 12:30-6:30 p.m.,  Wednes-
day, Oct. 20, and 11 a.m.-3:30 
p.m., Thursday, Oct. 21.

Beyond the new and tra-
ditional offerings in the edu-
cational program, the WWA is 

The rise of contactless payment options in the industry has been beneficial for suppliers such as Semnox (above left). Slide rafts and water park innertubes 
from Zebec Water Sports fill their exhibit at the 2019 WWA Show (above middle). Midway treats such as Dippin Dots are perennial favorites along industry 
trade show floors (above right). AT/JOHN W.C. ROBINSON

4See WWA, page 47

WWA
Continued from page 45
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always focused on providing 
new ways for attendees to con-
nect and interact with each oth-
er during networking events 
held during the WWA Show.

New for this year is a 
move of the  Annual Golf 
Tournament to an afternoon 
kick-off. It is set for 1-6 p.m., 
Tuesday, Oct. 19.

"Then, for the Annual 
Reunion Party, we’re taking 
attendees to Six Flags Fiesta 
Texas for advanced network-
ing time in a water park/
theme park that offers beauti-
ful outdoor spaces and plenty 
of innovative rides to see in 
person," Ezra said.

That event is set for 7:30-
10:30 p.m., Wednesday, Oct. 20.

In addition, there has  
been time allotted in the show 
schedule to allow attendees to 
get out and explore on the fa-
mous San Antonio River Walk 
7-10 p.m.,  Thursday, Oct. 21. 

Attendees can use the 
River Walk’s “Show Us Your 
Badge” program to take ad-
vantage of special offers at res-
taurants, clubs, historic sites 
and more during their time at 
the WWA show.

Root expects that recruit-
ment, hiring, training, ev-
erything related to human 
resources (HR), will be a hot 
topic at the WWA Show this 
year. Throughout the 2021 
season, anyone who operated 
a business open to the public 
had to adapt to the changing 
HR landscape. 

"Fortunately, ours is an in-
dustry that understands how 
to pivot," Root said. "Plus, 
we’re an industry that likes to 
share our lessons learned and 
help each other find success us-

ing new and better strategies."
Ezra said there has been an 

amazing number of new attrac-
tions opening in the past year, 
which she feels is a testament to 
how hard the water park indus-
try works to continue growing 
and breaking new ground. 

"We’re celebrating nine 
innovative projects this year 
with a Leading Edge Award 
from the WWA’s Board of Di-
rectors, which is a record num-
ber for us," she said. 

Along with the opening 
of new attractions, there were 

other positives reported for 
this season.

If “unprecedented times” 
was the phrase of 2020, then 
“pent-up demand” was what 
was heard repeated most often 
during the 2021 season. 

"As restrictions were 
lifted, vaccinations rolled 
out and parks reopened, we 
started to hear our members 
tell us about how busy they 
were," Root said. "It became 
clear pretty quickly that there 
was a considerable amount of 
pent-up demand from families 

who were looking for fun and 
memorable entertainment to 
enjoy safely together." 

Not only did people re-
turn to the parks, but they 
were willing to spend more 
to upgrade their experience, 
including cabana rentals, food 
and beverage packages and 
souvenirs. 

"In fact, the combined 
surge in attendance and rev-
enue led some parks to record 
their best season in more than 
a decade," Root said. 

•waterparks.org

More than 1800 people attended the 2019 WWA Show, including Water Odyssey (above left). Exhibitors from across the 
industry — including WhiteWater West (above right) — are celebrating the opportunity to speak with clients and customers 
once again in person at the Trade Show and Symposium. AT/JOHN W.C. ROBINSON, PAM SHERBORNE

WWA
Continued from page 46
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Region 
(U.S)

As of
9/20/21

Change from 
1 year ago

East Coast $3.352 $0.866 

Midwest $3.290 $1.008 

Gulf Coast $3.119 $0.962 

Mountain $3.629 $1.281 

West Coast $3.663 $1.106 

California $4.329 $1.072 

On 9/23/21 $1 USD =
0.8530 EURO

0.7328 GBP (British Pound)

109.56 JPY (Japanese Yen) 

0.9237 CHF (Swiss Franc)

1.3794 AUD (Australian Dollar)

1.2777 CAD (Canadian Dollar) 

 BUSINESS WATCH

Cedar Fair reports its second quarter
SANDUSKY, Ohio — On August 4, 2021, Cedar Fair 

Entertainment Company announced results for its second quarter 
ended June 27, 2021.

“Our team did an excellent job of managing through early-season 
headwinds, allowing us to return most park operations to full capacity 
without the need for guests to make reservations,” said Cedar Fair 
President and CEO Richard A. Zimmerman.  “We also took decisive 
actions to mitigate the effects of labor shortages, attracting thousands 
of seasonal associates to bridge the gap in our workforce and allowing 
us to resume more normal operating schedules at most of our parks.” 

For the second quarter ending June 27, 2021, net revenues 
totaled $224 million versus $7 million for the second quarter of 2020. 
The increase in net revenues was attributable to a 354-operating-day 
increase in the period, resulting in a 3.4 million-visit increase in atten-
dance. Meanwhile, in-park per capita spending in the quarter totaled 
$55.94, representing high levels of guest spending across all key rev-
enue categories, and out-of-park revenues increased $35 million due 
to the earlier opening of the parks, as well as the revenue contribu-
tion of the Knott’s Berry Farm culinary festival in the current period. 

“As park restrictions have been relaxed and capacity expand-
ed, attendance is now approaching 2019 levels, particularly on our 
busiest days. Our ability to drive historical levels of attendance 
across our parks so quickly following a generational business 
disruption, while effectively adjusting our operations to meet 
changing consumer preferences, reconfirms our confidence in the 
overall strength and integrity of our business model.” 

Zimmerman added, “We are seeing strong consumer confi-
dence across our markets, creating a tailwind in terms of guest 
purchasing power and enabling us to build momentum as we 
approach our busiest period of the year. Guest spending started 
off strong this year and has continued to increase in recent weeks, 
similar to the trends we saw at parks that reopened during 2020.”

Universal Theme Parks show increase
PHILADELPHIA — Comcast Corporation, which operates 

Universal Theme Parks, reported results for the second quarter 
which ended June 30, 2021.

“At NBCUniversal, adjusted EBITDA increased an impressive 
13%, fueled by the recovery at Theme Parks, particularly at Universal 
Orlando,” said Brian L. Roberts, chairman and CEO of Comcast 
Corporation.

Universal Theme Parks revenue increased $958 million to $1.1 
billion in the second quarter of 2021, reflecting improved operat-
ing conditions compared to the prior year period, when each of our 
theme parks were closed for either the majority or entirety of the 
period as a result of COVID-19. Theme parks adjusted EBITDA was 
$221 million in the second quarter of 2021, which included pre-
opening costs related to Universal Beijing Resort, compared to a 
$393 million adjusted EBITDA loss in the prior year period.

For the six months ending June 30, 2021, revenue from the 
theme parks segment increased 61.5% to $1.7 billion compared to 
2020, reflecting improved operating conditions compared to 2020, 
when each of the theme parks were either closed or operating at lim-
ited capacity. Theme parks adjusted EBITDA was $159 million, which 
included pre-opening costs related to Universal Beijing Resort.

Dolly Parton's businesses aid flood relief
PIGEON FORGE, Tenn. — Due to the recent flooding that has 

devastated much of Middle Tennessee, Dolly Parton and her Smoky 
Mountain businesses — which include Dollywood, Dolly Parton's 
Stampede and Hatfield & McCoy Dinner Show — are reaching out 
to help, seeking to return the favor the area received after the 2016 
wildfires. Parton was moved to help after seeing the damage caused 
in Humphreys County, the home of her good friend, country music 
legend Loretta Lynn. Lynn was quick to offer her support to the 
Smokies in 2016, so Parton was inspired to reciprocate the gesture.

“After the Sevier County wildfires in 2016, Loretta was one of the 
first who reached out to offer anything she could,” Parton said. “This 
was just one small way I could help Loretta’s people for all they did 
to help my people.”

Parton's businesses will each donate a portion of ticket sales 
from Oct. 2-3, 2021, to benefit the United Way of Humphreys 
County, the charity selected by Lynn.

COMPANY SYMBOL MARKET PRICE 
09/22/21

HIGH 
52-Week

LOW 
52-Week

 The Blackstone Group  BX NYSE 125.82 136.88 49.26

Cedar Fair, L.P. FUN NYSE 44.51 52.50 24.48

 Comcast Corp./NBCUniversal 
Media   

CMCSA NASDAQ 56.02 61.80 40.96

The Walt Disney Company DIS NYSE 173.65 203.02 117.23

Dubai Parks & Resorts DXBE:UH DFM 0.08 0.14 0.07

EPR Properties EPR NYSE 50.25 56.07 20.62

Fuji Kyoko Co., Ltd. JP:9010 TYO 4535.00 6500.00 3810.00

Haichang Holdings Ltd. HK:2255 SEHK 1.78 1.85 0.38

Leofoo Development Co. TW:2705 TSEC 17.75 23.05 14.50

MGM Resorts International MGM NYSE 43.02 45.34 19.55

Royal Carribean Cruises, Ltd. RCL NYSE 85.33 99.24 51.33

Sansei Technologies, Inc. JP:6357 TYO 855.00 922.00 566.00

SeaWorld Entertainment, Inc. SEAS NYSE 55.52 58.26 18.39

Six Flags Entertainment Co. SIX NYSE 43.01 51.75 19.02

Tivoli A/S DK:TIV CSE 816.00 944.00 632.00

STOCK PRICES ABOVE ARE GENERALLY QUOTED IN THE FOREIGN CURRENCY IN WHICH THE COMPANY IS LOCATED

Worldwide Markets: ASX, Australian Securities Exchange; CSE, Copenhagen Stock Exchange; LSE, London Stock Exchange; NYSE, 
New York Stock Exchange; NASDAQ, National Association of Securities Dealers Automated Quotations; SEHK, Hong Kong Stock 
Exchange; SZSE, Shenzhen Stock Exchange; TSEC, Taiwan Stock Exchange, Corp.; TYO/TSE, Tokyo Stock Exchange

—SOURCES: Bloomberg.com; Wall Street Journal 

DIESEL PRICES

CURRENCY

 MARKET WATCH

Royal Caribbean's Wonder of the Seas — the world's 
largest cruise ship — will begin sailing based out of the U.S. 
next year rather than China as originally planned.
COURTESY ROYAL CARRIBEAN CRUISES
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  ON THE MOVE
Prior to joining Cedar Fair, Tastepe served 

for more than two years as senior vice presi-
dent, chief information and digital officer for 
Altar’d State, a fast-growing fashion retailer 
based in Tennessee with more than 120 stores 
in 33 states. While there he was responsible for 
all digital and technology investments, deliv-
ery and top-line growth. Prior to that, Tastepe 
spent nearly two decades delivering large-
scale digital transformation programs at global 
entertainment and hospitality brands. During 
his six years at Universal, he helped transform 
the digital guest experience with the one of the 
largest technology investments in the compa-
ny’s history. At Hilton, he led the development 
of a next-generation reservation system road 
map and led technology delivery for the launch 
of a new customer loyalty program and web-
site. From 2001-2011, Tastepe held technology 
leadership roles at Disney Parks that included 
worldwide sales and travel operations, revenue 
management and marketing. He earned an 
MBA from Villanova University and received 
both bachelor’s and master’s degrees in electri-
cal engineering from Drexel University.

Kate Jones has rejoined the Gateway 
Ticketing Systems  U.K. team as an experi-
enced project manager after a brief time away 
pursuing other opportunities

"It is an exciting time to be rejoining 
Gateway Ticketing Systems and the attrac-
tions industry as a whole," said Jones.

Jones initially joined the Gateway U.K. 
team in 2018, after a varied 
career in digital and IT proj-
ect and change management 
spanning more than 15 years, 
across industries as wide rang-
ing as education, publishing, 
live events, construction, and 
third sector. She was IT Project 
Manager at UBM plc, where she was instrumen-
tal in the fit-out, launch and transition of the 
workforce to a new global headquarters, a fully 
automated smart building in central London.

"Kate is an asset to the team and when the 
opportunity arose to have her rejoin us, there 
was no hesitation," stated Joe Marshall, general 
manager of Gateway Ticketing Systems U.K.

Gateway Ticketing Systems also celebrated 
the success of 2020 hires of Sr. Manager, Human 
Resources Alicia Huppman and 
Sr. Customer Service Manager 
Jarrid Vaughn. The two have 
been driving impactful change 
within and the organization.

Huppman came to 
Gateway after more than 20 
years working and consult-
ing at global technology and 
professional services organi-
zations, as well as 10 years 
of teaching human resources, 
organizational leadership, busi-
ness and industrial psychology 
courses at the college level.

Jarrid Vaughn came 
to Gateway from the Cincinnati Zoo and 
Botanical Garden where he worked for 
12 years. The Zoo uses Gateway’s Galaxy 
Ticketing & Guest Experience solution and 
Vaughn worked directly with Gateway's soft-
ware teams during his time as a customer.

Evan McGugan, GM of Ontario's 
Western Fair of London passes

ONTARIO — Evan McGugan passed away May 12, 2021 at 
University Hospital, London, Ontario Canada with his wife Lucille 
at his side.

McGugan was a kind gentleman, a tireless worker, volunteer and 
a charismatic international pub-
lic speaker. He was a visionary, 
resourceful and courageous lead-
er during his 35 years as general 
manager of the Western Fair of 
London, Ontario. McGugan had 
the fairgrounds averaging more 
than 900 events per year. 

He was involved with the 
formation of the modern-day 
harness racing industry. Pari-
mutual wagering equipment 
was introduced for the first 
time at the 1960 Western Fair 
by McGugan. In 1961, he intro-
duced extended night harness 
racing in Ontario. This all began 
because Evan McGugan envisioned an opportunity and acted on it.

Because of Evan’s long time relationship with other industry 
notables such as Lou Merrill, Ralph Hines, and many carnival opera-
tors, he was able to put himself at great risk to create a fully inde-
pendent midway system. He was able to formulate this because of 
his many years of observation and study of the carnival industry. He 
was especially fond of Cumberland Valley Shows, W.G. Wade Shows, 
Butler Amusements, and Ray Cammack Shows. He encouraged Red 
Wood in the early formation of NAARSO. Much credit is also due to 
his leadership in the care and safety of animals, health standards for 
food concessions, safety codes for amusement rides, independently 
contracted carnivals and the universal midway coupon system. Dur-
ing his tenure, he set a high standard of excellence and innovation. 

McGugan inspired people to find the courage and initiative 
to advance new ideas. One of his favorite quotes was: “It’s never 
crowded on the extra mile, so keep yourself there. Always give 
people more than they expect.” 

 OBITUARIES
WhiteWater announced two new key 

hires in business development ahead of the 
IAAPA Expo Europe in Barcelona.

Industry veteran Frank Good assumed the 
position of vice president, business development 
at Vantage, WhiteWater’s technology unit. Good’s 
experience providing digital 
solutions to parks matches 
the objectives at Vantage. He 
has dedicated 10 years of his 
career helping clients succeed 
through technology. Good has 
worked with top brands in the 
amusement, cultural institution, 
zoo, aquarium, and ski markets to improve their 
guest experience as well as drive new outcomes 
for revenue and brand metrics. 

“It is rare to find a person with Frank’s expe-
rience bringing disruptive technologies to the 
industry. We are excited to add him to the team 
and deliver our innovative solution to market,” 
said Philip Edgell, president of Vantage.

Attractions veteran Domingo Vergoossen 
has taken the role of vice president, global 
business development in WhiteWater’s Water 
Rides division.

Domingo Vergoossen’s experience in 
water ride design and projects spans over 
15 years. He began as a designer at Vekoma 
Amusement Rides and then was charged with 
establishing Vekoma’s first China manufactur-
ing facility in Guangdong province in 2004. 
Vergoossen was instrumental 
in setting up the FlyOver 
theatre in Vancouver and was 
part of the development team 
that brought the attraction 
to other cities. Vergoossen 
has previously worked with 
WhiteWater on several proj-
ects, with a sharp focus on client needs. 

“We are honored to welcome Domingo 
to WhiteWater. His depth of expertise will be 
extremely valuable to help our clients realize 
their goals, while his breadth of knowledge 
will help the team see the whole picture,” said 
Paul Chutter, WhiteWater’s president.

Cedar Fair Entertainment Company 
announced that Ty Tastepe has joined the com-
pany in the newly created role of senior vice 
president and chief information officer. He will 
be based at the company’s office in Charlotte, 
North Carolina, and will report to President and 
Chief Executive Officer Richard A. Zimmerman.

“[Tastepe] brings tremendous skills and 
experience to our team, having delivered 
large-scale digital transformation programs 
for global brands such as Universal Parks 
and Resorts, Hilton Hotels, and Walt Disney 
Parks and Resorts,” said 
Zimmerman. “That experi-
ence will be important as we 
continue to invest in con-
sumer-facing technologies 
focused on optimizing the 
guest and associate experi-
ence and improving customer 
satisfaction. In addition, we’ve placed a high 
priority on continuing to strengthen our enter-
prise-wide systems, the control environment 
behind those systems and data security in 
general. I’m confident that [Tastepe] will help 
us achieve our goals in each of those areas.”

Good

Vergoossen

Tastepe

Jones

Huppman

Evan McGugan

Donald C. 'Pappy' Schanz of Idora 
Park and Conneaut Lake Park dies

CONNEAUT LAKE, Pa. — Donald C. "Pappy" Schanz, age 74, 
passed away on September 11, 2021 at Meadville Medical Center. He 
was born on October 18, 1946 in Youngstown, Ohio, to the late Gilbert K. 
and Mildred E. (Samuels) Schanz. 
He married Cheryl Schrader on 
June 29, 1968. She survives.

Schanz graduated from The 
Rayen High School in 1964. He 
attended Choffin Career Cen-
ter. He was first employed by 
Youngstown Sheet & Tube from 
1964-1978. He then was em-
ployed at Idora Park from 1980-
1984 and then Conneaut Lake 
Park from 1984-2007. He was cur-
rently still working for Presque 
Isle Downs and Casino where he 
had been employed since 2007.

Schanz served in the U.S. Army from 1966-1968. He was a Viet-
nam War Veteran, a retired Fire Chief of Conneaut Lake Park VFD and a 
longtime member of Classic Iron Car Club with his 1964 Dodge.

Schanz is survived by his wife of 53 years, Cheryl of Conneaut 
Lake, Pennsylvania; his daughters, Shannon Keas of Conneaut Lake, 
Pennsylvania; and Holli Schanz and her fiancée, Scott Ebbert of Atlan-
tic, Pennsylvania; and his daughter-in-law, Lisa Phillips of Meadville, 
Pennsylvania; and his son, Donnie Schanz Jr of Meadville, Pennsylva-
nia; grandchildren, Kayla Phillips and her fiancé, Scott Griffith, Cait-
lin Thom, Brooke Martin and her fiancé, Eric Hacker, Nicholas Thom, 
Ava Thom and Payton Challingsworth and one great granddaughter, 
Harper Griffith; his sister, Mary Ann Nanosky of Austintown, Ohio and 
his brother, Edward Schanz and his wife, Joann of Austintown, Ohio.

Vaughn

Donald C. 'Pappy' Schanz
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INFLUENCE

For Ezra, a temp job becomes
a more-than-16-year career

The World Waterpark Association (WWA) is an international not-for-profit 
member-based trade association. It serves water parks, aquatic venues and 
spray parks. It is focused on providing its approximately 1,200 members with 
the education and networking that they need to operate safely and effectively.

As the director park member development, Aleatha Ezra talks to WWA 
members everyday. And, even after 16 years, so far, it has never tired her.

OVERLAND PARK, Kan. — Aleatha 
Ezra was not actively looking for a new 
career position when she was offered a 
job at the World Waterpark Association's 
headquarters in Kansas City, Kansas, 
in 2005. She knew very little about the 
water park industry and very little about 
the park industry as a whole. 

"I did work at Worlds of Fun here 
during the summer at a photo booth," 
Ezra said. "Sometimes, they would 
have us go over to Oceans of Fun. But 
I just pretty much stayed at the booth, 
took photos and went home."

But now as she enters her 17th 
year at the WWA, she has a wealth 
of knowledge about the industry. Yet, 
she admits it is a dynamic industry, 
one that evolves and changes, so 
there is always more to learn.

She also knows what has kept her 
in the industry — the connections she 
has made.

"I can call someone up and ask 
for advice, and I also can call someone 
and share a laugh," she said. "And 
I certainly hope they know they can 
always call me. I am always available to 
our members. It is this interaction that 
provides me with so much satisfaction."

 And, in her direct, no-nonsense way 
of sharing thoughts, she said she hopes 
she has influenced some in the industry 
to be more receptive to expanding 
leadership roles to women as well as to 
all diverse segments of the populations. 

"There is always room to grow," 
she said. "I've always tried to speak 
in a way that will broaden our voices, 
to broaden diverse voices, and if 
necessary, to perhaps, give a nudge 
for equal balance. I am an advocate 
for women leaders in the industry.

"My opinions have always been 
encouraged," she said. 

Ezra has lived in the Kansas City 
area since she was a sophomore in 
high school when her family relocated 
there. After high school graduation, 
she attended Northwest Missouri State 
University in Maryville, Missouri. She 
received a B.A. in English in 1997. 

She went on to the University of 
Missouri Kansas City to get a masters 
degree. She received that in 2000. 

During her graduate program, 
she began teaching at that same 
school and continued doing so until 
2005. She was an adjunct professor 
and taught courses such as Freshman 
and Sophomore Composition. She 
also taught Technical Writing. 

In addition, after her masters 
program, she found a position as 
editor of New Letters, a literary 
magazine. It was printed at the 
University of Missouri Kansas City, 
but it wasn't a university publication. 
It went out to subscribers four times 
a year and contained literary pieces 
such as fiction, poems and essays.  

In 2005, she had been teaching for 
over five years and had been the editor 
of New Letters for several years as well. 

She liked her positions. Yet, she 
knew, at some point, she would need 
something where she could receive 
more financial stability. 

"At that time, I certainly was open 
to the idea of change," Ezra said.

In the meantime, she continued 
on. During her summers, when she 
wasn't teaching, she looked for 
positions that would bring in some 
extra income. That was when she saw 
that the WWA needed some support 
as the association was gearing up 
for its convention. She would be 
doing general work such as editorial 
and some marketing, whatever was 
needed. It was a three-week temporary 
position. She would be done by the 
time school started up again. 

Or, at least, that was what she 
originally thought. What happened 
was exceptional. 

"Rick (WWA President Rick Root) 
liked what I was doing," she said. "He 
created a position and offered it to 
me. I accepted. It was really a happy 
accident that I ended up here."

Not knowing the industry did 
not intimidate her. A self-declared 
sponge, she became right away 

absorbing as much information as 
she could. She had always felt she 
was a quick learner and she is an avid 
reader. She put that eagerness and 
confidence to work quickly. 

"When I started, what I found was 
a very sophisticated industry," Ezra 
said. "There is a lot of science and a 
lot of moving parts."

She was on-site at the 2005 WWA 
convention and hasn't looked back. 
She began attending the annual 
expo put on by the International 
Association of Amusement Parks and 
Attractions' (IAAPA). 

"In this position that I have, I have 
made a lot of friends," she said. "I love 
supporting our members. I believe in 
the service that they are all taking on. 
They work hard and there are definitely 
challenges. It all makes my interactions 
so much more meaningful."

And she has found those in the 
industry are quick to give back. 

Ezra recalled a time in 2009 when 
the WWA convention was in Orlando, 
Florida. There had been an incident in 
a water park during that season. A local 
Orlando newspaper reporter wanted 
to interview someone from the WWA. 

She ended up being the designated 

person. She had never done anything 
like that before. She knew immediately 
who to call. That someone was Joann 
Cortez, the communications director 
at Hyland Hills Park and Recreation 
District, Denver, Colorado.

"I will never forget the first thing 
she said to me. She said, 'You can do 
this. You may not think you can, but 
you can.' She sat with me and we 
practiced. She gave me tips and tools 
so that I could be comfortable." 

With all the activity that 
surrounds being a part of the WWA 
team, Ezra said she loves to read lots 
of mysteries. She also loves looking 
into fashion trends and researching 
fashion of all assortments including 
clothes, home, gifts.

She also loves spending time with 
her husband, Dean Woods. He is an 
art director and graphic designer with 
Houlihan's Restaurants, Inc. 

When they go on vacation, they 
like to find a quiet place to chill. 

"We like to find a resort that has a 
bar, pool, walking," she said. "We like 
history and museums."

And she is always ready to return 
to water parks. 

—Pam Sherborne

Aleatha Ezra
Director Park Member Development
World Waterpark Association

Overland Park, Kansas

A view from the top…
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SAFETY, MAINTENANCE & OPERATIONS
 Intamin track wins design award — page 56 / Phantom's Revenge to receive updated color scheme — page 60

Life Floor provides safety as it works toward new best practices

MINNEAPOLIS, Minn. 
— The demand for municipal 
water play areas and splash 
pads has increased as cities 
have looked at enhancing 
“quality of life” amenities for 
its citizens. In that surge of 
opening water play areas to 
eager residents, it was deter-
mined that the possibility 
of slips and falls needed a 
harder look.

“There have been play-
ground standards for flooring 
for 30+ years. But there hadn’t 
been anything for water parks 
or aquatic recreation,” said 
Jonathan Keller, CEO, Life 
Floor. “In 2019, there was a 
standard passed by NSF 50. 
That was a long process. We 
wrote a paper back in 2016 
noting there had been an 
increasing number of people 
going to the emergency rooms 
with injuries in aquatic recre-
ation. The industry is boom-
ing. But safety standards were 
not keeping up with play-
grounds. I was asked to chair 
a task group for NSF 50 to cre-
ate a standard.”

This group worked on 
the standard for close to three 
years, focused particularly on 

waterplay venues.
NSF/ANSI/CAN 50 con-

cluded that for a surface to 
meet an appropriate standard 
for splash pad surfacing, it 
must fulfill six performance-
based requirements. These key 
elements are slip-resistance, 
impact attenuation (cushion-
ing to absorb falls), imperme-
ability (sunscreen and runoff 

substances are not absorbed), 
cleanability (does not harbor 
bacteria), chemical resistance 
and UV resistance.

“There is a standard now 
and Life Floor is the first prod-
uct certified to that standard,” 
Keller told Amusement Today. 
“Building off of that, we now 
have a task group within an 
ASTM committee to talk about 

what should be done on the 
play structures themselves.”

Softer surfaces in play-
ground settings help cushion 
falls. In homes and locker 
rooms, tiles and imperme-
able surfaces make sense for 
hygienic purposes. Softer sur-
faces for dry play didn’t nec-
essarily adapt to water play 
because of the possibility of 

bacteria growth. Life Floor 
designed its product to pro-
mote safety with its cushion-
ing but also has the advantag-
es of impermeable materials.

Award-winning safety is 
the overreaching component 
of Life Floor, but style and 
design don’t necessarily take 
a back seat. 

“With our focus on multi-
color design installations, our 
customers have been inspired 
to use our flooring as a huge 
feature in their spaces,” said 
Kelsi Goss, Life Floor vice-
president of design. “Life Floor 
designs are really impres-
sive to experience in person. 
They’re fun. They enhance 
facilities by complementing 
the theming of the play struc-
tures, splash features, and sur-
rounding design elements.”

The texture of the surface 
has evolved over the years. A 
ripple texture created a less-
slippery surface. Over time, 
the development of what the 
company calls “Ripple 2.0” has 
created an ever more tactile 
surface with deeper grooves, 
thus reducing hydroplaning.

Life Floor is manufactured 
as 24-inch square tiles. With 
the ability to cut the tiles, artis-
tic curves, triangles and a vari-
ety of shapes can be achieved 
to create elaborate and capti-
vating designs. Sea life shapes 
are already in stock to create 
inlays into the surface.

As depth markers of pools 
and safety messaging printed 
on surfaces are essential in 
water areas, those elements 
can be created from the Life 
Floor tiles as well.

Life Floor is applied to a 
dry, cleaned, hard surface. It 
can be placed indoors or out-
side and can be used under-

AT: Tim Baldwin
tbaldwin@amusementtoday.com

The surface can be efficiently used underwater as well as on surfaces exposed to sunlight. 
COURTESY LIFE FLOOR

Life Floor’s flooring was the first to be certified to meet six criteria of new safety standards. A wide variety of colors can 
make the slip-resistant surface strikingly beautiful as well. COURTESY LIFE FLOOR 4See FLOOR, page 56

http://premier-rides.com
mailto:tbaldwin%40amusementtoday.com?subject=
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Keep our amusement park industry strong!
Buy products and services from these suppliers.

SAFETY MARKET PLACE

dba The Hoffman Consulting Group
Serving the Amusement Industry

464 Mississippi Ave.
Palm Harbor, Fla. 34683-5216
(419) 607-0431
email: pat@thehoffmancg.com
www.thehoffmancg.com

· Safety & Security · OperatiOnS ·
· riSk & criSiS ManageMent ·

· induStry defenSe ·

PLH Enterprises, LLC
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International Fire 
Code  will adpot 
ASTM standard

W. CONSHOHOCKEN, 
Pa.—  An ASTM International 
standard practice for inflat-
able amusement devices, 
published by the amusement 
rides and devices committee 
(F24), will be adopted into the 
2024 International Fire Code 
(IFC) by the International 
Code Council (ICC).

The standard (F2374) 
establishes criteria for the 
design, manufacture, installa-
tion, operation, maintenance, 
and inspection of commer-
cial use inflatable amusement 
devices. These devices are 
designed for patron activities 
that include, but are not limit-
ed to, bouncing, climbing, slid-
ing, obstacle course running, 
and interactive play.

“The ASTM standard is 
being introduced into safety 
codes because of the potential for 
harm that can occur with these 
devices, including fires if the 
fabrics are not sufficiently pro-
tected from ignition and flame 
spread and the threat of collapse 
if insufficiently anchored,” said 
Marcelo M. Hirschler, presi-
dent of GBH International.

New language will be 
incorporated into the 2024 edi-
tion of the IFC code requiring 
inflatable amusement devices 
be “designed, anchored, oper-
ated and maintained in accor-
dance with the manufacturer’s 
instructions and the require-
ments of ASTM F2374.”

The International Code 
Council issues the IFC, which 
is in use or adopted in 42 
U.S. states, the District of 
Columbia, Guam, Puerto Rico, 
and the U.S. Virgin Islands.

Committed to serving 
global societal needs, ASTM 
International works to posi-
tively impact public health and 
safety, consumer confidence, 
and overall quality of life. It 
works to integrate consensus 
standards — developed with 
its international membership 
of volunteer technical experts 
— and innovative services to 
improve lives.

•astm.org

http://thehoffmancg.com
http://intermountainlift.com
http://facebook.com/IRMRides
http://amusementtoday.com
http://astm.org/COMMIT/F24
http://worldwidesafetygroup.com
http://chairkit.com
http://vekoma.com
http://click.agilitypr.delivery/ls/click?upn=c9iSOukecWEvhyhkn6umMHYYgbaR5wJeSBTrpqef12p4dkHj7gcjZtxGEeJZ9iTe5EKF_hsnVfVFVKcrk5UPkDJFRuS7rg4I-2FbxVIebPbLzc4NopA-2BLVVX593ocwqPquGJ-2Frgtnh-2Fv78bOhhEsGSBFKP-2BpWq2fNcAkz3KWNIscPcULaOtl8Kg4d7NjLHCKxKNtN4ir1nfdjFLDgOXF0DT6fh38Goe78PooKzHoPA4wrAlYDmRRhOozAZr-2FqPfgUTlcwPKb50e3S-2F7-2BmVe-2FN9G0vuU0YE-2B3SRDI-2FP0XFomosE-2BTuN6LQh2acR2PiE22Qm7wMbcCnKFNbGQCsmqW4nsOOmSAwa-2FWk8KD9qZ9BgvA0j-2BIFuNMlxop7voB9Ta6X-2BjahNTwxJ1v8-2Fh-2FVRroGaSQeVsPe0e-2FcGPWc1bpSkE3850g-INCLUDEPICTURE
http://click.agilitypr.delivery/ls/click?upn=c9iSOukecWEvhyhkn6umMHu-2Bkqqp2QRYmjUWFPbaM-2F-2BXi723jWFfKsnppBe9Zn5zlFEs4hzQ9nxWtEPHdE1tDg-3D-3DyIes_hsnVfVFVKcrk5UPkDJFRuS7rg4I-2FbxVIebPbLzc4NopA-2BLVVX593ocwqPquGJ-2Frgtnh-2Fv78bOhhEsGSBFKP-2BpWq2fNcAkz3KWNIscPcULaOtl8Kg4d7NjLHCKxKNtN4ir1nfdjFLDgOXF0DT6fh38Goe78PooKzHoPA4wrAlYDmRRhOozAZr-2FqPfgUTlcwPKb50e3S-2F7-2BmVe-2FN9G0vuU0YE-2B3SRDI-2FP0XFomosE-2BTuMdK6eksFJ6-2BAfTPZyvLwd2VjhM7tXpiTOjO-2BoKZkyDsopHRJ-2Fussb0-2FGC97IITQuo3pGkbtr5ac6Itt-2F6ibgnX4C0qsufBL7INCLUDEPICTURE
http://astm.org
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water and remain underwater 
for many years without need of 
replacement. Through a part-
nership with Daldorado, drain-
age systems are not an issue 
being integrated with Life Floor.

Keller is also leading 
another task group about 
pool perimeter surfaces. Up 
to now, concrete was the com-
mon practice, but consider-
ing the slippery nature of wet 
surfaces, that approach wasn’t 
always logical. Concrete is 
unforgiving and abrasive. The 

committee hopes to rethink 
this common area around 
pools into safer situations.

“We’ve been leading that 
charge for five years now,” 
said Keller. “There are five 
proposed criteria [a product] 
has to meet to gain certifi-
cation. Getting both of those 
standards will be a big win for 
the industry.”

Life Floor has had more 
than 1,500 installations around 
the world. Industry veterans 
nominated Life Floor for the 
Leadership Award in the 2021 
Golden Ticket Awards.

•lifefloor.com

FLOOR
Continued from page 54

Fun shapes can bring 
imagination to life 
in addition to the 

safety of the surface. 
COURTESY LIFE FLOOR

Stengel and Intamin’s BB Track wins 
Red Dot Product Design Award

LIECHTENSTEIN — The Red Dot Design Award, presented by Red-Dot.org, is an international 
design competition and has become established internationally as one of the most sought-
after seals of quality for good design. In late July, Intamin announced that, together with 
its partner Ingenieurbüro Stengel, the companies won the Red Dot Product Design Award 
“Best of the Best” 2021 for the new backbone (BB) coaster track design. The track design 
is exclusively used in most of Intamin’s new coasters. The innovative Stengel BB Track steel 
element was developed against the background that common track designs for achieving 
high speeds and withstanding extreme loads have to meet the highest demands regarding 
safety, material and workmanship of the track. The aim of the design was to further increase 
the anticipation of a roller coaster ride by giving it a new shape and appearance. The track's 
filigree language and large spans allows a significantly simplified fabrication. Recently, the 
award-winning track was used on Walibi Belgium’s mega coaster Kondaa. COURTESY INTAMIN

http://maclan.com
http://lifefloor.com
https://www.intamin.com/product/mega-coaster/
https://www.intamin.com/project/kondaa/
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AIMS International partners with E&A, delivers new aquatics track
As the amusement industry’s 

leading provider of safety educa-
tion, we take delivering new and 
fresh content for safety profession-
als around the world very seriously. 
In recent years we have developed 
partnerships with other leading 
organizations to deliver the most 
up-to-date information in an ever-
evolving industry. 

In preparation for the 2021 
AIMS International Virtual Safety 
Seminar last January, the staff 
at AIMS International was chal-
lenged with updating its aquat-
ics education program to support 
the increasing demand for safety 
education for waterpark and pool 
operators and technicians. 

To meet this challenge, it was 
important to find subject matter 
experts in aquatic safety and risk 
management who would be will-
ing to share that knowledge with 
others.  Ellis & Associates (E&A) 

proved to be the perfect partner 
for this endeavor.  

As the world leader in aquatic 
safety and risk management, E&A 
has the knowledge and expertise 
to deliver the most current and rel-
evant safety education available in 
the industry today.  By partnering 
with E&A for the first time in sup-
port of the 2021 AIMS International 
Safety Seminar — and again in 2022 

for the in-person Safety Seminar 
in Galveston, Texas — AIMS has 
positioned itself to be the premier 
safety education provider to those 
who work in the amusement indus-
try, including water parks and other 
aquatics facilities.  

In 2021, E&A delivered 20 
hours of aquatics safety courses 
with a variety of topics ranging from 
waterslide inspection to advanced 
water quality to emergency action 
planning (and many more).  

In 2022, E&A will deliver a new 
lineup of aquatics safety courses, 
with even more topics available.  
Aquatics maintenance technicians, 
inspectors and operators alike will 
find courses that are relevant to 
their roles.  

Here’s a sneak peek at some of 
the new courses that will be offered 
in the Aquatics Track at 2022 AIMS 
International Safety Seminar:

•Designing for Operational 
Efficiency and Sustainability

•Chemical Control System Design 
and Maintenance

•Auditing an Aquatic Facility
•Developing a MAHC Compliant 

Maintenance Plan
•Aquatic Facility Maintenance and 

Operations Documentation
•Electrical Hazard Mitigation in 

Aquatic Facilities
•Certified Pool Operator (CPO) 

and many more

In addition to these new 
Aquatics Track courses, attendees 
at the 2022 AIMS International 
Safety Seminar will have access 
to new operations courses deliv-
ered by our newest partner, 
International Ride Training (IRT) 
and even more fresh content from 
yet-to-be-announced partnerships.

Have questions? Email info@aim-
sintl.org or call 714-425-574.

http://aimsintl.org
mailto:mj.brewer%40aimsintl.org?subject=
mailto:h.coston%40aimsintl.org?subject=
mailto:info%40aimsintl.org?subject=
mailto:info%40aimsintl.org?subject=
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IOA Workers Comp Safety Award  
honors ICON Park’s safety program

ORLANDO — Located 
in the heart of the Orlando 
Entertainment District, Icon 
Park strives to be the top des-
tination for locals and tourists. 
The open-air entertainment 
complex continues to exhibit 
a strong commitment to safety.

Recently, Insurance 
Office of America present-
ed Icon Park with the IOA 
Workers Comp Safety Award. 
This award recognizes orga-
nizations that exhibit out-
standing dedication, commit-
ment and contribution to the 
improvement and excellence 
in the safety and health of its 
employees. The honor is dif-
ficult to achieve as it requires 
organizations claims loss ratio 
to be under 5%.

“Icon Park has achieved 
a three percent loss ratio over 
the past five years,” said 
Brian Buckley, senior partner 
at IOA.

The entertainment com-
plex constantly evaluates 
its safety and training pro-
gram, making adjustments 
and implementing changes 
as needed. An essential ele-
ment to managing the enter-
tainment complex’s safety 
program is defining owner-

ship of each aspect of train-
ing and compliance. This 
is accomplished with The 
Wheel Maintenance and Park 
Operation Support internal 
team, the Guest Services and 
Operations internal team, 
external industry safety/
operational consultants, and 
also third-party ride inspec-
tors who perform annual 
inspections and testing.

To round out Icon Park’s 
safety program, facility and 
ride inspections are conducted 
by qualified personnel daily.

“The credit for this award 
goes to our employees because 

they care and our leaders 
because of the quality culture 
they maintain,” said Chris 
Jaskiewicz, Icon park presi-
dent and CEO. “I am very 
proud of them and fortunate 
to be on their team.”

Icon Park’s safety program 
is based on OSHA compliance, 
ASTM F-24 Standards for 
Amusement Rides & Devices, 
Compliance with Florida 
Amusement Ride Regulations, 
Ride Manufacturers guideline, 
IAAPA best practices, and 
guidance from the company’s 
insurance broker, IOA.

•iconparkorlando.com

COURTESY ICON PARK

Kennywood picks winner
for "Choose a Color" contest

WEST MIFFLIN, Pa. — With nearly 10,000 votes submitted 
in Kennywood’s “Choose the Color” poll, park fans on 
social media made their preference overwhelmingly clear: 
Phantom’s Revenge, will be painted Petrifying Purple this 
offseason. With the decision made, park teams now turn 
their paintbrushes towards another coaster due a fresh 
coat: Thunderbolt. Thunderbolt concluded its season on 
September 25, 2021, to begin its offseason maintenance 
while the remainder of the park begins its annual Phantom 
Fall Fest event. COURTESY KENNYWOOD

http://ridetraining.com
http://ljmsafety.com
https://iconparkorlando.com
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CLASSIFIEDS

Call Len or Earl 
(908) 526-8009 • FAX: (908) 526-4535 

www.Rides4U.com

FOR SALE

• Visa Floor Pickup Mini-Scooter (6 cars)..$49,000
• 25-meter Moser Tower (never used)...$349,000  

• Chance Zipper (T/M)....$199,000
• ARM Happy Viking Himalaya....$79,000  

• Chance Double Decker.......$299,000 
• Moser 8.6m Spring Ride......$69,000   

• Bertazzon Matterhorn (T/M)....$299,000
• Zierer Wave Swinger (T/M).....$249,000 

• ARM Rock Star (T/M).........$399,000 
• KMG Freak Out (T/M).....$399,000 

• Wacky Worm........$99,000 
• Super Shot.....$349,000 

 

AUCTION
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  BREAKING NEWS

Quassy asking local students to name
new ProSlide water coaster attraction

MIDDLEBURY, Conn. — 
Regional elementary and middle 
school students will be asked to 
put on their thinking caps and 
name Quassy Amusement & 
Waterpark’s newest attraction.

The lakeside property 
will introduce the largest sin-
gle investment in the park’s 
114-year history next spring: 
a gigantic ProSlide raft ride 
that incorporates state-of-the-
art water coaster technology.

“We had more than 90 
entries when we asked schools 
to help name our new roller 
coaster in 2011, and we believe 
students will come up with 
some great names for our new 
water coaster, too,” said Quassy 
President Eric Anderson. “We 
look forward to seeing the 
entries for this project.”

Students will have the 
opportunity to view a render-
ing of the huge ride as they 
ponder possible names for the 
attraction. Two-person rafts 
will plunge from a dispatch 
tower and be pushed uphill by 
water jets at three separate loca-
tions along the course. In addi-
tion, a number of banked turns 
will add to the thrilling experi-
ence. The new raft ride will be 
built this off-season in Quassy’s 
Splash Away Bay Waterpark.

Submitted names may 
not infringe on copyrighted 
or trademarked products. 
Submissions must made by 

teachers and include the 
school name, contact informa-
tion, grade and number of stu-
dents in the class. The dead-
line to enter is Dec. 10.

Park management will 
review all entries and deter-
mine if a winning name is 
selected. Results will be final.

If a winning entry is chosen, 
the class will be invited to the 
park for a day of rides. In addi-
tion, the students will receive a 
T-shirt related to the contest.

“Surprisingly, Wooden 
Warrior — the name given 
to our marquee roller coast-
er — was submitted by two 
schools,” Anderson said of the 

previous contest. “The stu-
dents were thrilled when we 
showed up in their classrooms 
and presented them with shirts 
stating ‘I named the Wooden 
Warrior.’ We also placed a 
laser-engraved plaque at the 
entrance to the ride with all of 
the students’ names on it. We 
will consider doing the same 
thing with this project.”

The new ride will bring 
waterslides in Splash Away 
Bay's water slide count to 
16. The waterpark also has 
an interactive family water 
play area and a splash pad for 
younger children.

•quassy.com
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President Biden announces 
easing of border restrictions

WEST MIFFLIN, Pa. — IAAPA is a member of a national coalition of travel and tourism 
organizations that for more than a year and a half have urged two administrations to pursue 
a science-based approach to managing our borders for international travel and workforce-
related purposes. On September 20, 2021, President Joseph Biden and his administration 
announced the easing of pandemic-related travel restrictions which will apply to all inbound 
international travelers.

Starting in November (exact date to be determined) foreign nationals who are fully 
vaccinated against COVID-19, including those enrolled in clinical trials for vaccines that have 
not yet been approved, will be able to travel to the United States without the quarantine 
requirement. To do so, a traveler will be required to show proof of a negative test within three 
days before their departure.

IAAPA sent a letter to President Biden the same week laying out a myriad of operational 
and liability-related questions and concerns regarding a provision requiring all employers with 
over 100 employees to mandate vaccinations or weekly testing, and a provision calling on large 
venues to require proof of vaccination or negative test results from customers. IAAPA also plans 
to ask how employers will receive timely guidance and have questions answered.

While the administration has called on OSHA to release the associated rules within two 
weeks' time, that may prove to be an impossible deadline given the complexity of the mandate. 
In other words, the rules could be released next week, in three months, or even next year. In 
the meantime, IAAPA expects to see legal complaints filed against the federal government 
challenging their constitutional authority and moves made by some state governments to tackle 
these complex matters on their own.

http://rides4u.com
http://www.Rides4U.com
http://nortonauctioneers.com
http://amusementtoday.com/subscribe
http://quassy.com
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