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EDITOR’S LETTER

Dealing with protests

n the last few months,
I've encountered
protestors camping
outside a number of
attractions, lobbying visitors
in the queue lines to try to
persuade them to boycott
the attractions because of a
specific sponsorship tie-up.

Although they've been
peaceful protests and some-
times interesting, it's obviously not a
good thing for attractions customers to
be exposed to this kind of pressure.

The industry attracts protesters for the
same reason it attracts sponsors - it's
high profile and extremely engaged with
its audience. The numbers are also com-
pelling - attractions capture high levels
of footfall and do so in a provable and
segmented way, so sponsorship spend
can be targeted and analysed to a degree
that isn't possible with many other types
of sponsorships or marketing.

With a growing desire to invest in
corporate social responsibility (CSR),
corporations view attractions as being
on a par with sport as an investment
area that achieves CSR objectives, while
also being safe in terms of image and
powerful in terms of association.

Today, sponsorship is a global business
ranging from Disney’s tie up with Coca-
Cola to Sotheby's sponsorship of MOMA
in New York. The industry couldn’t run
without it and commercial sponsorship of
attractions - particularly the arts, culture,
museums and heritage - has enabled
decades of excellence that would simply
not have been possible otherwise.

THE LEISURE MEDIA COMPANY PUBLISHES

ATTRACTIONS MANAGEMENT IS THE OFFICIAL MAGAZINE OF

tile csite” [

But times change and
sponsorships which were
once acceptable to the
public can - over time -
become less so. London’s
National Portrait Gallery
was once sponsored by
British Tobacco, for exam-
ple, but that kind of
arrangement would be
unthinkable today.

One of the most famous benefactions
ever is the UK’s Tate - now a network of
four museums - originally made possi-
ble by funds from Henry Tate, one of the
founders of what later became Tate &
Lyle the sugar refiner and processor.

Today, sugar is acknowledged as one
of the health scourges of modern times
- toxic, addictive and with little nutri-
tional value apart from empty calories.
It's one of the major contributors to the
global obesity crisis.

But associations between Tate & Lyle
and the Tate galleries faded long ago in
the minds of the public, so that's one
protest that has been rendered redun-
dant by the passing of time.

In such a complex and ever chang-
ing situation, it's important the industry
keeps all sponsorship deals under
review, walking a realistic line between
listening to protests and giving them
fair and due consideration and robustly
defending sponsorship relationships
where they feel the accusations are
unfair or not born out when tested
against public opinion.

Liz Terry, editor, twitter: @elizterry
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Pleasurewood Hills invests
£3.5m in themepark

Pleasurewood Hills theme park in Suffolk,
UK has opened four new rides for the 2013
season, as part of a £3.5m (USss5.4m, €4.1m)
investment in the attraction.

‘The refurbishment sees the return of ped-
alos to Pleasurewood Lake, a family teacup
ride at Woodies Tea Party and the Moby
Dick ride. Thrill ride Hobs Pit will open
soon. Nine new rides have now opened at
the theme park since it was bought in 2011
by Looping Holding Group, including The
Jolly Roger and the Illusionist Magic Show.
Details: http://lei.srta=Asf8o

Etnaland Themepark for Italy

Southern Italy’s largest
theme park has opened its
doors in Belpasso. Adjacent
to Etnaland Acquapark,
the €som (£42m, uss65m)
Etnaland Themepark has been
created by local entrepreneur,
Francesco Russello.

Divided into five areas, the
park takes visitors on a his-
toric voyage, including an
old haunted school and high
tech adventures in outer
space. Highlights include the

‘The hotel has a castle play area and treasure hunt

Legoland hotel opens
at California resort

Legoland has officially opened the new
hotel at its resort in Carlsbad, California.

The 250-room, three-storey hotel has
been developed in response to guest feed-
back that it takes more than one day to
explore the resort.

Construction began in 2011 and the hotel
opened in April ahead of its summer 2013
schedule. It caters for children aged two
to 12 and their families, offering adventure
and pirate room themes. There are more
than 3,500 Lego models throughout the
hotel. Details: http://lei.sr?a=y8Dgl

Disney brings in
minimum age policy

Disney has introduced a policy whereby
all children under the age of 14 must be
accompanied by an adult.

If a staff member sees a guest who
appears to be younger than 14, without
someone who is older, they will engage in
conversation to establish whether the indi-
vidual can be there alone.

‘The parent or guardian of any under age
children will be contacted. The age of 14
was decided as organisations dealing with
child welfare deemed this the appropriate
age. Details: http:/lei.sr7a=hsN7G

60m (197ft) Etnaland Tower,
which offers great views of
the Mount Etna volcano and
arollercoaster through an olive grove. For chil-
dren, there’s the Castle of Ciclopino. There are
also river rapid rides in the mix, a prehistoric
park and a cable car ride.

The existing waterpark already welcomes
300,000 visitors a year. During the summer,
the waterpark will open during the day and

‘The park is divided into five areas taking visitors on a historic voyage

the theme park from 7.30am until 1am. Rides
have been provided by Zamperla, Gosetto,
Mack Rides and Intamin. Etnaland said:
“An amusement park needs to represent an
experience which involves guests and helps
them create a world of fantasy, passion and
surprises.” Details: http://lei.sr’a=uoy1P

Planners give Universal extension thumbs up

Construction is scheduled to start this summer
on an extension to Universal Studios theme
park in Los Angeles, US.

The USs1.6bn (£1bn, €1.2bn) project is to
add 391 acres at Universal City Plaza, which
will comprise studio space, retail space, a 500-

bed hotel and a new theme park attraction The
Wizarding World of Harry Potter.

‘The company has agreed to invest USs100m
(£65m, €77m) in transportation and transit
improvements to mitigate the project’s impact
on traffic. Details: http://lei.sr?a=X9Tom

TEA expands with an Asia Pacific division

The Themed Entertainment
Association (TEA) has
expanded its services
with the launch of an
Asia Pacific Division.

It will be the fourth regional
division formed by TEA and
joins Eastern North America,
Western North America and
Europe & Middle East.

An interim board has
been appointed to assist with
election and installation of
a permanent board, with
Chris Conte of Electrosonic
as interim president.

TEA members working in
the region are encouraged to consider run-
ning for the initial board and election results
will be announced before the Asia Attractions
Expo 2013 (IAAPA Asia) in Singapore in June.
Interim president Chris Conte said: “The

10 Read
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Interim president Chris Conte speaking at TEA Summit

formation of the Asia Division is an incredi-
bly exciting moment for the industry.

“It recognises the importance of the many
companies and talent working across the
region.” Details: http://lei.sr?a=n7K2C
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Merlin reports £1bn turnover

Merlin Entertainments has
reported £1bn (USs1.6bn,
€1.2bn) turnover in 2012
and revealed that London
is its preferred location for
a planned initial public
offering (IPO).

At a presentation of its
annual results, the attractions
operator revealed total visitor
numbers were up 16 per cent
on 2011 to 54 million and rev-
enue had risen 15 per cent to
£1.074bn ($1.67m, €1.3m).

Speaking to Bloomberg
news, chief execu-
tive Nick Varney said
he made no secret that the group’s pref-
erence was to list in the UK - a move
planned by 2014. However, he said 20 per cent
of all Merlin’s business is in North America and
all options would be considered.

As far back as 2007, Varney announced that
the group planned a market flotation but it

Nick Varney, chief executive of Merlin Entertainments Group
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has been delayed due to the poor economic
climate. Varney said 2012 was the 13th con-
secutive year the group had beaten its profit
target, despite one of the “most challenging
years”. Challenges included poor climate, the
Eurozone crisis and competing with London
2012. Details: http://lei.sr?a=l7Y2r

Ambitious Bollywood-style theme park for India

Bollywood-themed rides and special effect
Hindu gods will all be part of the fun at India’s
latest theme park, Adlabs Imagica, between
Mumbai and Pune. Aimed at the country’s
burgeoning middle class market, the park fills
a gap in the Indian leisure market.

Attractions include a Wrath of the Gods
show in which Hindu deities, furious with
humans, cause the ultimate destruction amid
temple ruins, as well as a Mr India motion
simulation ride based on a 1987 film. Details:
http://lei.sr?a=F4Cru

Crayola Experience to be unveiled in USA

A new Crayola Experience
is set to open by the end of
May in Easton, Pennsylvania,
USA. The experience will have
four floors and 18 different
interactive attractions.

From personalised crayon-
makers to larger-than-life
animated art adventures, the
all-new Crayola Experience
is designed with the aim of
helping children discover the
“magic of colour”.

Jack Rouse Associates
(JRA) is responsible for
the planning, design
development and project
management of the 60,000sq ft
(5,574sq m) of exhibits, interactives, games and
activities. Throughout the attraction, guests
will be able to create digital works of art and
interact with them on large projected surfaces,

AM 2 2013 ecybertrek 2013

Visitors will learn how crayons are made in the Crayon Factory

appear in their own colouring page with some
of Crayola’s characters and learn how cray-
ons are made in the Crayon Factory. A Café
Crayola will also feature, with Crayola-inspired
foods. Details: http://lei.sr?a=fic8b
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W/

Let's talk
nanotechnology

MARIA ZOLOTONOSA

anOpin-
ion, a
project
funded
by the European
Commission, wants
people to get involved
in discussing nanotechnologies wherever
they are. Seventeen partners in 11 countries
are joining forces to make this happen.

Ecsite, the European network of science
centres and museums, has eight members
in the project, all of which are actively par-
ticipating in taking science to the streets,
especially to harder-to-reach groups.

‘Three huge mushroom-like monitoring
stations will travel around more than 30
European locations to find out what people
think about nanotechnologies. While inter-
acting with the stations, European citizens

“The project isn't aimed
at the typical science
centre audience”

will be able to find out new information
about nanotechnologies, share their opin-
ions on controversial issues and participate
in street labs.

The project is unique in the way it’s creat-
ing a space for dialogue between the scientific
world and citizens in conventional spaces -
in other words, the project isn’t aimed at the
typical science centre audience. Some of the
locations where street labs will take place are
a jazz festival in Perugia, Italy; a fashion show
in Pilsen, Czech Republic; a food festival in
Aarhus, Denmark; and shopping malls in
Istanbul, Turkey.

One of the monitoring stations will be pre-
sented at the Ecsite Annual Conference 2013
in Gothenburg, where participants - science
communication professionals from all over
the world - will get a chance to examine it
and have their say.

‘The partners will also work with schools
and teachers to develop educational
materials, which will be offered as a lasting
resource on the web. For more information,
go to www.nanOpinion.eu.

Maria Zolotonosa, Project Manager, Ecsite

L/

Exploratorium centre reopens

San Francisco’s Exploratorium
science museum has officially
unveiled its USs300m (€228m,
£197m) expansion at Pier 15
on the city’s waterfront.

The museum now has
330,000sq ft (30,658sq m)
of floor space - trebling the
footprint it had at its former
home at the Palace of Fine
Arts. It will display more than
600 exhibits.

Established in 1969, the
museum is dedicated to
science, art and human per-
ception, and also offers film
screenings, workshops and
evening learning events, as well as professional
development for educators.

Exploratorium is aiming for its new facil-
ity to be the largest net-zero energy museum
in the US, if not the world.

‘The museum will be part of a real-time exhibit,
showing live energy use and photovoltaic

‘The 300,000sq ft facility will showcase more than 600 exhibits

production data to achieve a net-zero rating.
Other features will include outdoor exhibi-
tions, all-glass building The Bay Observatory
and The Fisher Bay Observatory Gallery and
Terrace overlooking the city.

For more information see feature on page 30.
Details: http://lei.srta=c8V2D

£38m science centre planned for Oxford

Science Oxford has submitted
a planning application for a
£38m (USs59, €48m) attrac-
tion, The Magnet — the UK’s
first integrated science discov-
ery and innovation centre.

The development has been
designed by Foster + Partners
to be built next to Castle
Mound. The Magnet will be
used to showcase science and
technology expertise from
Oxford and the UK.

Its centrepiece attrac-
tion would be a world-class
planetarium, but it would
also include displays, events
and lectures promoting all
topics and forms of science.

The innovation centre
would provide accommodation and support
for 50 local high-tech companies.

The Magnet is expected to attract 150,000
guests annually, create more than 100 skilled
jobs and generate £128m ($199m, €152m) over
the next 10 years for the local economy.

Chief executive of Science Oxford, Ian
Griffin, said: “Working together the discov-
ery and innovation elements of The Magnet
will provide education, inspiration and sup-
port for the long term benefit of Britain’s
science economy.

12 Read
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‘The attraction has been designed by Foster + Partners architects

“We're proposing a world-class building
which reflects the spirit of discovery and inno-
vation and enhances its historic setting close
to Oxford Castle”

Should planning consent be granted - and
subject to further fundraising - construction
is expected to begin in 2014 with the attrac-
tion set to open in summer 2015.

“It will reinforce Oxford’s position at the
heart of science and innovation while also
generating income for the local area,” added
Griffin. Details: http://lei.sr?a=noWon
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Holland's Rijksmuseum reopens

Holland’s Rijksmuseum has
reopened after a 10-year
refurbishment. Now 8o gal-
leries and 8,000 objects tell
800 years of Dutch history.
‘The much vaunted face lift
has been masterminded by
Seville architect Cruz y Ortiz
and the galleries have been
designed by French archi-
tect, Jean-Michel Wilmotte,
who worked on the Louvre.
The renovation is a com-
bination of 19th century
grandeur with modern design.
‘The original architecture has
been fully reconstructed in a
number of key spaces.
Spanning four floors, the museum recounts
Dutch history from the Middle Ages to
the present day. Artists featured include
Rembrandt and Frans Hals.
A spectacular entrance hall and an Asian
pavilion are among the new additions and

Queen Beatrix at the celebrations that marked the reopening

many new artefacts are now on show includ-
ing art, photos, jewellery, fashion and silver.

‘The museum was officially opened by Queen
Beatrix of the Netherlands in one of her last
public appearances before her abdication.
Details: http://lei.sr?a=P3tik

Motion Pictures museum launches in LA

A new USs$3oom (€230m,
£195m) Academy Museum
of Motion Pictures is being
developed in Los Angeles, US,
designed by architects Renzo
Piano and Zoltan Pali.

The museum, slated to
debut in 2017, will span
300,000 sq ft (27,870sq m).

Located in the 1939 May
Company Building on the
campus of the Los Angeles
County Museum of Art
(LACMA), the museum will
feature six levels of exhibition
and programming spaces.

The plans include more
than 30,000sq ft (2,787 sq m) of flexible exhi-
bition galleries and a 15,000sq ft (1,394sq m)
landscaped public piazza that will serve as a
gathering space for visitors and connect the
museum with the LACMA campus.

‘The 300,000sq ft facility is designed by Renzo Piano and Zoltan Pali

Interactive family-friendly movie making
labs, guided discussions and structured sem-
inars on media literacy and industry-wide
topics and feature screenings will be on offer
to guests. Details: http://lei.sr?a=L8hgL

US$5.4m revamp for Pennsylvania Lumber Museum

Pennsylvania Lumber Museum is to begin a
renovation project which will include a major
extension of the current visitor centre.

The US$5.4m (€4.1m, £3.5m) project, which
is a partnership with the Pennsylvania Lumber
Museum Associate, is expected to take 14

months to complete and will see more than
7000sq ft (650sq m) being added to the exist-
ing 8,700sq ft (808sq ft) visitor centre.

‘The museum highlights the lumber era when
white pine and hemlock were the wealth of the
nation. Details: http://lei.sr?a=T4y3b
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Sharing water
safety messages

ALEATHA EZRA

ow the
summer
season is
approach-
ing, waterpark
operators through-
out Europe and the
US are gearing up to welcome millions of
guests to their parks. The beginning of the
high season is the perfect time for water
parks to share key water safety messages
with their guests to make them aware of the
role they play in staying safe in and around
the water and in drowning prevention.
Drowning deaths remain a serious
problem. According to the World Health
Organization, “drowning is the third
leading cause of unintentional injury
death worldwide, accounting for seven
per cent of all injury related deaths, with

“Drowning is the
third leading cause of
unintentional injury
death worldwide"

an estimated 388,000 annual drown-
ing deaths worldwide” In addition, the
Center for Disease Control in the United
States estimates that drowning is the sec-
ond leading cause of accidental death in
children under the age of 14.

Fortunately, any waterpark facility
can play a proactive role in drowning
prevention efforts. There are a variety
of water safety events organised to give
operators a vehicle to promote water
safety and generate positive publicity
for their facilities. These include:

International Water Safety Day on 15
May is designed to educate young peo-
ple in becoming safer in and around the
water while spreading global awareness.
The World’s Largest Swimming Lesson
on 18 June is an international Guinness
‘World Record™ attempt featuring 25,000
simultaneous participants to convey that
loss of life from drowning can be pre-
vented through awareness and training.
See po4 for more details.

Aleatha Ezra, director of park member develop-
ment, World Waterpark Association (WWA)

Ocean Park plans new waterpark

Ocean Park Hong Kong is
likely to move ahead with
plans to build an all-weather
waterpark at Tai Shue Wan
earlier than anticipated,
thanks to a government loan
of HK$2.3bn (US$296m,
€229m, £196m).

Announced in the financial
secretary’s February budget
speech, the purpose of the
loan is to spur on the project
and stimulate Hong Kong’s
tourism industry - one of the
mainstays of its economy.

The loan is subject to
approval by the finance com-
mittee of the legislative council, in a decision to
be made within the next couple of months.

The park will have a capacity of 15,000
visitors a day and will include a translucent
sweeping roof over water rides and attractions,
and a retail, dining and entertainment area.
Ocean Park says the water attraction, expected

‘The project aims to stimulate Hong Kong’s tourism industry

to open in the second half of 2017, will diver-
sify its offer and, as a result, encourage longer
visitor stays. The development is expected to
generate HK$842m (US$108m, €84m, £72m)
in tourism growth by 2018. Ocean Park opened
in 1977 and last year won the 2012 Applause
Award. Details: http://lei.sr?a=k3G8y

Quassy Park set to relaunch waterpark

The waterpark at Quassy
Amusement Park in
Connecticut, USA is on
track to introduce four new
attractions for the 2013 season
- nearly doubling the size of
the waterpark.

Formally known as
Saturation Station, the water-
park has also undergone a
re-branding and is now called
Splash Away Bay.

Located on Lake
Quassapaug in Middlebury,
the project includes three
huge waterslides: a BulletBowl
tube slide and two FreeFall
bodyslides, all from Canada-based ProSlide
Technology. Quassy will install a 2,000sq ft
(186sq m) Vortex Splashpad by Vortex Aquatic
Structures, which will be called Fish Pond and
provide activities for toddlers.

‘The park has relaunched with four new attractions for the 2013 season

‘The BulletBowl is a two-person tunnel tube
ride that will drop more than 3oft and travel
210ft. The FreeFall slides will each be 140ft in
length and riders will travel at rates of 20ft per
second. Details: http://lei.sr?a=o00T2d

Splash & Spa Tamaro set to debut in Switzerland

Splash & Spa Tamaro, a waterpark and well-
ness centre, is to open in June 2013 at the foot
of Mount Tamaro in Ticino, Switzerland.

Spanning 10,000sq m (10000 sq ft), the
waterpark will include a wave pool, outdoor
heated pool and water slides.
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The 3,000sq m (32,2925q ft) spa, designed
by Schletterer Wellness, will focus on a
wide range of hydrothermal experiences. It
will be split into three different areas dedi-
cated to the themes of hot, warm and relax.
Details: http://lei.sr?a=DsI8A
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Hawaiian attraction gets revamp

[

Hawaiian attraction Polynesian Cultural
Center has unveiled a US$25m (€19.5m,
£16.5m) overhaul of several attractions,
which are part of a five-year enhancement
programme that began in 2011,

The rebuilt Hawaii Village, which show-
cases the islands’ traditional way of life, and
cinematic experience Hawaiian Journey
were unveiled in March.

Hawaiian Journey is housed in the centre’s
revamped theatre and designed to look like a
dormant volcano.

‘The theatre’s interior features digital pro-
jectors, special effects apparatus, theatrical
lighting systems and all new seating.

A narrated film showcases the state’s
landscapes on one of the largest screens
in the state and tells the history of
the Pacific archipelago. Chief operating officer

‘The centre is created to look like a dormant volcano

at the Polynesian Cultural Center Alfred Grace
said: “Our film crews did a spectacular job cap-
turing Hawaii’s diverse landscapes; everything
from iconic white sand beaches to alluringly
desolate lava flows can be seen in stunning
clarity”” Details: http://lei.sr?a=LoX9F

Mary Rose Museum set for May opening

‘The Mary Rose Museum will open on 31 May,
at Portsmouth, UK in the same dockyard
where the Tudor warship was built more than
500 years ago.

The £27m (USs42m, €32m) museum was
scheduled to open in autumn 2012 but was
delayed. In addition to the restored ship, which
sank in 1545 in the Battle of Solent, the boat-
shaped museum will also showcase 19,000
artefacts associated with it.

Artefacts on display will include wooden
eating bowls, leather shoes, musical instru-
ments, longbows, two tonne guns and nit
combs. The opening will mark 30 years since
the hull of the Mary Rose was raised in 1982.

The boat shaped museum will house 19,000 artefacts

The fundraising target was achieved with £23m
(USs36m, €27m) support from the Heritage
Lottery Fund. Details: http://lei.sr?a=x1i1N

L/

Jean-Luc Martinez the
new head of the Louvre

The French Culture Ministry has appointed
Jean-Luc Martinez the new head of the
Louvre, taking over from Henri Loyrette,
who has held the post since 2001.

Martinez previously ran the muse-
um’s Greek, Etruscan and Roman
antiquities department.

In December, the museum opened satel-
lite site Louvre-Lens in northern France at
a cost of €150m (US$196m, £122m). In 2015,
it will open its first international offshoot
in Abu Dhabi, which is under construction.
Details: http://lei.sr?a=d3Mi1]

‘The Duchess views Audubon’s Birds of America

Duchess of Cambridge
becomes patron of NHM

The Duchess of Cambridge has been
announced as a patron of the Natural
History Museum (NHM) in London, UK.
It is hoped she will inspire the next genera-
tion to conserve the planet’s diversity.

The announcement follows the
Duchess officially opening the muse-
um’s Treasure Gallery in November.
Details: http://lei.sr?a=s803x
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Training citizen
scientists

JENNIFER FIELDS

isitors to

z00s and

aquar-

iums
accredited by the
Association of Zoos
and Aquariums
(AZA) come away from the experience
wanting to do more to help the wildlife
they just saw up close.

AZAs visitor impact study showed that a
majority of visitors left thinking differently
about their role in environmental issues.
According to the study, messages such as
“There’s alot I can do to conserve;” and “I
am part of the solution to nature’s prob-
lems,” increased significantly as a direct
result of their visit. One way in which zoos
and aquariums can continue to inspire
people after their visit is through Citizen
Science - involving visitors in organised,
science-based activities.

FrogWatch USA™ is AZAs flagship cit-
izen science programme. As part of its
commitment to lead in the global conser-
vation of amphibians, zoos and aquariums
have established FrogWatch USA™ chapters
and are training members of their commu-
nities to collect data about frogs and toads.
Volunteers learn to identify frog calls and
record the data in a national database.

Amphibians play an important role in
the health of ecosystems. As a result of hab-
itat destruction, pollution, climatic changes,
and other factors, more than a third of the
world’s amphibian species are facing the
largest mass extinction since the dino-
saurs. Data collected by FrogWatch USA™
citizen scientists is important in assessing
North American frog populations, includ-
ing spring peepers, green frogs, American
bullfrogs, American toads, gray tree frogs,
wood frogs and western chorus frogs.

There are now more than 75 FrogWatch
USA™ chapters in 33 states. Trained citizen
scientists are not only gathering data, they
are more closely connected to the mission
of their local zoos and aquariums.

AZA-accredited zoos and aquariums are
more than just places for family recreation.
Innovative, mission-driven programmes
reinforce the message that these facilities
reach beyond their doors and make a differ-
ence in their communities. For information
please visit www.aza.org/frogwatch.

Jennifer Fields,
Communications coordinator, AZA

US$24m Living Planet for Utah

A USs24m (€18.3m, £15.5m)
Living Planet Aquarium
is on track to open to the
public in Utah, USA in
December this year.

The new 136,000sq ft
(12,6355q m) facility, which
broke ground last October,
will take visitors from the
Utah deserts and moun-
tains to rainforest habitats to
the oceans.

The new aquarium, offi-
cially named the Loveland
Living Planet Aquarium, will
be located in Draper City at
Lone Peak Parkway. It will
serve to showcase ecosystems from around the
world and how they work together to form one
global ecosystem, The Living Planet.

The first floor will feature marine, freshwa-
ter and rainforest exhibit galleries; a 400-seat
banquet hall; a café; and a gift shop. The
Discover Utah Gallery will exhibit freshwater

‘The 40ft walk-through tunnel will feature a 300,000 gallon shark tank

aquatic species, amphibians and mammals
indigenous to Utah.

Premier attractions include the North
American River Otter Exhibit and The Ocean
Explorer Gallery, which features a 300,000
gallon shark tank with a 4oft walk-through
tunnel. Details: http://lei.sr?a=biw8e

Plans for £85m UK wildlife attraction

Wildside World is sharing
plans with the local Glasgow
and South Lanarkshire
communities for an £85sm
(US$132m, €101m) wildlife and
environmental development.

The Scottish attrac-
tion would be opposite the
Glasgow Commonwealth
Village, and consist of three
biospheres: polar, temperate
and tropical. It would also
have restaurants and a hotel
and open shortly after the 2014
Commonwealth Games as a
legacy project.

Detailed plans will be sub-
mitted in summer, but Wildside World, along
with partners Sir Robert McAlpine and Ashley
House, is currently canvassing local opinion.

Cuningar Loop has sat derelict for 40 years,
but planning permission was recently approved

‘Three biospheres are proposed - polar, temperate and tropical

for a £5m (€5.9m, US$7.7m) woodland park.

Steve Minion, director of Wildside World,
said: “The consultation is an opportunity for
us to share our vision and what it will bring to
the region.” Details: http://lei.sr?a=3z4k6

New Secrets of the Sea centre to launch in Florida

Construction is underway on the Secrets of the
Sea Marine Exploration Center and Aquarium,
anew USssm (€3.8m, £3.2m) marine attrac-
tion in Pinellas County, Florida USA.

The new facility will open at John’s Pass
Village, Madeira Beach this November.
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Secrets of the Sea is a 13,500 sq ft (1,2545q m)
marine exploration centre housed on two lev-
els of John's Pass Village. The marine attraction
and interactive visitor experience combines
real-time scientific research and living marine
exhibits. Details: http://lei.sr?a=U6]J1v
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Gallery News
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AUS$30m art gallery reopens

The Tasmanian Museum and Art Gallery
(TMAG) has reopened its doors follow-
ing a AUSs3om (US$31m, £21m, €24m)
redevelopment project.

‘The new project involved more than dou-
bling TMAG's previous display space, including
a dedicated facility for travelling exhibitions
that will enable TMAG to host interna-
tional exhibitions of a standard never before
seen in Tasmania.

It will also offer expanded public pro-
grammes, education programmes and new
spaces to showcase more of TMAG's state
collection. Architectural firm Francis-Jones
Morehen Thorp, which was responsible for the
design, focused on contemporary architecture
which is also sympathetic to the heritage and
character of the site and the waterfront setting.
‘The redevelopment focused on the restoration

‘The design focuses on y

L/

New art gallery
for Mexico City

Latin America’s largest private collection of
art, the Jumex Collection, will have a new
home in Mexico City by July.

A 4,000sq m (42,056sq ft) building in the
suburb of Polanco will host at least six exhi-
bitions a year, along with the 2,600-strong
Jumex Collection, which has been collected
by Eugenio Lopez, the heir to the Jumex
fruit juice and food conglomerate.

‘The art gallery will be built next door to
the Museo Soumaya, a museum built by
ications magnate, Carlos Slim.

and refurbishment of TMAG's heritage build-
ings in order to create new and refreshed
exhibition spaces.

A visitor entrance was also created that
highlights the historic Watergate as a central
feature. Details: http:/lei.sr?a=t6e2aN

New art centre set for Vermont Museum

Shelburne Museum in Vermont, US is to open
a new Centre for Art and Education that will
transform the museum from seasonal to year-
round operation.

The eco-friendly centre will create a
modern, flexible venue for art and design
exhibitions featuring loaned works and tour-
ing exhibitions. Designed by Boston-based
Ann Beha Architects, the centre will include
5,000 q ft (4,655 m) of new and flexible gal-
lery space for changing special exhibitions.

A new 130-seat lecture and performance
space will feature, creating the museum’s
first dedicated venue for lectures, films and
presentations. It will also run educational

‘The eco-friendly centre is designed by Ann Beha

programmes. In addition, 2,000sq ft
(1,86sq m) of flexible classroom space will be
available. Details: http://lei.sr?a=Rgw6 M

HUSS Park Attractions The Standard of Excellence

Details: http://lei.srta=kyroN

‘The museum showcases more than 5,000 works

MOCA endowment
trebles to US$60m

Los Angeles’ financially troubled Museum
of Contemporary Art (MOCA) has revealed
it has nearly tripled its endowment in just
two weeks to USs6om (€47m, £40m).

The MOCA Independence fundraising
campaign aims to bring the total endow-
ment to US$100m (€78m, £66m) to ensure
the museum’s ongoing independence.
Details: http://lei.sr?a=q4P9W
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IM FISHE

A double-dip global recession and high Aussie dollar

hasn’t stopped Village Roadshow expanding. CEO Tim

Fisher explains why he always looks on the bright side

Jennifer Harbottle, journalist, Attractions Management

merican-born Tim Fisher

is a glass half full type.

Never mind dwelling on

the negative, he likes to

see the positive in things
and relishes turning a challenge into
an opportunity. This kind of can-do
approach to business may be typically
American, but on Australia’s sunny Gold
Coast, where he’s the CEO of Village
Roadshow Theme Parks, he fits right in.

PORTFOLIO

Dubbed the home of the theme park
Down Under, the Gold Coast is to
Australia what Orlando is to the US.
As well as an established MICE mar-
ket, the beaches and theme parks
on the Gold Coast attract many tour-
ists. Fisher’s based here, as are five
out of eight of Village Roadshow’s
theme parks. These include Warner
Bros Movie World, Gold Coast Wet
‘n" Wild, Sea World, Paradise Country
and Australian Outback Spectacular.

Overseas, the company owns
Wet‘n’'Wild Hawaii - the first over-
seas theme park acquisition for Village
Roadshow - and Wet‘'n'Wild Phoenix in
Arizona. The company also has three
new parks in the pipeline, Wet'n'Wild
Sydney, Wet'n'Wild Las Vegas and
Ocean Paradise in China.

Fisher is well versed in heading up
an operation of this scale. Before join-
ing Village Roadshow in 2007, he was
executive vice president of Paramount
Parks and Viacom Recreation in the
US, responsible for the company’s day-
to-day operations and capital project

Tim Fisher initially joined Village Roadshow
in 2007 to manage US operations

development. It was a role that called
for him to test his yield management,
capital strategy and cost cutting skills
- things that have shaped his manage-
ment style at Village Roadshow and
helped to create a healthy bottom line
for the business, now worth AU$275m
(US$285m, £186.2m, €217m) annually.

ATTENDANCE

So far this year, attendance at the Gold
Coast parks is up 20 per cent, with
the first half of 2013 showing record

24 Read online
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attendances of 2.8 million. First

half EBITDA is up nine percent

on 2012, despite heavy flooding

in Queensland over the summer
months. Although pleased, Fisher
isn't complacent. “I'm very happy
with how the business is performing,
but we manage every business unit
with the idea that they can improve,”
he says. “Our more mature parks
still have room to grow in terms of
food and retail.”

Fisher puts the good figures down
to the success of their key business
drivers, primarily the VIP annual
pass programme. So far, the Gold
Coast parks have sold nearly a mil-
lion annual passes in the first seven
months. Fisher says it's the fact
they're being bought primarily by
consumers in the core and regional
markets that makes the difference.
“The VIP programme has increased
our admissions revenue by driv-
ing up non-holiday performance, which,
in turn, drives revenue in non-peak
periods and helps our overall costs.”
He says a successful special events
programme for key holidays, such as
Halloween and Christmas, has also
been good for the Gold Coast business.

Fisher admits that prior to the Global
Financial Crisis, the company had
already begun the process of shifting
its demographic target, “Before, our
business was more tourism oriented,
whereas now, regional and core mar-
kets play a more significant role,” he
explains. “One of the ways we've been
able to grow our profit is by plugging
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Warner Bros Movie
World is one of five
Village Roadshow
attractions on the
Gold Coast
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Sea World on the Gold Coast is soon

to be replicated as part of the Ocean
Paradise complex in China

» the gaps in the soft part of our schedule
with core and regional market visitors
from south east Queensland.”

PROMOTIONS

As well as theme parks, the Village
Roadshow business includes one of
Australia’s largest cinema operators,
Village Cinemas. Through the cinema
exhibition group, Fisher says the theme
park division can use cinema screens as
a media channel to promote the parks,
which is a very valuable marketing tool.
“As we did at Viacom, we seek to take
advantage of synergystic opportunities
that other divisions might be able to
offer us. The cinemas are an excellent
example,” Fisher explains.

Initially, Fisher was bought in to
manage the US operations for Village
Roadshow. Now, his role as the theme
park group CEO includes all the busi-
nesses under the company’s theme
park umbrella, which means his day
is separated into two distinct parts:

US business in the morning where he
focuses on the new capital project in
Las Vegas; followed by the Gold Coast
businesses and Asia, where the Hainan

online

project’s happening, in the afternoon.
Fisher admits his management style is
hands on, so he likes to be across all
the business units in real time. “I enjoy
being detail-oriented and | make a point
of working with talented people who are
very energising to be around.

“I like to think that we've created an
environment that maximises everyone's
capabilities and potential.”

_com/digital

NEW OPENINGS

These capabilities are about to be
tested, with the opening of four new
Village Roadshow theme park attrac-
tions during the next two years. In June
2013, Wet'n’Wild Las Vegas will open,
which Village Roadshow will manage,
as well as hold a majority ownership
in. Fisher’s particularly excited about
breaking into the Vegas market. “In

AM 2 2013 eCybertrek 2013



the US, there are two cities renowned
for entertainment - Orlando and Las
Vegas,” he explains. “Vegas has casinos
and night life, but there’s also a core
market of two million - many of whom
are families looking for entertainment -
that Wet'n’Wild will appeal to.”

Waxing lyrical about the potential
in the Sydney market, Fisher says the
decision to expand the Wet'n'Wild
brand on the east coast of Australia was
an opportunity they couldn’t pass up.
The $120m (US$125m, £81m, €95m)
Wet‘n'Wild Sydney is under construction
and opens at the end of this year.

“Sydney's one of the world's great
cities, yet there’s no waterpark there.
Finding a property in the geographical
centre of the city’s population wasn't
easy and we believe that has been one
of the barriers to other operators, so

ABOUT TIM FISHER

WHAT ARE YOUR HOBBIES?

My hobby is running and each week

| cover around 60km. | feel strongly
about trying to stay in decent shape
because it helps me manage the stress
that comes with this type of job.

I'm also a movie buff. My daughter
Carrington and | have been watching
movies together since she was three-
years-old. Now that she’s 16, there
aren't many new releases that we miss.

AM 2 2013 ©cybertrek 2013

Village Roadshow’s attractions are
marketed and promoted through
its chain of Village Cinemas

WHAT DRIVES YOU?

| enjoy being successful, but over the
years I've come to learn that the key to
professional success is making sure that
the people around you are successful as
well. True success is always shared.

WHAT’S YOUR FAVOURITE FILM?

The ible starring Ewan McGreg
and Naomi Watts. It's about how a fam-
ily survived the impact of the tsunami.

we're very pleased to have found such
a large parcel so well placed in the
Sydney suburbs,” he says.

“But as a business opportunity, it has
so much potential. There’s little com-
petition from a leisure entertainment
perspective, we already have appeal
and the power of the Wet'n’'Wild brand
to leverage, and a core and regional
population of five million that’s rela-
tively affluent. It just makes good
financial sense for our company to be
there. Also,” he continues, “we think the
brand exposure for our company that
will come from the incremental one mil-
lion visitors in Sydney can only benefit
the Gold Coast parks long term.”

COMPETITION

Ironically, the stiffest competition will
come from Merlin Entertainments
Group, the group Village Roadshow sold
its Sydney Attractions business to in
2011. Merlin operates some of the most
popular non-theme park attractions in
Sydney, including Sydney Aquarium,
Wild Life Sydney Zoo, Sydney Tower Eye
and Madame Tussaud’s.

Fisher doesn't seem too worried how-
ever. “It's always good to have other
companies in the attractions industry in
Australia. Merlin's willingness to invest
here is a sign they have a similar con-
fidence in the Australian market. | have
great respect for them as a company.”

Just as Merlin's targeting the Asian
market with its Legoland brand, Village »
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There are still opportunities in Australia and we’d love to expand into

other cities in China as well as Singapore, Malaysia and South Korea

Roadshow will have its first presence in
Asia in 2015, with the opening of two
theme parks in Hainan, China. Ocean
Paradise and Wet'n'Wild are being mod-
elled on the Gold Coast Sea World and
Wet‘n'Wild operations, which Village
Roadshow will design and operate.

In his typical upbeat style, Fisher is
feeling positive about the current state
of the attractions industry. He believes
there are still opportunities in the
Australian market, including in Perth,

On the Road

VILLAGE ROADSHOW'’S UPCOMING PROJECTS

which is benefiting from a mining boom,
as well as Melbourne. “There are clearly
opportunities in both cities, so they're
the next two cities we’'ll be looking at
domestically,” he says.

Further afield, Fisher says the com-
pany is looking at more opportunities
in Asia. He says they've got their eyes
on other cities in China, as well as
Singapore, Malaysia and South Korea.
“We're looking at other Wet ‘n’ Wild
parks and would love to expand and

Wet‘'n'Wild Sydney will feature Australia’s largest wave pool

WET‘N'WILD
SYDNEY

OPENING DECEMBER 2013

With a capital budget of AU$120m
(US$124.3m, £91.4m, €94.5m),
Wet'n'Wild Sydney is Village
Roadshow'’s first foray into the east
coast Australian waterpark market.
Former Sydney Attractions Group
general manager Chris Warhurst is

28 Read online

in charge of overseeing the develop-
ment of the park. When the company
was sold to Merlin, Warhurst chose to
stay with Village Roadshow and take
up the new role in Prospect, New
South Wales. The park will have four
tower complexes with multiple slides,
two children’s water-play areas, and
a combination lazy and adventure
river on a 25-hectare (62-acre) site.
It will also feature a surfable wave
attraction, the world’s first combi-
nation aqua loop and mat racer and
Australia’s largest wave pool.

_com/digital

develop the brand more internationally.
Australian Outback Adventure also has
potential in other markets and we're
keen to explore the idea of other sea
world marine life or animal attractions.
“Like any CEQ, there are many oppor-
tunities I'd like us to explore as a
company,” he explains. “But | know my
most important responsibility is to help
create a vision and plan for the com-
pany that will carry Village Roadshow
Theme Parks well into the future.”

WET ‘N’ WILD
LAS VEGAS

OPENING JUNE 2013

Tennis players Andre Agassi and

Steffi Graf are investors in the new
Village Roadshow Wet‘n'Wild Las
Vegas water park, opening in three
months’ time. Costing an estimated
US$50m (AU$48.2m, £32.7m, €38m)
to build, Village Roadshow will man-
age the 41-acre park and invest
US$12m (AU$11.6m, £7.9m, €9.1m)
of its own capital. The park will have
25 waterslides, including the five-rider
Hoover Half Pipe slide, the Rattler and a
1,000ft (3,281m) winding waterway.

OCEAN PARADISE AND
WET‘N'WILD HAINAN, CHINA

OPENING DECEMBER 2015

Village Roadshow is teaming up with
Guangzhou R&F Properties to build and
operate Hainan R&F Ocean Paradise,

a destination theme park on Hainan
Island. With Sea World and Wet'n'Wild
on the Gold Coast as its model, the
theme park will showcase a number

of marine animal attractions. The site
will also include a Wet'n'Wild style
waterpark. The total cost of the project
will be around RMB3.5bn (AU$547m,
US$5.7m, £371m, €431m). ®
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MUSEUM

Linda Dackman, public information director, Exploratorium

THE BIG IDEA

Question everything, learn by doing, and show, don’t tell is the philosophy at

The Exploratorium, which reopened in April at a new site, three times its original size

Visitors can take centre stage within a kaleidoscope in the Tinkering Studio, which encourages people to think with their hands

What is the Exploratorium?

The Exploratorium is an internation-
ally celebrated museum based in San
Francisco, USA. It's considered the
prototype for participatory museums
around the world.

Its original home, the Palace of Fine
Arts, closed in January 2013. Work
began on its new home on Pier 15 on
San Francisco’s Embarcadero in October
2010 and it opened on April 17, 2013.

What was the inspiration?
The Exploratorium was originally

30 Read online

founded in 1969 by physicist and educa-
tor Frank Oppenheimer. He was a gifted
experimental physicist and Renaissance
man, who worked on the Manhattan
project [an American research and
development project that produced the
first atomic bombs during World War 1]
with his brother J Robert Oppenheimer,
known as the father of the atom bomb.
Oppenheimer was convinced that
museums of science and technology
were vitally needed, both for the general
public and as a supplement for sci-
ence teaching curricula at all levels. He

1t.com/digital

was invited to do the initial planning
for a new branch of the Smithsonian,
but turned it down to work on what he
called his “San Francisco project”. In
1969, with no publicity or fanfare, the
Exploratorium opened its doors with
the aim of showing that museums are
educational centres.

From teacher professional develop-
ment, to exhibit development, to the
notion of informal science learning out-
side of schools, the Exploratorium first
disseminated its ideas through open
source sharing. Oppenheimer’s ideas
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continue to resonate in the museum
and science education fields even now,
27 years after his death.

What is its aim?
At the Exploratorium, the goal is to
change the way the world learns.

By combining science, art and
perception, we've created active, per-
sonal explorations of our natural, social
and digital worlds.

The Exploratorium’s philosophy
is inquiry-based and experiential:
Question everything. Learn by doing.

AM 2 2013 ©cybertrek 2013

Fun exhibits include (left) a string

squirter; (centre) seeing and
listening; (right) a drip chamber

Show, don't tell. And the best answer

is often another question. By sharing
this philosophy and our knowledge and
programmes with museums and schools
the world over, it has produced some of
the world’s most innovative exhibits, as
well as generations of critical thinkers,
with more still to come.

“~ The Exploratorium’s new
home is-at Pier 15 on San
Francisco’s Embarcadero

Why was a new site opened?
Principally, we ran out of space to do
our work. The new location places the
Exploratorium at the heart of the San
Francisco waterfront, at the gateway

to the City and at the nexus of public
transit, radically improving educational
access to all. Previously, two out of
three teachers had to be turned away
from the Exploratorium’s nationally rec-
ognised Teacher Institute - considered
one of the premier professional train-
ing opportunities for K-12 science and
maths teachers in the Bay Area and

Read
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ght) visitors are invited to think with their han

Refurbishing and seismically upgrading a historic pier
that spans the length of almost three football fields

with exhibits such as soap film painting

over the water was a major engineering feat. Piles
underneath the bay had to be driven to a depth of 160ft

» beyond. The new site at Pier 15 is tri-

ple the size of its predecessor, meaning
there’s room for three times the number

of teachers who come to learn. The
Learning Commons, Learning Studio

and Forum provide additional places for
the general community and educational

professionals to gather and learn.

How does it differ to the original?

The original site was housed in an aero-
plane hanger-type hall, which was one
long, continuous space. Largely without
walls and with no windows to the out-

side, visitors wandered in a vast, loos

organised collection of exhibits - some

likened it to a scientific penny arcade.
The new space, which retains the
laboratory feel of the Exploratorium,
houses six separate galleries.
For the first time, exhibits are fea-

tured outdoors, taking advantage of the

city and bay to encourage visitors to
observe and engage in their environ-
ments like never before.

The new site has the Bay Observatory,
designed to allow visitors to explore the
science of the bay, the landscape and

the human impacts that have shaped
the Bay Area. The new Exploratorium
also offers an Outdoor Gallery that

includes 1.5 acres of free, public, open
space for visitors to enjoy the views and
play with participatory exhibits tied to

the surrounding environment.

What's the new design?
Designed by San Francisco-based

EHDD Architecture, a leader in sustain-
able design, the new Exploratorium is
green inside and out. Taking advantage

of the piers’ location on the bay, the
array on the roof, an innovative bay

ely

the USA, or even the world.
Refurbi:

on the Embarcadero, with the newly

exposed bay taking centre stage down

the middle between the two piers -

open water traversed by two pedestrian
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museum offsets as much energy as pos-
sible with a 1.3 megawatt photovoltaic

water heating and cooling system and
other components that contribute to the
. Exploratorium’s goal of being a LEED
Gold, net-zero energy facility - probably
the largest net-zero energy museum in

hing and seismically upgrad-
ing a historic pier that spans the length
of almost three football fields over the
water is a major engineering feat. For
the rehabilitation of Pier 15, the asphalt
parking lot between Piers 15 and 17 was
removed. This provides a civic space

bridges. Piles underneath the bay had
to be driven to a depth of 160ft (49m)
to replace, or repair and seismically

upgrade, hundreds of dilapidated pilings

and the substructure, which date back
to the early 20th century.

At the same time, upgrades to the
interior of Pier 15, preserving its truss
structure, which covers the 820ft
(250m)-length of the pier. The interior
of the museum has large exhibit galler-
ies, separated by buildings within the
main building that are set in from the
walls to take advantage of natural light,
reducing the energy needed to power
the facility during the day. In addition,
recycled and low-emitting materials
were used, along with certified wood
and high-performance glass to reduce
heat gain. As a historic preservation,
the building was always conceived
as a backdrop for the exhibits, not as
competition for them.

The Observatory Building is the only
completely new construction on the
piers. It stands at the San Francisco

Bay end of Pier 15 and is a mostly glass
structure - conceived like an aperture -
through which spectacular views of both

the city and the bay are incorporated
into the exhibits.
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All aspects of the museum’s design
and construction contribute to the net-
zero energy goal. True to the spirit of
the Exploratorium, and the nature of
net-zero, achieving such an ambitious
degree of energy-efficiency will require
monitoring and tinkering over the next
couple of years. The entire undertaking
will be a real-time educational exhibit,
with live energy use and photovoltaic
production on public display.

Where's the content sourced?

The Exploratorium creates all its own
exhibits and also exports them through
Exploratorium Global Studios.

This is an entrepreneurial endeav-
our that vastly expands the museum’s
impact, advancing its mission to change
the way the world learns. It shares crea-
tive capital, expertise, programmes and
exhibits in innovative ways tailored to

New content areas include: human behaviour and the
science of sharing; the beauty and complexity of life
through interactive investigations of living organisms; and
the opportunity for visitors to create their own exhibits

the specific needs of a project, organi-
sation or government. It works on a
wide array of collaborations around the
world through partnerships with foreign
governments, universities, cultural insti-
tutions, businesses, and municipalities.

Does the content differ to the original?
As always, exhibits will retain the famil-
iar homemade authentic quality for
which the Exploratorium is famous, but
the additional space allows it to venture
into new content areas.

These include: human behaviour and
the science of sharing; the beauty and
complexity of life through interactive
investigations of living organisms, ferti-
lisation, zebrafish embryo development
or cutting stem cell research; the oppor-
tunity for visitors to build, make, hack,
create and invent their own exhibits;
and the Bay Observatory.

The Bay Observatory allows
visitors to explore the
science of human impact on
the bay and the landscape

What are the key pieces?

With more than 150 new exhibits and
600 in total, everyone has their favour-
ite. Visitors can taste the salinity of

San Francisco Bay; watch an upside-
down world in the Camera Obscura; and
interact in real-time with invisible life -
teeny-tiny plankton that produce almost
half the oxygen we breathe.

What's in the outdoor gallery?
Visitors can investigate exhibits about
water, fog, wind, rain, daily cycles of the
sun, the relationships of humans to the
Embarcadero landscape and more.
Large-scale artworks interact with the
environment, as well as human scale
exhibits, such as Bay Windows.

What are the future plans?
We have control of Pier 17 next door, so
can expand in the future. ®

The additional space allows for new exhibits ir

ing fertilisation,

embryo

34 Read online

_com/digital

and cutting stem cell research
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AQUARIUM

DEN BLA PLANET

Inspired by the shape of
water in endless motion,
Denmark’s new National
Aquarium, Den BIa Planet, is
shaped like a great whirlpool,
waiting to pull visitors in to
see its 20,000 sea animals.
The CEO and designer
describe the attraction

Dorte Gleie, CEO

What makes Den Bla Planet different?
Physically, it's the size. With 20,000
animals (and 450 different species),
53 aquariums and seven million litres
of water, we're the biggest and most
modern aquarium in Northern Europe.

Emotionally, it's the way the
architecture, the aquarium and the ani-
mal habitats come together to create a
spectacular experience.

What is its aim?

Primarily, we want to make our visi-
tors care about life in the sea. We also

CEO Dorte Gleie
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aim to attract 700,000 visitors a year
and place ourselves within the top five
attractions in Denmark.

To achieve this, we've made learning
entertaining. We provide fabulous sto-
ries about the sea through our fantastic
animals, our dedicated people, digital
platforms and printed material.

How many visitors have you had so far?
We opened on Friday 22nd March and
received 21,000 visitors in our opening
weekend. On our busiest day so far, we
welcomed 8,000 people.

On Mondays we stay open til 9pm.
The target audience is adults without

_com/digital

children and we'll develop this concept
further to cater to their interests.

How does Den Bla Planet differ to
Copenhagen’s original aquarium?
The original aquarium was spectacu-
lar when it opened in 1939, but it was
worn down. It didn't offer the framework
for modern exhibitions or the service
level that people expect today. Den Bla
Planet is very modern and we'll stay
modern by developing and expanding.
We moved 3,000 animals from the
old aquarium and added another 17,000.
That shows the difference in size and
scope between the two aquariums.
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How did you choose the content?

We wanted to exhibit some truly
fascinating animals, such as the ham-
merhead sharks, which we know will
attract visitors, but we've spanned the
entire globe and its waters: cold as well
as warm; saltwater as well as fresh.

We then worked creatively to develop
some fascinating aquariums and habi-
tats, which are designed to highlight the
fascinating stories about the different
animals and nature’s cycles.

What technology have you used?
Digital screens by the aquariums

expand the information and storytell-
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ing about the animals. We also offer an
app to extend the experience with infor-
mation, news and games. People can
scan barcodes around the aquarium to
get specific information relevant to the
animals. To date, it's the seventh most
downloaded app in Denmark.

We also have dedicated personnel,
who tell fascinating stories about the
animals, without imposing on our
guests. They've been very well received.

What are the environmental features?
A service line was built 1.6km (one

mile) into the sea to source water. This
means water doesn't need to be trans-

mmm;

< The largest species
on display is a
hammerhead shark

9NIOT4 ¥3d ‘010Hd

V The building's
propeller shape
resembles a whirlpool

ported and can be circulated. As well
as being used in the aquariums, we use
it to cool the building. In the Amazonas
area, which has a very hot and humid
environment, ventilation comes fr

a natural circulation of air between

the inside and outside of the building,
rather than using energy-consuming
fans and ventilators.

The Danish building laws are among
the strictest in the world, so we're very
environmentally friendly in comparison
to countries outside Europe.

We intend to offset our CO2-footprint
as soon as our yearly electricity use has
been measured.
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Sea lions, bluestreak cleaner wrasse and leafy seadragons are among the amazing creatures living at Den Bla Planet

re

Visitors can learn more
about the animals by
d_ownloading an app
and scanning barcodes
around the aquarium




What are the operational ?

Sourcing, cleaning and recycling water.
We do this by sourcing water from the
sea and using an in-house water treat-
ment plant. We purify and recycle the

water every hour.

Another challenge is that the archi-
tecture and glass of the aquariums have
to withstand the pressure of the water.
The Plexiglas window in front of our
4.1 million litres Ocean Tank is 46cm
(L.5ft)-thick.

Why did you choose 3XN's design?
The architecture is stunning - it has an
international level that makes the build-
ing an experience in itself. The whole
idea of the whirling architecture pulling
our guests under water fits the overall
story we want to tell - of visiting a wet
world that's so different to ours.

In addition to this, the design’s
organic shapes are built to allow future
expansion of the aquarium.

How did you choose the

aquarium’s location?

After negotiations with the municipality

of Taarnby, we were offered this piece of
land. It lies in a perfect spot - it's close

to Copenhagen Airport and the route

of cruise ships and it's easy to reach by

Metro, train and car.
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What i programmes

do you offer?

We have an extensive educational pro-

gramme, ranging from pre-schoolers

to high school students, and anticipate

receiving 50,000 visitors per annum.
Students are able to get close to the

animals and examine them and their

environment in different ways.

What other amenities are there?

We have a restaurant rooted in the
Nordic kitchen, which focuses on fresh
fish and shellfish, plus a shop selling
souvenirs and toys.

What research and conservation

does Den Bla Planet do?

Research is high on our agenda. We
work with universities and researchers
from Denmark and abroad on a range
of projects and are about to begin a
survey of the marine animals in the sea
just outside of the aquarium. We've also
begun a research project with poison-
ous sea snakes from New Guinea.

Which aspect of the aquarium

are you happiest with?

| love the whole feeling of being in the
aquarium: it's a unique setting. But the
best thing is how well it's been received
- everyone else seems to love it too.

A The aquarium had 21,000 visitors in
its opening weekend. An annual
attendance of 700,000 is expected

THE SUPPLIERS

Client: Bygningsfonden Den BIa Planet
Architect and consultant: 3XN A/S
Consulting engineers: Moe

& Brgdsgaard A/S

Consultant, landscape:

HJ Landskab A/S

Consultant, exhibition: Kvorning
design & kommunikation

Large constructions: MT Hgjgaard,
Hoffmann A/S, Kai Andersen

A/S, E. Pihl & Sgn A/S

Aquarium technique, total construction:
AAT Advanced Aquarium Technologies
Landscaping: HJ Landskab

Client consultant: PLH Arkitekter A/S

COSTS & SIZE

Costs: DKK730m

(US$126m, £82.8m, €98m)

Gross area: 10,000sq m
(107,600sq ft), including 5,000sq m
(53,820sq ft) of exhibition space
Outdoor area: 2,000sq m

(21,530sq ft) plus a parking

area for 200 vehicles, totalling
parking for 575 vehicles

Read
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Designing a building that contains seven million litres of water,

is comfortable for the inhabitants, can withstand aggressive

elements and looks good were the challenges facing 3XN

A The sea animals and the tank’s contents
have been sourced from around the world

Kim Herforth Nielson,
head designer of
Den Bla Planet, 3XN

What is the design?

Our inspiration for the design was water.
After weeks of brainstorming, we even-
tually decided to shape the building like
a whirlpool, pulling people into a world
beneath the surface of the sea.

As it's located next to Copenhagen
Airport, people look down on the roof
when they land and take off, so how it
looks from above is very important.

From a distance, the building has
the same propeller shape that a whirl-
pool has, but it's an abstract shape
that takes on other images, such as a
whale, when you get nearer. The facade
is covered with small, diamond-shaped
aluminium plates, known as shingles,
which resemble a fish’s scales up close.

What'’s the internal design?
The inside is the same shape as the
outside, so it’s like being underwater on
the big waves. We want the building to
be a part of the experience, so we've
spread light on the walls and ceiling to
resemble reflections and used sound to
add to the feeling of being underwater.
Visitors come into a circular foyer in
the centre, then choose a river, lake or
ocean to explore in the aquarium.

Head designer Kim Herforth Nielson

Attractions include a large, hot water
tank for the tropical fish and the sharks,
with a tunnel where visitors can walk
through the water.

Most of the areas are fairly dark, as
the only light comes from aquariums,
but there’s a lot of light in the tropical
Amazonian forest. Visitors can walk
underneath the forest and look into the
water to see the piranhas and other fish.

What was your original brief?
To make an interesting, iconic building
for the sea elements. Our building has
a very clear story - it's not just a big
installation for fish.

One of the points in the brief was the
ability to extend the building by at least

The building’s facade
is covered with small
aluminium plates to
reflect the sky and
resemble a fish's
scales up close
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30 per cent in the future, as at some
point the operators will build a large
tank for whales. With our whirlpool
shape, they can add on to it as much as
they want because it never ends.

We won the bid four years ago, so it's
been quite a speedy process. We had
two years to do the drawings and ten-
dering and then two years to build. It's
been a very smooth process.

What were the design challenges?
There are 53 aquariums and displays,
containing seven million litres of water
and 20,000 sea animals. Also, there's
a lot of technology in the building and
as many square metres underneath and
on top of the public spaces, which are
laboratories for cleaning the water and
preparing it. It was a big challenge to
contain all this within the building.

So much has been done to get the
animals’ environments right. We've
worked with specialists Advanced
Aquarium Technologies to ensure they
have the correct lighting, amount of
water and size tanks.

Another difficulty is that it's a very
aggressive environment, with salt water
and damp, so it was difficult to make
a construction that can be upstanding
and sustainable for a long time, both
inside and out. The building is on the
tip of the water and in winter it's freez-
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A Lighting and sound have been used to
give visitors the illusion of being beneath
the sea when inside the aquarium

ing and very windy, so it's a challenging
place to build in every way. It wasn't
just about solving each problem physi-
cally - we also had to solve them within
budget, which was the real challenge.

What's in the outdoor areas?
The design didn't stop with the build-
ing - it spread to the outside. Moe
& Brodsgaard designed the overall
planning and layout of the external
areas. The building extends beyond
the original coastline, so visitors can
look out across the sea from inside the
aquarium. There’s a lake with carps and
sea lions and a 15m (49ft)-high display
of the Faroe Islands’ bird cliff, which is
home to many birds, including puffins.
Siki sharks, halibuts and catfish swim in
the sea beneath. There are also outdoor
play areas, picnic sites and a pond.
Bushes have been planted around the
car park, so in time the cars won't be
visible. The building is lifted up from
the landscaping so it gets all the focus.

What materials did you use?

The building is clad with raw, aluminium
shingles, which reflect the sky in the
same way water does. When you see

the building from the air it looks white
because it reflects the sunlight. From
ground level it's the colour of the sky. In
the evening, the sunset turns it yellow.

Inside, the décor is very simple con-
crete and plaster in dark grey so it
doesn’t compete with the aquariums -
the focus is on the fish.

What have been the

construction challenges?

Because the building's a morph shape,
we couldn’t put any radius or diameters
into it, so there’s no repetition in the
shape. We tried many building styles
before settling on a fairly traditional
method of creating a few frames that
have the outside shape, in the same
way a wooden boat's built. We then clad
it with raw aluminium shingles.

What are you most proud of?

I'm particularly proud of how flexible
and unusual the shape is and how it
takes up all the different challenges.
We borrowed the whirlpool shape from
nature and there’s a reason nature
makes its shapes the way it does -
nature is very flexible.

A good building needs a good client.
The foundation that sponsored the
aquarium has been really collaborative
and professional. That’s why this project
has been a success. ®
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AQUARIUM: DEN BLA PLANET

OCEAN TANK

DEN BLA PLANET Z

AFRICA’S LAKES

AMAZONAS

Den BIla Planet’s seven zones offer a complete experience of life in fresh and

saltwater across the earth to entertain and educate about environment and nature

OCEAN TANK

The largest aquarium is

a four million-litre basin
hosting hammerhead sharks,
rays, moray eels and hun-
dreds of small fish.

Visitors can experience

the animals at close range
through a 16m- (52ft)-long
acrylic tunnel below the
water and from a 16m x 8m
(52ft x 26ft) amphitheatre.

AFRICA’S LAKES
Showcasing the diversity

of life in Africa’s greatest
lakes - Victoria, Tanganyika,
and Malawi. The aquariums’
granite rock, sand, rock and
canoes have been selected
and collected in Africa. In
addition to colourful fish,
visitors can see dwarf croco-
diles, sump turtles and the
big Nile crocodile.

online

CORAL REEFS

This huge aquarium displays
colourful fishes of many
species living in and by the
corals. The variety of ani-
mals are separated into four
aquariums, which are invis-
ible to the human eye. In the
centre are the living corals,
on either sides are coral eat-
ing fish and at the back are
reef predators, such as bass,
Napoleon fish and sharks.

FAROE ISLANDS
A 15m (49ft)-high display of
the Faroe Islands’ bird cliff is
home to puffins, siki sharks,
halibuts and catfish.

SEA LION

Outside the Blue Planes, a
lake features carp and sea
lions, which can be viewed
both inside and outside.

1t.com/digital

AMAZONAS

The world’s longest river, the
Amazon, holds an incred-
ible wildlife, which is on
display in the large rain
forest hall. As well as free-
flying birds and butterflies,
the rain forest hall has four
large aquariums, which

can be looked at from both
above and beneath to see
giga arapaimas, red tailed
catfish and a cousin to the
piranha, the omnivorous
pacu. Europe’s largest colony
of 3,000 piranhas, plus a
male and female anaconda,
inhabit the area close to the
great waterfall.

THE COLD WATERS

Sea animals from the cold
environments around the
planet are featured, including
a school of herring. ®
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reliable simulators that pull in the crowds and keep them driving, visit after visit.
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NEW OPENING

THINKING
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What is the Perot Museum?

The Perot Museum of Nature and
Science opened in Dallas, Texas,

USA, on 1st December 2012. We

believe it's the next generation of
nature and science museums.

Covering 11 storeys and
housing 11 galleries and a 3D
theatre, the building is a large
cube floating over a plinth. It's
designed to inspire awareness
of science through an immersive
and interactive environment that
actively engages visitors.

Conceived by Thom Mayne
of Morphosis Architects in collabora-
tion with Talley Associates, the plinth
is landscaped with an acre of rolling
roofscape comprised of rock and native
drought-resistant grasses that reflect
Texas's indigenous landscape and
demonstrates a living system that will
evolve naturally over time.

The cube is rotated several degrees
off the city grid, so is visually arresting
from a distance. The body of the cube
is pierced dramatically by a 150ft (46m)
glass prism encasing the building's 54ft
(16m), continuous-flow escalator.

The building’s getting most of the
attention, but we're an institution that's
existed for more than 75 years and
we're continuing our mission of inspir-
ing minds about nature and science.

How do you achieve your mission?
Anywhere you live in the world, the
global challenges that are driving our
health and economy, such as energy
crisis, water challenges or disease, will

THE BOX |

Kathleen Whyman, managing editor, Attractions Management

Man meets nature at
the $185m Perot Museum
of Nature and Science.

Nicole G Small, Eugene

McDermott chief executive

officer, explains why it’s the

next generation of museums

eventually be solved by science. We
want to continue to engage our public
by making them more science literate
and encourage our children to pursue
careers in maths, science, technology,
science and engineering. Then they can
go out there and become the next Nobel
Laureate, or at least thought leaders in
their field, and solve many of the prob-
lems that our world is currently facing.

To achieve this, we've picked 11 gal-
leries in which to tell those stories.
Woven into those stories are educa-
tional opportunities for people to learn
about the different areas of science.

For example, instead of a physics or
maths hall, we have a Sports Hall where
visitors learn about anatomy, physiol-
ogy, nutrition, the human body and
physics - there are so many science les-
sons you can teach through sport.

The Being Human Hall focuses on
biology and the technology we use to
better understand the body and learn
about ageing and the brain.
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Visitors can
see out across
the city from
the museum

The idea is that people will be
drawn into a hall, each of which
has between five and 10 dis-
ciplines of science. It's a more
integrated sciences approach than
other museums. One of the chal-
lenges is to make science fun,
engaging and interesting. People
often think science is something
that happens in a lab, but science
is everywhere. We're helping peo-
ple understand that science is
part of their everyday lives.

What's the content?
The 180,000sq ft (16,720sq m) build-
ing has 11 permanent halls; a gallery for
temporary exhibitions; six learning lab
classrooms; a 3D, high definition thea-
tre; an auditorium; and guest amenities
including a café and retail store.

How were the contents sourced?

This is one of the things that we're
excited about with this new level of
museum - we've levered content exper-
tise from all sorts of people. We had
help from Nobel Laureate’s, the local
universities’ scientists and appropriate
corporation partnerships. For example,
for the Texas Instruments Engineering
and Innovation Hall, we were able to
source content from thought leaders in
this sector and leverage that into creat-
ing terrific exhibits.

How did you choose the design?

The building is the 12th exhibit. We
needed it to be a prime example of
where man meets nature, so had a
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A 150ft glass prism
encases the building’s
54ft continuous-flaw
escalator, which stands
out against the night sky




(Top) the Discovering Life Hall; (bottom)
T Boone Pickens Life Then and Now Hall
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NEW OPENING: PEROT MUSEUM OF NATURE AND SCIENCE

THE BUILDING IS THE 12TH EXHIBIT. WE NEEDED IT TO BE A PRIME
EXAMPLE OF WHERE MAN MEETS NATURE, SO SELECTED A DESIGNER,
RATHER THAN A DESIGN, WHO COMPLETELY UNDERSTOOD OUR MISSION

competition to select a designer, rather
than the design - that process came
later - to ensure we'd be working with
someone who completely understood
our mission. We picked Thom Mayne
because he's incredibly innovative and
inventive. We liked his choice of materi-
als and the fact that he was a professor.

His design was inspired by nature.
Different geologic formations are
reflected in the pre-cast concrete
exterior and the landscape design rep-
resents many eco regions around Texas.

The living roof is a one-acre water
collection system. We've just been
called the greenest building in Texas,
which supports our environmental aims.
Everything about the building repre-
sents our mission.

For the interior, we looked at great
museums all over the world to get ideas
about the type of place we wanted to
create. We worked closely with three
exhibit design firms - Amaze Design,
Paul Bernhard Exhibit Design and
Associates and Science Museum of
Minnesota - to create this concept.

How is the museum sustainable?

The building is a teaching tool about
sustainability. The landscape design, by
Talley Associates, serves as an exten-
sion of the building design and includes
indigenous plant species. It's integrated
with the ground floor lobby and café
spaces via the plaza areas, providing a
seamless merger between the natural
landscape and artificially-made environ-
ment of the building.

Other environmental elements include
a rainwater collection system filling
50,000-gallon cisterns to supply the
irrigation system; solar-powered hot
water heating; and material choices
emphasising recycled and locally
sourced materials. We also built on a
former Brownfield site.

We have three green building certi-
fications: LEED (Leadership in Energy
and Environmental Design); Green
Globes; and Sustainable Sites Initiative.

What have been the challenges?
Coordinating everyone could be a chal-

lenge at times. We had so many great
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A The glass-enclosed escalator overlooks downtown Dallas

partners with different and wonder-
ful ways of thinking. Working with all
these vendors allowed everyone to push
each other’s thinking, which resulted in
a tremendous project that came in on
budget - and we were actually able to
open a little earlier than planned.

Now that we're open, the challenge
is coping with the volume of traffic. It's
more than we'd expected - we've had
350,000 visitors since opening on 1st
December - so we're having to adjust
our guest service and our operations to
make sure we can accommodate that
number of visitors and still provide a
really positive visitor experience. We
can house about 2,000 people at a time
and over the course of the day can have
up to 10,000 visitors. This can become
a challenge when people stay for five or
six hours, which some do. However, this
is a good problem to have.

How is the museum funded?

The entire US$185m (£122.5m, €145m)
was raised privately from individu-

als and corporations. The museum is
named after Margot and Ross Perot,

thanks to a $50m (£33.1m, €39m)
donation from their five grown up chil-
dren. The Perots are a long-time family
in our community and have been incred-
ibly philanthropic over the years. We
had a connective with them in a variety
of ways and were fortunate enough to
have the opportunity to take them to
see the Houston Museum of Natural
Science. They were excited about envis-
aging what a science museum could be.
Mrs Perot had been a teacher, so has a
great appreciation for education, and Mr
Perot founded multiple technology com-
panies, so their children felt this was a
wonderful way to honour their parents.

We're incredibly lucky to have such
wonderful partners, many of whom
we've been able to thank by naming
sections of the museum after them. An
endowment has been created for the
museum'’s upkeep.

What's the education programme?

We worked closely with teacher advi-
sory committees, who helped us
determine the content for the exhibit
hall as well as the curriculum for edu-
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A (Above left) Midi Sound Studio in Texas Instruments Engineering and Innovation Hall; (right) the Expanding Universe Hall
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» cation programmes. We've identified
where we think the biggest gaps are
in science learning and combined that
with what the teachers said they needed
help with in the classrooms to create
a set of curriculum for children of all
ages. We start at six-months-old and go
up through high school and college, plus
we have adult programming.

We've sold out all of our school pro-
grammes for the year, so they've all
been well received. Our first social
science evening for adults sold out for
1,500 people in a few days. The sleep-
overs for kids are also popular.

What's Campaign for Excellence?
We deduced that successful institutions
continue to focus on long-term opera-
tional excellence. Having capital to do
that was important. We identified six
areas that we need to focus on: opera-
tions excellence; temporary exhibits;
innovation; research and collections;
and endowment. We decided to con-
tinue raising funds to support those
areas, so that the long-term operation
continues to have the necessary capital
to provide excellent programmes.

It's progressing well because we were
able to meet our fundraising challenge
for the project a year early.

What are the future plans?

We're focused on innovative, engaging
programming right now. As for physical
assets, we've designed the building so
that we can double the square footage.
At some point we'll commence to phase
two, but we're not quite there yet.

What does the museum mean to you?
When you start at the beginning and go
through the planning, you can only hope
what it might bring to people.

| believe we're changing lives and that
one day there will be a Nobel Laureate
who says they were inspired at the
Perot Museum. ®

Aimed at children under
five. Highlights include
an environment mim-
icking the Great Trinity
Forest, child's-size rep-
licas of the Margaret
Hunt Hill Bridge, Reunion
Tower and the Dallas
Farmers Market. Other
attractions include water
play tables, a gazebo-
enclosed baby and
toddler park, an art lab
and an outdoor dino dig.

The )an and Trevor
Rees-)Jones Traveling
Exhibition Hall

The 7,500sq ft (700sq

m) space is designed to
properly present and pre-
serve artefact displays.

Uncover stories of the
biosphere with interactive
games and dioramas, nat-
uralist activities, displays
and taxidermy that reveal
unique stories associated
with biodiversity, evolu-
tion and Texas ecology.

The Rees-Jones
Foundation Dynamic
Earth Hall

Experience an earth-
quake, touch a tornado,
broadcast a weather
forecast and explore
extreme Earth events
within controlled safety.
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Texas Instruments
Engineering and
Innovation Hall

Build a better building,
program movements in
a 3D animation lab, cre-
ate music in a sound
studio and design and
build a robot to race
through a maze, pick
up objects or compete
with other robots.

Explore the body in
motion by throwing a
ball, turning cartwheels
or trying to outrun a
Tyrannosaurus rex.

Take a virtual trip deep
underground to explore a
drilling rig from the inside
out and discover how
fossil fuels and alterna-
tive energy sources are
playing a powerful role

as global demand for
energy is on the rise.

Expanding
Universe Hall
Take a 3D-animated
journey through the
solar system

See the first installation
of the Alamosaurus

and the new species
Pachyrhinosaurus peroto-
rum, discovered in Alaska

by the Perot Museum’s
Anthony Fiorillo

Highlights include a 6ft
(1.8m)-high, 1.5-ton ame-
thyst, grape jelly geode
that can be opened and
closed with a large hand-
wheel and Mexico's Cave
of Giants - home to the
largest natural mineral
crystals ever found, some
up to 40ft (12m)-long.

Being Human Hall

Scrutinise slices of a
human specimen, record
the electrical activity of a
heart and use brain waves
to launch a Ping-Pong ball.

Take to the air via a
full-body flight simu-
lator and discover the
links between dinosaurs
and modern-day birds

The Perot Museum has a
three-year multi-film deal
with National Geographic
to show and debut all
NatGeo film products.
The museum opened
with Sea Monsters 3D:

A Prehistoric Adventure
and Meerkats 3D. For
spring break, Wildest
Weather in the Solar
System 3D is showing
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Join the European Attractions Community- Join IAAPA'!

IAAPA is the only global association for the complete amusement industry. With 4,500 worldwide and
1,000 European members, it is your attractions community with the aim to provide you as an industry
professional with resources and benefits that support your growth.

IAAPA Mission
Our mission is to serve the membership by promoting safe operations, global development, professional
growth, and commercial success of the amusement parks and attractions industry.

10 reasons to join IAAPA now:

IAAPA Europe

e is the only cross-European association representing the attractions industry in the EU

offers extensive education and training on all levels

collects industry data and trends and shares this information with its members

promotes safety through reporting, standards, and best practices

informs members with its monthly magazine FUNWORLD, the daily newsflash with news from the global
amusement industry, and the bi-monthly IAAPA Europe Newsletter with an overview on government
relations issues on a European level

brings members together at three worldwide Expos. The Euro Attractions Show 2013 will take place in
Paris from 18 - 20 September - providing access to new products, innovative ideas, and unique solutions
offers members reduced entrance and exhibit fees for its events

helps with press and public relations support when needed
brings together the benefits of a global association with the services from a regional office

is always available for you in case you need assistance with your business or have questions concerning
the industry

To learn more about being a part of the growing IAAPA Europe Attractions Community, please visit www.IAAPA.org/europe
or contact the IAAPA Europe office

Karen Staley Jakob Wahl IAAPA Europe /\
Vice President Programme Manager Rue du Congreés 37-41, f ‘@ m
kstaley@IAAPA.org jwahl@IAAPA.org 1000 Brussels, Belgium (k/./

TEL +32 2 609 54 45 S
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RESTORATION

Kathleen Whyman, managing editor, Attractions Management
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The house was
lifted from its site
so the soil could be
replaced to prevent
future damage

IMPROVEMENT

What is the Historic Dyess

Colony: Boyhood Home of

Johnny Cash project?

We're preserving the home of Johnny
Cash and putting it in a much larger

social context of the New Deal era of
the 1930s and a federal government

social experiment to get out of work

farmers back on their feet.

It's not just a shrine to Johnny Cash,
it's the story of what life within the
Dyess colony was about and how the
Cash family went from being an out of
work farm family to making a living and
eventually owning their own land.

How is this being done?

The project is a partnership between
Arkansas State University, The National
Trust for Historic Preservation and the
City of Dyess to revitalise the town by
focusing on heritage tourism opportu-
nities. It includes restoration of several
historical buildings in the town centre,
or colony, as well as the Johnny Cash
boyhood home.

The Dyess Colony was an agricul-
tural resettlement community during
the New Deal era in the 1930s. It was
one of President Roosevelt’s projects to
get out-of-work farmers back on their
feet. The government acquired 16,000
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Music legend Johnny

Cash’s boyhood home
has been restored to tell
the story of life in The
New Deal era. Dr Ruth
Hawkins reveals how the
project aims to revitalise
the area once again

acres of land and divided it into 20- and
40-acre farmsteads. They recruited
500 colonist families, who were out of
work and on welfare, to come and live
and work on this land and eventually
acquire the land by paying back the
government from their crop proceeds.
Johnny Cash’s parents, Ray and Carrie,
were among the colonist families that
were recruited. They came here when
Johnny was three-years-old.

The site originally included a colony
centre, with a two-storey administra-
tion building for all the federal offices, a
community centre, which later burned
down, a theatre and a Co-op store.

1t.com/digital

The administration building still exists,
which we at Arkansas State University
own and are restoring. The cinema
was built in 1947 and has deteriorated
except for the front facade. We're prop-
ping it up and will rebuild it, keeping
the historic fagade and restoring it. The
Co-op store also burned down and
eventually we'd like to rebuild that too.

As director of Arkansas Heritage
Sites, I'm the overall project director. |
supervise the students that work on the
project and work with the contractors
and the people doing the restoration.

What was the inspiration?
Many people have been interested for a
long time in the fact that Johnny Cash
came from this small town - it has less
than 500 people living here. We were
inspired by the fact that even though
there’s nothing to do here, people con-
stantly drive by this property to look at
it. We know, from messages they've left,
that they come from all over the world.
But when people drove by, they saw
a dilapidated, sagging house. We didn't
want them to come away with the
impression that he lived in that condi-
tion because he didn't - he lived in a
brand new house that had just been
built by the government. For years we've
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WE WORKED WITH

THE CASH FAMILY ON

THE FURNITURE AND
PICTURES. WE WANT IT TO
LOOK AS THOUGH THEY’VE
JUST WALKED OUT OF THE
DOOR TO GO TO CHURCH

» wanted to restore it to what it was like
when he'd lived there. The problem was
that the house was in private ownership
and the owner didn’t want to sell. But
three years ago he began talking with
us at Arkansas State University and we
were able to acquire it.

What will the visitor experience be?
The administration building will house

a museum with exhibits detailing the
Dyess colony and what it was about. It'll
show the life of a typical colonist fam-
ily, using the Johnny Cash family as an
example, and how growing up in Dyess
impacted Johnny Cash and his music.
Songs like Five Feet High and Rising
are about the 1937 flood in the Dyess
area, while Picking Time is based on his
experience in the fields. All of his music
that focuses on family values and grow-
ing up poor will be reflected in exhibits.

The theatre building will become a
visitor centre. Movies and orientation
films will be shown and we can hold
special events.

The house will be furnished exactly
as it looked when the Cash family lived
there. We're focusing on the period
from 1935, when they moved in, to 1950
when Johnny left to go into service.

In time we'll reconstruct the farm-
stead buildings that used to be at the
Cash home - the barn, smokehouse,
outhouse and corncrib - and create a
walking trail to connect the houses with
the colony centre, which is a mile away.

The project also involves acquiring
additional land for visitor services, park-
ing and rest rooms. It's a massive plan
and takes time to implement.

What work has been done so far?

We acquired the administration building
in 2010 and the Cash'’s house in April
2011. We've completely restored the
outside of the administration building
and are now restoring the interior.
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We've restored the Johnny Cash
house and are landscaping the exterior
and furnishing the house. We have the
original piano, which is a key piece of
furniture as music was so important to
the family, and a few smaller items. The
original pieces will be displayed at the
museum and we’'ll put replicas in the
house. The house is so small - less than
1,000sq ft (93sq m) - that with a lot of
visitors it'll be very difficult to protect
any original furniture.

We've worked with the Cash family,
who described the furniture and pic-
tures on the walls. We've made a virtual
model of the house and the furnish-
ings and forward photos to the family to
critique. They'll say: “Yes, that's what it
was like,” or: “No, that pot bellied stove
was a little more oval,” or “The sofa was
a darker blue than you have it.” When
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Many of Cash's songs are based
on his experiences in the fields
and growing up in a poor family

we're finished, we want it to look as
though the Cash family has just walked
out of the door to go to church.

How will you protect the home?
That's going to be a major challenge
because the house is so small. We'll
have to limit the number of people

who are in there at a time. The tours
will originate out of the administration
building and there will be about 15 peo-
ple in a group. It was built of wood that
was milled in the area and is a solid
house, which will wear well.

It was never painted or decorated
inside, so the main thing we need to
protect is the linoleum flooring, which
two of the rooms still have from the
1930s. We'll put something over those
where people are walking, so they can
see the flooring, but don’t wear it out.
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THERE’S NO LODGING AND ON

ONE RESTAURANT. IT’S UP TO THE COMMUNITY

AND THE SURROUNDING AREA TO PROVIDE THESE OPPORTUNITIES

Tours will last about 30 minutes, as
the house is so small, but we expect
people to spend longer at the exhibits.

When does it open?

We hope to open the first phase in
spring 2014, with the exhibits in the
administration building and the Cash
house. When we finish the administra-
tion building, theatre, out buildings and
walkway depends on how our fundrais-
ing goes - hopefully within three years.

What are the costs?

The project is costing about $3.2m
(£2m, €2.5m). At this point we've
raised $1.7m (£1m, €1.25m).

The Arkansas Natural Resources
Council, which gives grants to state
agencies for restoration projects and
preserving state owned properties, has
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(Top and bottom left) much of the
house has been restored; (bottom
right) the original linoleum flooring

given us three grants totalling $1m
(£653,000, €765,000) for restoring
the administration building. Our annual
Johnny Cash music festival has raised
$300,000 (£196,000, €229,500) for
the house. We've just received a grant
for $100,000 (£65,300, €76,500)
from The National Endowment for the
Humanities and have had contributions
from private individuals.

How many visitors are expected?
We've looked at visitor numbers to the
Elvis Presley boyhood home in Tupelo,
Mississippi, which is comparable, as

both sites represent the very humble
roots that two major music icons came
from. We're projecting 30,000 a year
initially, increasing to 50,000. We're

in a very rural place, so don’t have big
crowds of people - they have to be
making a specific trip to get here.

What will the project offer to
visitors and the area?
We hope to work with the community
to develop other experiences for visi-
tors. It's a small community, so there's
no lodging, only one restaurant and
nowhere to spend any money. It's up
to the community and the surrounding
area to provide these opportunities.
We're looking at creating experiences
that will focus on the 1930s era. For
example, when the Dyess colony was
in operation, it had many communal
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The original front remains of the
theatre, which is being rebuilt

services, including a cannery where the
women would can their fruits and veg-
etables and then distribute them to the
families. We plan to develop an experi-
ence where visitors are taught how to
can and preserve fruits and vegetables
and then take them home.

For the people in the area, the project
is going to be a major economic benefit.
The town is small and shrinking, so this
is its hope for survival. We expect it to
create more than 100 new jobs in the
area and bring in $10m (£6.5m, €7.6m)
annually in visitor related expendi-
tures. They won't be spending all this
money in Dyess, but for all of north east
Arkansas, it's going to have a major
impact, as people gear up for the lodg-
ing, food and retail opportunities.

How did Arkansas State

University b d?

ABOUT THE NEW DEAL

The New Deal was a series of economic programmes enacted in the United
States between 1933 and 1936. They involved presidential executive orders
or laws passed by congress during the first term of President Franklin D
Roosevelt. The programmes were in response to the Great Depression and
focused on what historians call the Three Rs: Relief, Recovery and Reform.
Relief for the unemployed and poor; recovery of the economy to normal
levels; and reform of the financial system to prevent a repeat depression.

laboratories for our students, as well as
being open to visitors, and are an eco-
nomical catalyst in their area.

What have been the challenges?

The major one is that the entire area

of Dyess is made up of gumbo soil,
which has clay in it and is very sticky. It
moves and shifts when wet and creates
major cracks and crevices when it dries.
B of this, the houses are unlevel.

Through our Arkansas Heritag
Sites programme. We also own the
Hemmingway-Pfeiffer museum in
Piffot, Arkansas, which is where Ernest
Hemmingway did some of his writing,
and the Southern Tennant Farmers
museum in Tyronso, Arkansas, which
is where the Southern Tennant Farmers
Union was established in 1934. It was
the first agricultural union that had both
black and white farmers in the same
union. It also had women in leadership
positions, which was highly unusual.
We also own the Lake Port Plantation
in southeast Arkansas. It's the last
remaining antebellum [prior to the
American Civil War] plantation home on
the Mississippi River and still has many
of its original finishes.
All these properties are nationally sig-
nificant. The sites serve as educational

That's one of the reasons the Johnny
Cash home looked so bad - it was sag-
ging in the middle and out of kilter. To
fix that, and prevent it happening again,
we moved the house off the foundation,
dug a 7ft (2m)-deep trench where the
house sat, removed the gumbo soil and
repacked it with a better draining soil.
Then we created a 2ft (0.6m)-wide con-
crete foundation around the perimeter.

The house sits up on triangular peers,
which form the foundation of the house.
We didn’t want to destroy that historic
look, so once we'd put the 2ft foun-
dation in, we hid it with dirt, set the
concrete peers back on top of the con-
crete foundation, then moved the house
back. We spent a lot of money on things
you can't see, but that were necessary
to save the house from being damaged
and shifting in the future.
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The house sits on a county road, so
local traffic goes by. Ideally, to protect
the house, we'd like to close it off, so
you can only access it on tours from the
administration building, but that’s not
possible, so we need to find a way to
handle the traffic situation.

Also, we're being told to pave the
road, but we don’t want to, as that’s
the gravel dirt road that Johnny Cash
walked down to go fishing or to school.
We're looking at how to accommodate a
major increase in visitors while main-
taining the historic character of the
property and the area around it.

How will the experience be developed?
One of the advantages of the project
being associated with our Heritage
Studies PHD programme is that we
want to continue to develop and offer
educational programming. As well as
the cannery, we plan to do special pro-
gramming, workshops, seminars and
educational programmes. | envisage
showing documentaries about all the
different aspects of the era.

The project isn’t a shrine to Johnny
Cash: it's about music, the 1930s, the
Depression and The New Deal. All these
subjects give us many opportunities for
developing new experiences. ®
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Visitors are
blasted virtually
into space during
the 40-minute
astronomical
theatre experience

THE SKY

AT NIGHT

Rocket into the universe or relax under the stars on a riverbank at
Canada’s new $48m planetarium, Rio Tinto Alcan. Astronomer Pierre

Pierre Chastenay

WHAT IS RIO TINTO ALCAN
PLANETARIUM?
Rio Tinto Alcan Planetarium opened in
April and is one of four entities under
the umbrella of The Space For Life. The
other sites are the Montreal Biodome,
Botanical Garden and Insectarium.
We've created one of the largest sci-
ence museum complexes in the world,
which is something to brag about.
Together, the biodéme, insectarium,
botanical garden and planetarium
form a place where nature and science
are honoured - a Space for Life. It's a
participatory movement in which com-
munities are invited to participate. It's
also a commitment to helping people

Read Attractions Management online attractionsmanagement.com/digital

Chastenay describes the experience, which opened in April

Kathleen Whyman, managing editor, Attractions Management

to better understand and protect our
planet’s biodiversity.

The previous planetarium, which
closed in October 2011, was in down-
town Montreal. It was almost 10km
away from the other sites, making it
very difficult for people to visit the four
museums in one day. Now they're all in
the eastern part of the city of Montreal,
near the Olympic Stadium.

Together, they already have almost
two million visitors a year and we're
expecting that to increase following the
opening of the planetarium. Visitors can
buy one ticket, which is valid for two
days, and go to the four different muse-
ums at their own pace.
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A live astronomer talks
visitors through a 40-minute
journey around the universe

*
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The fulldome video technology allows us to travel anywhere in the

universe to look at whatever we want to see. Every show is different

because it’s driven by what’s happening on a day to day basis

WHAT’S THE DESIGN?

It's a beautiful building. Two metal
cones, which look like telescopes tubes
from a distance, point towards the sky
and are located above the planetarium’s
two theatres. Overall, there’s 4,000sq m
(43,000sq ft) of space for exhibits,
classrooms and function rooms.

The basement links the planetarium
with the biodéme, so visitors can walk
from one to the other without having
to go outside. That's a big plus for our
visitors, especially school groups and
senior citizens.

WHAT’S THE CONTENT?
We have two 18m (59ft) dome theatres
- most planetariums only have one, a

V Multi-touch exhibit screens enable
visitors to navigate animations,
images, texts and videos

multimedia theatre and an astronomical
theatre. We use fulldome video technol-
ogy to put images on the dome in the
multimedia theatre. The dome is a little
more than a hemisphere and goes down
to Im (3ft) from the floor. When visitors
walk into the theatre, they're completely
immersed in the image. The theatre
doesn’t have a centrally positioned
optomechanical star projector, so this
gives us a whole new flexibility for the
kind of presentations we can have.

Unlike a traditional planetarium, the
multimedia dome has a level floor and
doesn’t have fixed seating, so we can
use the space for temporary exhibitions,
multimedia shows, dance displays and
theatre presentations.

The second dome is the astronomi-
cal theatre. It's more traditional and has
an optomechanical star projector in the
middle, which was built by Japanese
company Konica Minolta to our very
exact specifications. We project the sky
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onto the dome and show the stars in
the most pristine conditions possible.
The star projector is supported by
another fulldome array of video projec-
tors. We call that approach a hybrid
system. The video system is slave to the
optomechanical star projector, so when
we have the stars up on the dome and
want to display, for instance, the lines
between the stars to draw the constel-
lation Orion, all the lines will come
from the video system. If we move the
sky, reproducing the motion of the
stars going from east to west, the video
images will sync and follow the stars
very closely. That gives us flexibility
to show the constellations, frontiers
between the constellations and all the
astronomical coordinate lines we use
in astronomy. We can also tag the stars
and write their names beside them.
The astronomical theatre has concen-
tric, fixed seating with everyone facing
centre. The floor is raised 50cm (1.6ft)
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above the main floor, so when guests
are seated, their heads are close to the
horizon of the dome. Instead of having
the impression of looking at the stars
from the bottom of a well, it's more like
being seated in a field and having the
stars surrounding you.

Sky-Skan is responsible for the inte-
gration of the optomechanical star
projector and the video projectors in the
astronomical theatre, plus the arrange-
ment of the video projectors in the
multimedia theatre.

WHAT’S THE VISITOR EXPERIENCE?
Visitors will be directed to either the
multimedia theatre or the exhibit area,
depending on the time marked on their
ticket. We run shows on the hour and
want to make sure that visitors don’t
miss any part of the experience we have
in store for them.

In the old Montreal Planetarium, we
had a 45-minute presentation. Two-
thirds was pre-recorded, then an
astronomy interpreter would take peo-
ple on a tour of the current night sky. As
we now have two theatres, we've been
able to separate these two experiences.

The multimedia theatre hosts the pre-
recorded part of the experience - a 23
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A The planetarium has 4,000sq m
of space with room for exhibits,
classrooms and function rooms

minute-long presentation by well-known
multimedia creators Michel Lemieux
and Victor Pilon. Visitors are taken on

a trip from the surface of a lake in the
Laurentian mountains north of Montreal,
up to the extreme outreach of the uni-
verse, down underneath the lake and
then back to the surface again. The nar-
ration is musical, set to excerpts from
the symphonic music of the renowned
American composer Philip Glass, which
is very exciting for us. The experience is
rich both visually and aurally.

Visitors then go into the astronomi-
cal theatre for a 40-minute show, where
a live astronomy interpreter talks them
through the current night sky under
the magnificent Konica Minolta starry
sky. After 20 minutes, we blast off from
Earth in our virtual spacecraft to visit
up close all the objects and phenomena
that were discussed in the previous part.

For instance, if Jupiter and Saturn are
visible on a particular occasion, then
we fly to these two giant planets and

explore them, their moons and their
rings. Or we may take visitors all the
way to the edge of the known universe -
to the outskirts of our Milky Way.

The fulldome video technology we
use in both theatres allows us to travel
anywhere in the universe and look at
whatever we want to see. For example, if
a new exoplanet was discovered around
a star in the Milky Way, we could show
that new planet up close, as soon as
it's added to the database. It's easy to
show the planet revolving around its
star, even though it was only discovered
a few hours before.

Every show is different because it's
be driven by what's happening in the
universe on a day-to-day basis. In the
astronomical theatre, we run separate
presentations in French and English.

At the end of the presentation in
the astronomical theatre, visitors go
into the 500sg m (5,400sq ft) exhibit
area. This is devoted to one of the most
important questions in astronomy - are
we alone in the universe or are there
other planets where life has emerged,
and maybe evolved, perhaps not to
the point of intelligent life, but at least
primitive life, such as bacteria? It's such
a major topic and drives the exploration
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» of Mars and the new exoplanets that
we're discovering every week.

We use multimedia design exhibits.
Instead of having printed panels with
text and pictures, multi-touch screens
enable visitors to navigate animations,
images, text and videos. Most of the
information is presented in a digital
form. This is very dynamic and can be
updated easily, which is essential, as
it's a topic that's changing very fast. If
we finally discover the smoking gun of
life on Mars, for example, we’ll be able
to present that information immediately.
This exhibit will be presented for the
first five to seven years of operation of
the planetarium.

Part of the exhibit will be devoted to
meteorites because there’s a strong link
between meteorites and the appearance
of life on Earth. We have one of the
largest meteorite collections in Canada,
which is on display.

There's also a fully functioning geo-
logical laboratory with a large window
to allow visitors to see how we study
meteorites and take care of them. At
certain points in the day, the public can
interact with animators and scientists
around the meteorite laboratory.

To experience everything we offer at
the planetarium takes between two and
three hours. After the exhibit, visitors
can spend time in the café, partici-
pate in a special presentation in one of
our three classrooms, or go on to visit
the Montreal Biodome, the Botanical
Garden or the Insectarium.
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< Visitors relax
under the sky in a
recreation of the
surface of a lake in
the Canadian
mountains

It’s a topic that’s changing fast. If we finally

discover the smoking gun of life on Mars, we

can present that information immediately

WHAT WAS THE INSPIRATION?

The inspiration for going anywhere in
the universe in the astronomical thea-
tre was based on our own experience

of using that technology at demonstra-
tions in Chicago and New York. We were
inspired by the fact that, with a sim-

ple joystick or iPad, we can control the
images that are projected on the dome
and can travel anywhere in the universe.
It's so powerful and so novel.

The inspiration for the multimedia
theatre is Michel Lemieux and Victor
Pilon’s own cottage in the country
between Montreal and Ottawa. In the
evening, they sit by a river filled with
rocks and gaze at the reflection of the
sky on the surface. When people walk
inside the multimedia theatre, they see
a highly reflective floor. Whatever is
projected on the dome will be reflected
on the floor, just like it would be on the
surface of a river or lake. Visitors sit
on Adirondack chairs or beanbags that
resemble rocks coming out of the river.

WHAT WERE THE CHALLENGES?
The buildings are on the Olympic Park,
which was built in the 1970s. There’s
concrete everywhere and very few trees
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in sight. As we're The Space For Life,
it's a challenge to talk about life in such
a sterile environment.

We tried to remove as much concrete
as we could. For example, much of the
roof is green, to absorb heat, thereby
reducing the heat-island effect on the
site. The area around the building is
renaturalised, with landscaping integrat-
ing patches of greenery and trees.

The planetarium construction is
the first part of a larger plan that will
invest CA$200m (US$203.1m, £125.3m,
€154.4m) in that area in the next five
to eight years. There’s a grand design
behind all this and we're only one step
in that movement. By the end, the look
of the whole area will have changed
completely. | think people will love it.

WHAT ARE THE FUTURE PLANS?
We'll have new shows and experiences
starting in the spring of 2014 and
school presentations that will target
content in the Quebec school curricu-
lum. Astronomy topics are covered at
the primary and secondary level and we
want to help the teachers teach good
astronomy. We have a plan for the first
five years, but it's too early to reveal. ®
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Thanks to our custom Definiti lenses, graph-
ics computers, and DigitalSky 2 software,
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SOCIAL MEDIA

$MART
MOVES

In the first of a new series, social media expert Kelly
Wheeler explains how to move your business forward
using digital opportunities beyond your website

ust a decade ago,
launching a digital
campaign meant build-
ing a website and
maybe investing in
a few banner ads to
drive traffic. But then
along came the likes
of Google, YouTube,
Facebook, Twitter and the smartphone.
Things are now much more complicated,
with any online campaign now encom-
passing far more than just a website.

While the ever-changing online
landscape presents countless more
challenges, it also offers just as
many opportunities. From booking on
Facebook, to paying with your mobile,
these new possibilities can be both
innovative and directly applicable to
your offline business.

Over the next few issues of Attractions
Management, we'll be exploring many of
these in detail. But, for now, let's take a
look at just a few of these opportunities
that go far beyond a simple website.
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_ THE GENEROUS STORE

Hathon Herg

PRICE:

DON'T COMMENT
ON YOUR GIRL-
FRIEND'’S DRIVING
FOR A WEEK

Use a PR event to encourage
social commerce, like
chocolatier Anthon Berg

t.com/digital

SOCIAL MEDIA
PAYMENTS & BOOKING
While you're using Facebook to build up
your online community or Twitter as a
real time newsfeed, you could also be
using social media to enhance your visi-
tors’ booking and paying experiences.

A recent L2 study showed that 64
per cent of the hotels surveyed had
some form of booking facilities on their
Facebook pages. These hotels also sent
approximately 50 per cent less traffic
to online travel agencies than their non-
Facebook counterparts, which could
result in a saving in commission fees.

Adding a booking page to your
Facebook page is fairly simple and often
facilitated by a third party. Kew Royal
Botanic Gardens in London, UK has
replicated the ticketing solution from its
website on a Facebook app run by See
Tickets. This means that fans can select
a date and book and pay without leav-
ing the social media site.

If booking on Facebook isn't appro-
priate, this isn't your only option. It's
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now possible to pay-by-tweet. Launched
in partnership with American Express,
this is Twitter’s first attempt to build
e-commerce directly into the site. The
partnership allows users to link their
Amex accounts to their Twitter profile.
Transactions are made when users tweet
a hashtag, notifying the brand of their
intent to buy. Amex then responds with
an authorisation tweet that the user
must retweet within 15 minutes to con-
firm their purchase. The payment will
then be taken from the synced Amex
account and the product shipped to the
corresponding address.

Currently only available to select part-
ners in the US, this may not be the most
feasible option, but it shouldn't put you
off experimenting with payments on
Twitter. It could just mean that (for now)
no actual money should exchange hands.

A recent pop-up shop in London let
customers pay for a snack with a Tweet.
The Kellogg's Tweet Shop asked cus-
tomers to show the brand some love on
Twitter in exchange for a free treat.
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Similarly, Danish chocolatier Anthon
Berg offered free luxurious chocolates to
customers in exchange for their prom-
ise to do a good deed - shared publicly
on Facebook. Customers could ‘buy’ a
box of chocolates using iPads at the
checkout desks to log into Facebook and
make their public promise to a chosen
loved one. This promise was sent via the
Anthon Berg page creating huge buzz for
the brand on Facebook and tagging in
hundreds of potential new fans.

While these case studies may not
be technically e-commerce, they're
examples of social commerce at its
best - PR-worthy events that reward
customers or visitors for being social.

MOBILE
Mobile phone usage, in particular
smartphones, has developed at an
exponential rate over the past few years.
It's estimated that more than half the
UK population have a smartphone,
with the US not far behind at 44 per
cent (Google: Our Mobile Planet 2012).
Thanks to this technology, people are
always online, increasing the opportuni-
ties for interaction and expanding the
term digital campaign to include mobile.
A simple way to integrate mobile into
any digital campaign is via mobile pay-
ments. Studies show that people are
most likely to use mobile payments for
relatively small amounts when looking  »
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» for a quick transaction, making this the
perfect technology for theme parks and
attractions, where purchases are small
and time is of the essence.

Mobile payment tools enable
purchase points to be set up almost
anywhere, creating increased opportu-
nities for sales. For example, floating
sellers armed with mobile payment
tools could service queues for theme
park rides and not be restricted by
location or cash-only transactions.

Mobile phones offer several ways
for users to make payments. Set up by
Twitter founder Jack Dorsey, Square is a
small credit card reader dongle that can
be attached to any smartphone, turning
it into a payment point. It's popular with
small retailers, who might not be able
to take electronic payments otherwise.
Square provides the card reader for free,
but charges a fee of 2.75 per cent on
each transaction. More than two mil-
lion small merchants have signed up to
Square already, and, as of August 2012,
the company has had a £25m (US$39m,
€29.6m) investment from Starbucks.

O] Loating sellers arned with]

Another payment method is the
mobile wallet, which stores a user’s
payment information on their phone.
The most common iteration is Google
Wallet, a Google offering that stores a
user’s credit and debit card informa-
tion online and uses that information to
pay online or offline via NFC (Near Field
Communication). One advantage of this
is that retailers can also set up special
offers and coupons and can link Google
Wallet to their loyalty programmes.

However, there are still many consum-
ers who are concerned about storing so
much personal information on a single
device and the security risks that could

Er-
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surround simply needing to tap your
phone to make a monetary transaction.

Also, there are still some enormous
infrastructure challenges - not only do
users need to install a mobile wallet,
retailers need to equip themselves to
manage these types of transactions.

As of yet, there isn’t sufficient buy-in
on either side to turn the mobile wallet
into a must-have element of all digital
campaigns. However, be prepared to
revisit this in the years to come.

COMBINING ONLINE AND
OFFLINE COMMERCE

While pop-up shops and paying with a
tweet showcase the more creative side
of a digital campaign, we can't forget
the data. Chances are that no matter
how gorgeous your site or Facebook
cover photo/banner ad is, the powers-
that-be will always want to know just
one thing - where's the return on my
investment (ROI)?

Luckily, Google Analytics recently
unveiled its new Measurement Protocol
and a feature that it dubbed Universal
Analytics. This feature is now open to all
users and can go a long way to proving
the use of online to offline commerce.

Essentially, Universal Analytics offers
three core benefits - the first being the
ability to track users by their profiles, as
opposed to assigning information and
behaviour to visits alone.

This means that if a user has a pro-
file and has signed into a site on their
desktop, and then subsequently logs in
on their mobile, Google Analytics will
be able to assign the complete user
journey across both devices.

So, if a user clicks on one of your
PPC ads on their desktop, signs up to
your site, and then makes a reservation
via their mobile, you can still attribute
the reservation to your PPC ad and see
what the complete user journey was.

Crucially, this lets you see how users
behave across devices and can play a
critical role in proving the effectiveness
of elements of your digital campaign.
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» For example, if you're utilising NFC or
other mobile specific technologies, but
you have a big marketing push on desk-
top search, you'll be able to show how
the two interlink.

The second core benefit of Universal
Analytics is the ability to now import
other data into Google Analytics and

overlay it on the standard analytics data.

This allows Google Analytics users
to overlay cost information with your
online reporting. For example, if
you're paying your SEO agency a set
retainer fee, you can include that next
to your search data to see what your
cost-per-visit is from an SEO point of
view. This will leave you with a closer
understanding of what ROI that agency
is delivering.

Similarly, if you're pushing a massive
NFC subscription campaign through
offline advertising, you can overlay
those offline costs on your mobile usage
metrics. From this, you can begin to get
an idea of how successfully your invest-
ment is being monetised.

When you combine both features, you
can get a wealth of data. For example,
if you're using NFC payments, you can
see how users find your site and com-
bine that with how they pay with their
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mobiles offline. From this, you can see
what online activities deliver the most
cash offline and, from their profile data,
which type of people convert best.

The final benefit is the ability to
assign customer lifetime value, which
is particularly relevant for any e-com-
merce properties you may have set up.

By assigning values to actions on our
sites, and in conjunction with the previ-
ously mentioned two features, this will
allow us to view the value of a user over
that consumer’s lifetime and across all
of their devices. With this data, we can
begin to segment the users and com-
pare their acquisition costs, creating an
incredibly powerful CRM data-set that
will ultimately help to answer that inevi-
table question about ROI.

Today, a digital campaign encom-
passes everything from layered

_com/digital

® Google Analytics enables you to follow a complete user journey on both a desktop and a mobile phone

analytics to creative social commerce.
While we've barely scratched the sur-
face of the opportunities available
online, the options I've outlined should
provide plenty of opportunities that any
brand can capitalise on.

No matter what you incorporate into
your campaigns, there’s one thing to
always keep in mind - digital is now
with us wherever we go. We, as brands,
finally have the opportunity to link all of
our activities together and get the most
comprehensive idea that we've ever had
of who our consumer is.

The technology's already there - the
challenge is the lack of precedent. To
really capitalise on digital and its oppor-
tunities, a new approach is required
- one that’s willing to trial new things,
test them and then learn from them.

Even something as simple as a
Facebook booking tab can be scary for
a brand to undertake. But isn't it scarier
to ignore the potential pay-off? @

Kelly Wheeler

senior social media
manager, Quirk London
kellywheeler@quirk.biz
+44 (0)20 7099 8849
www.quirklondon.com
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TECHNOLOGY

Christopher Dean, director, Touch & Discover Systems Ltd

GET IN TOUCH

Museum visitors can now touch ancient artefacts virtually.

Christopher Dean explains how the technology works

n 2012, the Manchester

Museum, UK, became the first

museum in the world to har-

ness the new technology of

haptics, giving an entirely new

way of accessing the museum’s
collection of ancient artefacts in its
revamped Egyptian Gallery, the Ancient
Worlds. This was achieved using a con-
sole called Probos, which brings digital
images, sound and haptics - or virtual
touch - together.

Created by Touch and Discover
Systems, with funding from the Stavros
Niarchos Foundation, Probos is a portal
into virtually touching objects that are
too precious to receive regular han-
dling. It offers a selection of objects
from a digitised catalogue that can be
explored to reveal their physical quali-
ties, attributes and history. Originally
designed with blind and visually
impaired users in mind, it has appealed
to early users, especially children.

HOW IT WORKS
Using a control device held in the
fingertips, the user can explore the sur-
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A simple omni handle is easy to use and
disguises the complex technology needed

faces, shapes and sounds of ancient
objects that are usually inaccessible
behind glass cases. Haptics draws on
force feedback to create resistance to
touch, tricking the mind into the sensa-
tion of touch. In fact, nothing is there at
all - it's all virtual.

The haptics device at the heart of the
system is a SensAble Phantom Omni,
but the user is deliberately given the
simplest of interfaces, so they're able to
use the technology after a brief tutorial
with everyday objects and are unaware
of the underpinning technology - we
wanted the users’ focus to be on the

_com/digital

object they're exploring, rather than

the they're sim 1sly
experiencing. As well as haptics, Probos
adds extra dimensions for the sighted
because it uses the three main senses
of vision, hearing and touch.

So far, Manchester Museum has digi-
tised three of its artefacts: a Greek jug,
dating from circa 500 BC; a terracotta
bowl surmounted with hippopotamus
figures, dating from circa 5,000 BC; and
an Egyptian figurine, or Shabti, dating
from circa 380 BC. The visualisation
environment was done using custom
software by virtual reality company
Virtalis. The objects were then sited in
re-creations of their likely original loca-
tions and each object was covered with
hot spots, which tell the user about the
item’s construction and history.

Haptics are used to tell the story
of each object. Explorers of the hip-
popotamus bowl don't just feel the
hippos, they also feel the crack that
runs along its centre. The bowl even
sounds cracked when you tap it virtu-
ally - something you wouldn't dare do
in real life. Ultimately, we hope to digi-
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The user’s mind is tricked into the sensation of touch

tise objects from collections all over the
world, bringing them within literal reach
of vast audiences. We've also devel-
oped a portable version of Probos, so
museum masterpieces will be able to
travel to schools, colleges, universities
and remote communities.

The Probos team worked in close col-
laboration with Virtalis' lead modeller,
Tim Goodwin. As the technology was
entirely new, there was a great deal of
experimentation with the user inter-
face to find the best way for people to
learn how to operate the system without
time consuming instructions. “Trying to
design something completely intuitive is
bizarrely difficult,” admits Goodwin.

THE INSPIRATION

The idea behind harnessing touch to
enrich visitor experience began in 2002.
Having trained in sculpture at the Royal
Academy, | realised the importance

of the tactile connection. During my
training, it became apparent that even
touching plaster casts of famous sculp-
tures brings you closer to the artist who
created it. Touching creates sensory
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connections and emotional memory to

aid learning. Digitisation is the way for-
ward and the benefits for conservation

practice, and the heritage sector gener-
ally, will be immense.

In 2010, | worked with Virtalis to form
Touch and Discover Systems to develop
the haptic Probos system. The design
brief was to create an inclusive 3D plat-
form that enables the public to benefit
from sophisticated haptic technology,
engaging three senses - audio, visual
and tactile - simultaneously.

THE FUTURE
Now that Probos has been established,
with a travelling variant for outreach
work to schools, colleges and librar-
ies, the inclusion of additional museum
artefacts from Manchester Museum and
other museums is the vital next step.
New objects will offer a greater depth
of content, incorporating filmed inter-
views in which curators introduce and
discuss the object, animation and film
sequences. The ultimate vision is that
entire collections from around the world
will be digitised for Probos, giving fas-

Explorers can feel the cracks in the
artefacts and tap them virtually. A
Greek jug, dating from circa 500 BC,
is among the items that have been
digitalised at Manchester Museum

cinating insights for both visitors and
academics pursuing research.

The successor to Probos will give an
even more life-like experience, offering
more tactile depth, such as fast/slow
friction or vibration, plus new sound
clues to actions, location and proxim-
ity to objects and surface, as well as
further finessing the user interface to
make it more accessible to all users. At
the start of each user session, a new
settings function will enable people to
establish their personal settings prefer-
ences in a way that best suits them.

Although | first came across haptics
a decade ago, it was experimental then.
| believe we're going to come across
the technology more in our daily lives,
with many computers being haptically
enabled. If I'm correct in this prediction,
then Probos will be a significant techno-
logical milestone. ®

Discover Systems

3 chris@freeformstudios.co.uk

www.touch-and-discover-systems.co.uk

Christopher Dean,
director Touch &
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COMPANY PROFILE PROMOTION

FORR

THE FORREC TEA

Entertainment designers Forrec are one team with a global commitment
through representatives in Europe, the Middle East and North Africa,
China, South-East Asia, India and Latin America and the Caribbean

GORDON DORRETT

Role: President and CEO
Territory: Everywhere
Characteristics: Progressive,
determined, adaptive

Industry experience: 25 years+
Career path: Landscape
Architect to President and CEO
of internationally renowned firm

Q: What is Forrec and what has
contributed to its longevity?
Gordon: | wish | could say this was all
carefully planned, but like many things
in life, it was a matter of recognising
opportunities and running with them.

In the mid-60s we got our first big
break when Forrec’s parent firm was
chosen to develop the landscape archi-
tecture for the 67 World Expo in Montreal.

The job included an amusement park
and we subsequently attracted other
commissions, including West Edmonton
Mall. The firm eventually became Forrec,
the world's largest professional firm
dedicated to entertainment design.

I like to think Forrec is somewhat
irreverent and willing to try anything.
Our success over the past 40 years
stems from our willingness to take
what | refer to as ‘design leaps’. We've
sprung from one idea to the next in
non traditional design leaps, such as
from landscape architectural practice
to entertainment design, and from
designing for entertainment clients to
designing for retail, resort and science
centre clients and, finally, from working

locally to working internationally.

Q: Has this approach always

led to success for Forrec?

Gordon: I'd be lying if | said yes -
we've definitely learned from the
school of hard knocks. Fortunately,
we've had more success than failure
along the way. Our entrepreneurial
approach has served us well. However,
we've spent the last few years taking
a hard look at who we are and how
we work and we've made a strategic
company leap from opportunistic to
focused sustainability.

Q: What does ‘focused
sustainability’ mean to Forrec?
Gordon: In our formative years, we grew

70 Read
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organically but to be a successful com-
pany we've had to make sure that our
business side was as well developed as
our creative side - left and right brain if
you will. We're taking a much more pro-
active approach to business.

Q: Has your new focus had an impact
on the organisation of the company?
Gordon: Absolutely! We've had to
change to grow. We now have five
distinct internal design studios;
Architectural, Graphics, Interiors,
Landscape Architecture and Creative -
the backbone of our design solutions.
Since the majority of our projects
require many, if not all of these skills
our studios work collaboratively in large
multi-disciplinary teams.
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We go to market by the type of
projects we do and each of these types
is directed by an in-house industry
expert - a Sector Lead. Although our
collaborative working methods mean
there are no ‘star’ creators on our
projects, Forrec’s clients benefit from
the more than 300 years of expertise of
our management team.

Q: Where is the design work done?
Gordon: Although 90 per cent of
Forrec’s projects are outside Canada, all
of our work is still done in our Toronto
studio. By keeping all of our work in
one studio we've been able to grow our
expertise and continue to ensure the
quality of our work. This means one
team, one global commitment.

Q: Tell us about your global reach
Gordon: The directors of Forrec made

a decision to invest time, money and
resources to develop long term relation-
ships in each of the world regions we're
working in. Our executive vice presi-
dents and regional directors are based
in offices around the globe and lead our
business development initiatives. As our
brand ambassadors they are building
relationships and finding and securing
new business globally.

AM 2 2013 ©cybertrek 2013

JAMES LIU

Role: Regional director
Territory: China
Characteristics: Forward-
thinking, respectful, smart
Industry experience: 10 years+
Career path: Architect to

new business development

Q: What are the benefits of

long term r
James: The surest indicator of a suc-
cessful business relationship has very
little to do with the content of the con-
tract. Our relationships revolve around
improving our services to our custom-
ers by offering solutions tailored to local
markets. As regional directors we're
building relationships with like-minded
firms who add value to the services that
we already provide to our clients. For
example, in Asia we're embarking on
a partnership with Tongji Architectural
Design Group Ltd, one of the leading
design institutes in China. These part-
nerships help us to extend the range of
services we provide and ensure we keep
a consistent quality of service.

We made a
decision to invest
time, money and

resources to
develop long term

relationships in
each world region

Q: Why has Forrec been successful
in China when so many other
companies have failed?

James: | live and work in China and
I've seen Western businesses come
and go over the years. Forrec is not a
flash in the pan firm. We've been doing
business in China for 20 years; we've
developed detailed knowledge of the
market and have a firm understanding
of the cultural landscape here. We're
successful because of our commitment
to the market and to understanding the
entertainment and leisure needs and
desires of the Chinese people.

Read
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We are proud of our business acumen
- creating experiences that put people
first and make business sense

Role: Regional director
Territory: Latin America
and the Caribbean
Characteristics: Analytical,

energetic, professional

Industry experience: 15 years+
Career path: Educator to new
business development

Q: Technology: a tool or a trap when
doing business internationally?
Miguel: It is easy to become seduced by
the latest technologies, especially when
working globally. We keep it simple.
After all, it is not only about what you
say - it's also how you say it. Some col-
laborative tools are very powerful, they
enable us to move faster, keep every-
one on the team up to date and solve
problems, which improves the quality of
service to our clients. We believe face-
to-face communication is still the best
way to get a job done and that's why we
have dedicated team members on the
ground around the globe.

Q: How does Forrec balance design
value with commercial sense?

Teri: The firm has an outstanding repu-
tation for creative solutions that work:
design can be really cool, but it has to
be functional as well. At Forrec, we're
proud of our business acumen - cre-
ating experiences that put people first
while also making business sense.

Because we manage our business
conservatively and apply the same
judgement to the choices we make for
our clients, they come back.

I've known Gordon and the Forrec
team for 25 years. | hired them while at
HIT Entertainment and worked alongside
them while at INTAMIN and WhiteWater/
Prime Play, so I've been a customer
and a business partner. Now I've joined
the team as Regional Director of EMEA,
because | love Forrec’s design philosophy.

JIM BOWEN

Role: Regional director
Territory: South East Asia
Characteristics: Practical,
entrepreneurial, creative
Industry experience: 20 years+
Career path: Retail expert to
new business development
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TERI RUFFLEY

Role: Regional director
Territory: Europe, Middle

East and North Africa
Characteristics: Seriously

fun, focused, empathetic
Industry experience: 25 years+
Career path: Attraction

and event licensing to new
business development

Q: Forrec’s team works across time,
space and organisational boundaries.
What keeps the team together?

Jim: We're diverse and yet we all share
the same passion and desire to excel
and be the best.

We are driven by creativity, techni-
cal know-how, and a sense of humour.
Our team is a reflection of the people
we work for. We can speak multiple
languages and the depth and range of
know-how, from teaching to operating
world class attractions and everything
in between, is really quite astonishing.

The spirit at Forrec resonates through-
out the entire team regardless of where
we are in the world. We don’t succeed
in spite of one another, but beca

use of one another. We are collabo-
rators and people who really enjoy
helping others - we're people people!

Q: What does the future

look like for Forrec?

Gordon: I'm a little biased, but from
where | stand, the future looks brilliant
for Forrec. But - and there’s always a
but - to stay at the top in our industry,
we have to keep thinking and learning
- developing and nurturing our crea-
tive left and business right brain as one,
without losing sight of where we came
from and what we value. ®
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Multimedia and AV

WeatherAll LCD outdoor
flat panels by Christie

The new Christie WeatherAll Series of
LCD outdoor flat panels includes the
55-inch Christie FHD551-W profes-
sional grade full HD solution. The
series is designed to perform in a wide
range of applications including outdoor
sporting venues, live events, architec-
tural applications, entertainment parks,
public displays, hospitality and resort
industry and other outdoor functions.

attractions-kit.net KEYWORD
christie

Electro pop group use
Dataton AV technology

German electro pop group Kraftwerk is
using the dynamic interactive and 3D
features of Dataton Watchout multi-
image and presentation software for
on-stage digital scenography at tours
and concerts in 2013.

Watchout manages projected 3D con-
tent on a large stage backdrop creating
a powerful abstract presence in front
of audiences wearing polarized 3D
glasses. Watchout version 5 enables
live manipulation of content.

attractions-kit.net KEYWORD

dataton

attractions-kit

the search engine for leisure buyers

With a focus on multimedia
and AV, find the right products
and services 24/7 by logging on
to Attractions Management’s
free search engine

www.attractions-kit.net

Acoustiguide launches
interactive family tour

Acoustiguide has launched a chil-
dren’s tour at the Tower of London,
UK with the Historic Royal Palaces
interpretation, curatorial and educa-
tion teams. The first family tour at
the Tower, it is presented on Acous-
tiguide’s Opus Click guide and is
based on audio, with visuals such as
still images and cartoons presented
on the screen. The tour is aimed

at children aged between five- and
seven-years-old, combining interac-
tive and fun elements to encourage
families to explore the Tower using
their own map and adventure.

attractions-kit.net KEYWORD
acoustiguide

LICHTENSTEIN
A Retrospective
TATE,.,  ANTENNA

THTERNATIDNAL

attractions-kit.net KEYWORD
antenna
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Whaam! Mobile app
and multimedia guide

Antenna International has produced
a new multimedia guide and mo-
bile app to accompany Lichtenstein:
A Retrospective, on display at Tate
Modern in London until May 2013.
The show is the first full-scale Roy
Lichtenstein retrospective in more
than 20 years and brings together
125 of his most definitive paintings
and sculptures. The guide and app
explores the life and work of Lichten-
stein, looking in detail at more than
20 of his iconic pieces, and will guide
users and visitors through the mul-
tiple inspirations behind his vibrant
and eye-catching art.

AM 2 2013 “cybertrek 2013
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Messagemaker displays at UK football museum

An aerial display from Messagemaker provides a dramatic backdrop at

the National Football Museum, newly relocated in central Manchester, UK.
Stretching more than 30m (98ft) in length, the curved display demonstrates
the latest display technologies. The bespoke design comprises a lightweight
u-shaped mesh structure custom-curved and suspended from thin wire to pro-
vide a semi-transparent display that appears to float in mid-air. The curve is
formed by a series of short, straight lengths, precision-engineered to fit.

attractions-kit.net KEYWORD messagemaker

& Wildlife

WWF mobile

attractions-kit.net KEYWORD
digital spring
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Digital Spring develops
WWF mobile network

Digital Spring Mobile UK mobile op-
erator has partnered with WWF to
launch a UK mobile network designed
to generate funds to protect wildlife
and the environment. WWF Wildlife
Mobile is operated by UK mobile vir-
tual network operator, Digital Spring
Mobile and delivers UK-wide coverage
on the Vodafone Network. The new
service from WWF targets environ-
mentally aware consumers, promising

‘every conversation helps conser-

vation’ with 10 per cent of the net
revenue from all call, text and data
usage on the sim-only service going
directly to WWF UK to help its global
conservation work.

Pixled launches new
floor and strip products

LED screen designer and manufactur-
er from Belgium, Pixled, has released
new floor and strip based products.
The new Pixled F-24 strip is a centime-
tre high, with a 24mm pixel pitch and
1.8cm installation depth. It's available
in a wide range of lengths for the cre-
ation of geometric shapes. The floor
LED modules can be used for rectan-
gular wall screens and for floors.

attractions-kit.net KEYWORD
pixled

dcinex uses Dolby Atmos
in European cinemas

Belgium-based dcinex technical con-
sulting has installed Dolby Atmos in
cinemas across Europe in Austria,
Czech Republic, Germany and The
Netherlands. Now dcinex is sound au-
dited and implementing 11 other Dolby
Atmos platforms in Austria, the Czech
Republic, Germany and Benelux. Dolby
Atmos is designed to bring a natural,
realistic sound to envelop the audience
as an end-to-end solution for immer-
sive soundscapes.

attractions-kit.net KEYWORD
dcinex
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Multimedia and AV

Blackbox-av Lightbox

2 for media browsing

Blackbox-av has released Lightbox 2,
the second generation of its off-the-
shelf, customisable museum media
browsing software. Already installed
in the Panacea Museum, Bedford,
the system is designed to give mu-
seums and heritage sites a way to
organise and present their archived
media to visitors in a customisable,
elegant and multi-touch interface.

attractions-kit ORD
blackbox av

Arcstream AV
creates interactive
wine experience

Arcstream AV has completed an im-
mersive and educational experience
to transform visitor attraction and
events venue Vinopolis in London,
UK. The AV installation takes visi-
tors through the grapes, regions and
tastes of wines across the world in its
vaulted railway arches. Touchtables,
touchscreens and projectors were
installed alongside a PufferSphere XL
360° projection globe, with a range
of educational, interactive content
designed by Arcstream to personalise
the user experience. Three 42-inch
digital signage screens were installed
in the reception area and four Sam-
sung SUR40 for Microsoft Surface
tables split into four screens, to en-
able simultaneous multi-use, were
installed in the two main tasting

zones. The interactive content takes
visitors through a taste experience
while they try to create their ideal
wine in the Winery.

arcstream
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Ttalian national cinema uses projectiondesign

As part of a technological overhaul in one of Europe’s most evocative museum
spaces, projectiondesign has supplied 40 of its high-performance DLP pro-
jectors to the Museo Nazionale del Cinema in Turin, Italy. Housed inside the
Mole Antonelliana, a mixture of projectiondesign F12 and F22 DLP projectors,
together with F10 AS3D active stereo 3D models are being used in cinema
rooms. Each one is tailored to its own space and application, so that the mu-
seum can reflect the growing interest in 3D among film-makers and audiences.
The project uses projectiondesign’s Pro-Net asset-management software.

attractions-kit.net KEYWORD projectiondesign

Lighthouse adds flexible
X3 LED indoor screen

LED screen manufacturer Lighthouse
Technologies has launched the flexible
X3 screen for large-scale indoor LED
video displays. It has a 3.9mm pixel
pitch and is its highest resolution LED
screen to date. Developed in conjunc-
tion with XL Video, the X3 has a flexible
joint structure that allows the screen to
be shaped in different ways to become
concave or convex both horizontally
and vertically, meaning users can wrap
it, bend it or twist it for their stage. @

attractions-kit.net KEYWORD
lighthouse
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SHOW PREVIEW

ASIAN

Attractions
Expo

SALLY CORPORATION

New from Sally, Power Blast is an
immersive and challenging ride/game
experience, where riders compete
against the others in their ride vehicle,
or against other vehicles. In this space
adventure, visitors are enlisted to travel
to a distant planet to save Earth from a

Kath Hudson, journalist, Attractions Management

band of space pirates intent on stealing
all the energy in our universe. Riders
must defeat the leader, Sir Surge, and
his army of Orbots, by collecting the
energy crystals, while avoiding hits
from rockets or the laser blast from Sir
Surge's huge rotating grill.

Exhibitor Showcase

Taking place on 4-7 June 2013 at Marina Bay Sands, Singapore, the
Asian Attractions Expo will be hosting 5,000 professionals, from 60
countries, making buying decisions in the Asian market. We take a
look at some of the exciting products and services to be showcased

AIRHANT

The expo will see the launch of
Aqua Disc, a themed waterpark
disco in a space ship. This high
voltage experience invites water-
park goers to enter a UFO and
dance in artificial rain, made from
sprinklers, fountains and water
jets, accompanied by booming
music and disco lights. Arihant
believes the attraction will appeal
to teenagers, as well as friends
and family wanting to “have a
blast” together. It can accommo-
date 250 people at a time.

HUSS

Huss is showcasing a brand new ride
experience. The Explorer uses a 12m
diameter circular gondola, which can
accommodate up to 70 guests, seated in
a closed cabin. Facing outwards, they’ll
watch a seamless 360-degree film
through full height glass, which will be
unique to each installation. The content
can be created as CGl, live action or a
combination to create either a white-
knuckle ride or a calm, scenic journey.
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FORREC

Forrec has been working with Iskandar
Investment Berhad and Merlin
Entertainments to masterplan Legoland
Malaysia, part of a 59-acre integrated
complex in Johor. The latest of the Lego
branded theme parks, this will be the
first international park in Malaysia and
first Legoland in Asia.

It will feature many Asian icons,
including the Taj Mahal, the Singapore
Merlion and Angkor Wat.

_com/digital

TAA

Specialist manufacturer of themed envi-
ronments, TAA's latest major project,

is Turkish theme park, Vialand. For

the water ride, TAA is building a 21Im
(68ft) high Viking warrior, a 25m (82ft)-
long timber Viking ship, and a Dragon
sculpture - a 60m (196ft) tunnel which
guests drive through in boats. TAA is
also creating the facade works for the
Happy Farm Ride, the Fun Zone Street
and the arches to the zones and rides.
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SANDERSON

Sanderson is currently working

on a couple of projects in China.

The Mysterious Theme Park in the
Jiangjing District, Chongquing City
is a park based on world famous
unsolved mysteries. The 58,500sq m
(192,000sq ft) Qingdao Rio Carnival
project combines a beach experience
with entertainment and leisure facilities,
shopping and food and beverage
facilities, with the aim of creating an
all year round family experience.

GATEWAY TICKETING

Gateway Ticketing Systems will
be showcasing Galaxy Roam, its
latest innovation to cut queues
on busy days at attractions. This
mobile ticketing sales and valida-
tion system, allows the point of
sale to be taken to the customer,
so visitors can access the facility
more quickly. Staff equipped with
the Galaxy Roam can sell event
tickets in the park, so guests don’t
have to make their way back to
the front gate - a great way of
boosting secondary spend.

NICEBERG

Niceberg will be profiling its latest 4D
films: Great Wall of China, Toy Ride

and Catacombs of Paris. Suitable for
theatres and simulators ranging from
50-250 seats, all films combine fun with
learning. The Great Wall of China allows
visitors to explore this wonder from the
perspective of a traditional rickshaw
and immerses them in symbols of
Chinese culture and history. In Toy Ride,
visitors get miniaturised, to take part in
a race between toy cars in a children’s
playroom. The audience learns the

life of a toy can be really tough, being
tossed around in the hands of children.
Catacombs of Paris is a not-too-scary
Halloween film targeted at a family
audience, taking visitors underground,
to explore the famous Catacombs of
Paris, the underground cemetery.

ALTERFACE

On show for the first time will be
Alterface’s new dark ride concept, which
enables re-theming for a limited budget.
This is achieved by standardising

and applying some specific building
technologies, which allows the ride to
be upgraded regularly. This new concept
also features an interactive theming
concept and gives small and medium
venues the ability to reach major
attractions parks dark ride experiences.

AM 2 2013 ©cybertrek 2013

VEKOMA

Vekoma has recently been
working on Berjaya, near Beijing,
the largest shopping mall in
the world, with an indoor water
theme park, a family theme
park and an extreme park, as
well as a convention centre,
theatre, retail, office blocks,
an aquarium, sports centre, a
hotel and service apartments.
The entire project, with a total
built-up area of 1.84 million sq m,
(six million sq ft) is expected to
be completed in March 2017.
Vekoma has designed Dive
Pretzel for this project, the tallest
indoor coaster in the world, with
vertical loops, exciting dives
and turns and speeds of up to
100km per hour. The project
will also feature Vekoma'’s
motorbike coaster, which runs
in and out of the building at
around 75 km per hour.
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» SHOW PREVIEW

WHITEWATER

Whitewater will be profiling its latest
innovation, AquaCourse™, a multi-level
play experience allowing each member
of the family to choose their own level
of adventure. Guests traverse through
an exhilarating course of ropes, tow-
ers, bridges and zip lines while safely
harnessed into overhead tracks. They
can choose from multiple tracks, which
are as wet or dry, active or passive, as
they want. There are 20 different types
of automated and guest-operated water
interactives including water guns, foot
jets, deluge showers, surprise geysers,
rope pull showers and tipping troughs.

TRANSAS

The Trance-Force interactive 5D attrac-
tion Orion is now available in a red and
black colour way. It's already installed
in many Russian cities, including Sochi,
where the 2013 winter Olympics will
take place. Designed as a four-seater
space shuttle, Orion incorporates a
large screen with a 3D system, motion
platform and interactivity. All seats have
joysticks, allowing visitors to control the
simulator and objects, take pictures and
answer quiz questions, turning observ-
ers into participants.

IAAPA 2014 set for China

China has been confirmed as the
host for IAAPA next year. Taking
place at the China National
Convention Center (CNCC) in
Beijing on 17-20 June 2014, the
show is expected to attract more
than 5,000 attractions industry
professionals from 60 nations.
“IAAPA is looking forward to
bringing Asian Attractions Expo to
China,” says IAAPA vice president
Asia Pacific Operations, Andrew Lee.
“The attractions industry in China is
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PROSLIDE

ProSlide is launching the HydroMagentic
Tornado™, which combines the fast,
steep uphills and down hills of the
HydroMagnetic Mammoth water coaster,
with the award-winning Tornado. Riders
are dropped into the 18m (60ft) funnel,
experiencing zero gravitational forces, as
the rafts sweep up the Tornado wall until
they are perpendicular to the ground,
then across and along its equator line.

After a series of oscillations through
the funnel, the rafts finally descend into
the landing pool below.

growing at a rapid pace, with several
attractions recently completed and

a number of other major amuse-
ment parks in development, making
Beijing a great choice for AAE 2014.”

comy/digital

OMNITICKET NETWORK

Omniticket Network will be highlighting
its Best Overview Solution - a leading
global solution that has been installed at
multiple prestigious attractions, includ-
ing Ocean Park in Hong Kong. Features
of the system include setting up a multi-
site environment, using one central
database, which can be connected to
sales locations at multiple locations and
distributors. It also allows staff to build
a ticket product which includes multiple
ticket entitlements to fit guests needs,
such as including meals and shows.

LCI

LCI will be talking to customers
about its water show designs,
which are created to provide the
finale in a theme park or other
FEC. Custom made for the client,
the show designs can vary hugely
in scale and may use perform-
ance, film, CG and other effects,
including pyrotechnics, water
screens, fountains, lighting and
video display. LCl is looking to
expand video mapping and other
video techniques into permanent
installations in theme parks. ®
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»3D 4D 5D

How do 4D film distributors work with operators?

FILM REVIEW

In the first of a new series, we ask the suppliers to describe their business model

Kathleen Whyman, managing editor, Attractions Management

Simworx sells
4D cinema
and simulation
attractions
worldwide

SUPPLIER FOCUS

TERRY MONKTON / MANAGING DIRECTOR / SIMWORX

What is your

business model?

We manufacture and sell
4D cinema and simulation
attractions to clients world-
wide. While the majority
are sold outright, in some
instances, we carry out a
profit share scheme. In this
arrangement, we typically
supply the equipment and
the venue supplies the location, utilities
and operating staff. We then share the
revenues on a 50/50 basis.

How do you choose the product?
Many factors are taken into account
when selecting the right product,
including the type of venue, the visitor
demographic and the subject matter.
Then we tailor our offer to reflect the
customers’ requirements. Operators
can choose our 4D cinemas for a fam-
ily experience or our Stargazer and
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Cobra motion theatres for a
thrill seeking attraction for
teenagers and adults. We
can supply attractions for
as few as 16 riders or up to
several hundred.

As well as having a wide
product range and film
library, we're also able to
custom design and build
attractions, such as The
Little Prince, which we created for
Futuroscope in France.

How do you work with the client?

We're a turnkey supplier so, as part of
the sale process, we supply the client
with technical drawings and informa-
tion to enable them to prepare the room
or building that the equipment'’s going
into. This includes floor loading details,
power requirements and locations. Once
the room is prepared to our specifica-
tions, we do the rest.

online
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Once the installation has been carried
out, we give full operator training before
the attraction opens. Following this, we
provide ongoing after sales service sup-
port, with a team of dedicated service
technicians. Many venues change their
3D films annually, so we install the film
and program their attraction with new
movements and effects.

We're happy to make further changes
to our projects following the initial
installation, which could mean a new
film, additional effects or even changes
to the programming.

What's your latest product?

We've just finalised a new product
called an Immersive Tunnel. Seating
30, 60 or 90 people, it's a simulation
attraction with 3D film content on three
sides of each rider. The first will be
installed at a new major theme park in
Europe later this year, with orders being
taken for other attractions worldwide.
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Hansel and Gretels Witch Hunters was the first film i MediaMation’s roll-out

MediaMation’s 4D theatre roll-out in Mexico

US-based MediaMation has crossed
over into the cinema marketplace, sup-
plying Mexico's Cinemex, the world's
sixth largest chain, with a roll-out of
X4D Motion EFX theatres and program-
ming of new feature film releases.

The roll out started in January at
Cinemex Santa Fe 260-seat X4D
Theater, with the film Hansel and
Gretel: Witch Hunters. Distributed by
Paramount Pictures, there will be at
least one new release per month with

select films from all the major studios.

X4D Motion EFX theatres feature
3DOF motion, seat transducers, pokers,
leg and neck ticklers, air and water
blasts, wind, strobes, fog and scent.

The X4D Motion EFX Experience uses
air pneumatics to control the motion -
side to side, front to back, up and down
- and effects in the seat and auditorium.

The immersive experience includes an
array of experiences, from powerful seat
transducers - subwoofers under each

nWave distributes Penguins 3D worldwide

nWave Pictures Distribution - an
nWave Studios company - has acquired
the worldwide distribution rights to
Penguins 3D from British company
Atlantic Productions, creators of the
BAFTA-winning Flying Monsters 3D.

Written and narrated by renowned
naturalist and veteran filmmaker David
Attenborough, this tale of the epic
journey of one special penguin will be
released in the US on May 24th in time
for Memorial Day weekend.

Penguins 3D, which comes in 40-
and 20-minute versions, 3D and 2D,
15-perf/70mm, and digital in 4K and 2K,
will be available from nWave exclusively,
for exhibition at Imax theatres, RealD
and digital 3D giant screen cinemas.

AM 2 2013 ©cybertrek 2013
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W Penguins 3D premiered at GSCA 2013

The film depicts the fortunes of a
young male King Penguin, who returns
to the place where he was born and
raised. Known as Penguin City, this sub-
Antarctic island is home to albatrosses,
leopard seals, elephant seals and six

M The Cinemex Santa Fe X4D Theater

seat that react to the soundtrack of the
film - to seat poppers and pokers, air
and water blasts, leg and neck ticklers,
wind, strobe, fog and scent.

million penguins. Somehow, our hero
must earn his place among the inhabit-
ants and fulfil his destiny by finding a
mate and raising a family.

Penguins 3D was produced by
Atlantic Productions in association with
BSkyB and US-based Galileo Digital
Entertainment. The action takes place
on the remote island of South Georgia,
a British overseas territory in the south-
ern Atlantic Ocean. It was filmed in 4K
3D on location over a five-month period.
Production lasted 14 months.

The industry premiere of Penguins 3D
was hosted in March 2013 during the
Giant Screen Cinema Association
(GSCA) 2013 Film Expo at Moody
Gardens in Galveston, Texas, USA.

Read
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SUPPLIER FOCUS
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PAULINE QUAYLE / DIRECTOR / THE JUICE

What is your

business model?

The Juice was formed to
distribute high quality films
for 4D attractions and rides
in theme parks, cruise liners,
museums and FECs around
the world.

Our main aim, as well as
ensuring attention to detail,
is understanding our clients’
needs and requirements and satisfying
these needs with films that are suitable
for the venue, the client and their audi-
ence. Choosing films can be very time
consuming. By working together and
understanding our clients’ needs, we try
to make that process run smoothly.

How do you adapt products?
We can customise the beginning or

ending of the films from our
existing library, if the client
wants it be personalised to
their venue. Clients license
the film for a specific period
and can change the film
at agreed times during the
term. We can intersperse
with seasonal films to
ensure they're maximising
their return on investment.
As we've developed as a company,
we've set up our own production facili-
ties, which helps when clients want
something specific. For example, we're
currently making a film for Metropolis,
which is supplying a major 3D attrac-
tion in partnership with the National
Rail Museum in the UK. The attraction
commemorates the 75th anniversary of
the Mallard becoming the fastest steam

uice's branded filffis include E/vis Rocks

locomotive in the world and will be
launched in the summer.

What'’s your latest product?

New for this year is the launch of an
encryption system. This will remove the
need for operators to have to invest in
expensive hardware. Instead, the end
user downloads the virtual disc and
enters the license key to activate it.

For our studio partners, this means
that their films will be absolutely secure.
It also opens up a wider marketplace for
distribution and enables more choice
to companies that have invested in 4D
theatres, but are denied film choices
because of the fear of security.

We're also working with a couple of
hardware companies, as their media
partners, as well as working on some
new branded titles.

Simex-lwerks’ new SpongeBob SquarePants product

Simex-lwerks' latest product, SpongeBob
SquarePants 4D - The Great Jelly Rescue,
launched in April at Nickelodeon Suites
Resort, Orlando, Florida.

The seven-minute experience, incor-
porating theatre and in-seat 4D effects,
differs to Simex-lwerks' previous
SpongeBob films, as one particular scene
offers a variety of outcomes, each utilis-
ing a different array of 4D effects. These
can be randomly played, allowing guests
the opportunity to enjoy a slightly different
experience each time they visit.

The story follows SpongeBob, Patrick,
and Sandy on an adventure to rescue the
Jellyfish from Plankton’s evil clutches.
Using 4D effects, guests surf through an
electrifying swarm of Jellies, get dragged
into the bowels of the Flying Dutchman’s
ghost ship and feel the rumble of cannon.

Produced in partnership between
Nickelodeon, SimEx-Iwerks Entertainment
and Super 78 Studios, the 4D attraction
and ride attraction is available worldwide
and distributed exclusively by SimEx-
Iwerks Entertainment. ®
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VENUE

MERLIN

Online Ticketing
Retail Management
Membership
Admissions

Event Management
Access Control
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Kiosks

www.merlinsoft.co.

01226 321213
sales@merlinsoft.co.uk

www.thejuice.com [ AMAZON
+44(0)20 7193 7473 TR e

infoathejuice.com

3d/4d/5d attraction & ride films
360, fulldome & interactive

custom film projects
film distribution

revenue share projects
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TICKETING

NEW DIRECTION

With technology moving at such a pace, what’s the next direction for

ticketing and how will this improve both the bottom line and the guest

experience? We talk to the people who are making it happen

Kath Hudson, journalist

L 5

Disney's MagicBand can be used in their parks, hotels, retail and F&B outlets

STEVE BROWN

President/COO North America

Lo-Q

“Ticketing systems are in
the midst of a significant
evolution to keep pace
with the changing needs
of venues and guests.

Mobile ticketing is one
of the biggest trends.
Last season three to five
per cent of a venue's
overall online ticket
sales came from mobile
devices and we expect this number
to continue to grow substantially
over the next few years.

Operators also want mobile point-
of-sale solutions, so they can deploy
staff to their front entrances on busy
days to help cut queues.

86 Read online

Integration with
Apple’s Passbook
application is a recent
development, which
allows iPhone users
to collect and easily
access digital versions of
boarding passes, loyalty
rewards and even tickets
in one iPhone app. This
solution enables guests
to import ticket purchases from a
number of attractions.

The tradition of waiting at the gate
to buy a ticket or enter a park will
quickly become obsolete. Disney is
making some bold moves with its
MyMagic+ initiative.”

t.com/digital

DAVID GOLDMAN
President
Ideal Software Solutions

“The shift to online, hosted services
has made a big impact on how facili-
ties can serve their customers while
creating a better way for owners and
managers to keep costs down and
create a more secure environment.
Guests want a seamless experience,
from the moment they buy a ticket to
how they enter the facility. It should
be easy and intuitive. Customers don't
want to buy a ticket online and then
have to stand in line at the ticket
counter so an attendant can exchange
it for a gate pass. They want bar-
coded tickets, which can be printed or
sent to a mobile phone and scanned
directly at the gate.
ing security on ac
is an ongoing challenge, especially
when a facility is using two systems
that aren’t communicating. Relying
on an attendant to reconcile a ticket
purchased online with a gate pass,
whether through a separate compu-
ter programme or by keeping track in
a notebook, makes a facility
vulnerable to loss. Having
one system to do it all
in an integrated man-
ner increases security,
gives a hetter guest
expetience, saves on
labour costs and
enables accurate
reporting.”
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SCOTT LOBAUGH
Business solutions manager
Gateway Ticketing Solutions

“Operators want ways to

be more innovative with
tools in order to drive
revenue. Many operators
are looking at integrated
solutions, where one
system is used to sell
tickets, passes, mem-
berships, educational
programmes, retail, food
and more. This provides
them with the ability to cross pro-
mote across their outlets and drive
overall cap revenue.

Many operators are asking how
they can get their passholders and
members to spend more when they
visit. Creating innovative packages,
which include stored value, retail
and food items, as well as having
the ability to incentivise through a
custom loyalty programme, are tools
that drive revenue.

Also, collecting spending trend
data through one solution allows
operators to make educated busi-
ness decisions and takes the guest
experience to a new
personalised level.

Apple’s Passbook
application gives users
a variety of options for
ticket purchases

AM 2 2013 ©cybertrek 2013

Guests want conven-
ience and to spend more
time on rides than in
lines. They also want
one-stop shopping - to
buy their admission
ticket, event ticket and
stored-value card in one
go, increasingly from
their computer or phone.

The full implemen-
tation of chip and pin payment
technologies (EMV) in the US by
2015 presents a huge, potentially
costly, challenge for operators, who
will have to implement chip and pin
readers, or face a shift of liability.

There's a vibrant conversation
around cloud ticketing: how it can
benefit operators and how it can be
made more reliable and safe. For
large facilities, I'm not sure they're
ready to bank on the speed of a
cloud ticketing system to get 10,000
people or more through their gates
quickly. For smaller facilities, it's a
great option to weigh against their
overall maintenance and
running costs of a local
application. | predict
a hybrid approach for
those who need speed
customer facing transac-
tions and a cloud/web
based approach for back
office functions.”

Up to five per
cent of ticket
sales are now
done from
mobile devices

PETER FERGUSON
Managing director
Gamma Dataware

“Operators are looking at introducing
as many sales channels as possible,
to ensure visitors have every opportu-
nity to purchase tickets from a variety
of sources - web from kiosks, mobile
devices and third party outlets.

We're finding that operators are
keen to introduce promotional items
on tickets. These could be in the form
of tear off vouchers for discounts in
the retail or catering areas on the day
of the visit to encourage third party
spend, or to provide incentives to
promote repeat visits.

More recently, we've seen an
increase in operators seeking a fully
hosted software solution, where in-
house staff are accessing software
and data held on remote serviced and
managed servers. This allows opera-
tors to implement systems quickly
and efficiently, with much reduced
initial capital costs.

An area where we see potential for
growth is in tracking visitors within an

attraction to see what areas,
exhibits and rides are
being used and when.

One way of achiev-

ing this is by use of

RFID tickets, which

can provide real time

feedback as visitors
move around an
. attraction.”
Y

Read
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JOHN DAVIES
Director of UK operations
Omni Ticket

“Operators biggest tick-
eting concern is getting
as many guests into an
attraction as possible,
in the shortest period f
of time, while capturing
the maximum amount
of demographic data
for future marketing
campaigns, and at the
same time controlling
all finances.

Guests want the ability to glean
as much information as possible
about their upcoming visit during
the pre-booking process, so they
can make an informed decision

on their ticket pur-
chase. On arrival, they
want their entry experi-
ence to be smooth and
trouble-free.

One of the challenges
for ticketing compa-
nies is second-guessing
the next emerging
technology, which will
require integration into
ticketing. | think the next major
step will be greater use of NFC
(Near Field Communications - or
RFID) capability in mobiles, which
lends itself perfectly to contact-
less ticketing technologies.”

“One of the challenges for ticketing
companies is trying to second-guess
the next emerging technology, which

will require integration into ticketing’

OWEN GLEADALL
Managing director
Merlin Software

“The key move in ticket-
ing is the change from
box office to online
purchasing. Many
attractions operators
are now looking at their
social media strategy
and how it relates to
these changes.

Attractions operators
also want increased
functionality, especially in the area
of visitor analysis, to inform pro-
motions and marketing initiatives.
We're constantly enhancing and
upgrading our solution to meet
these requirements.

The biggest challenge at the
moment is related to new com-
munication technologies and
how we keep abreast of all that's
happening, particularly regard-

ing smartphones and
even intelligent televi-
sions, where the ability
to obtain any type of
goods and services
is going to be almost
predominantly elec-
tronic. We can envisage
this happening, but
don’t know within what
timescale, so our devel-
opment work has to be very much
a suck-it-and-see process and then
hope that we're ready when the
big changes come.

With new electronic forms of
communication, physical tick-
ets may eventually cease to exist.
Cloud based computing will con-
tinue to develop and suppliers will
have to move to this method of
delivery or be left behind.”

88 Read online
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TICKETING NEWS

Lucky Voice's Queu-eoke is a hit

In line entertainment

To alleviate the boredom of queuing,
Thorpe Park is getting the crowd singing.
Karaoke club operator Lucky Voice is build-
ing a bespoke karaoke unit, following the
success of a pilot last year at one ride.

This season, Queu-eoke is appearing at
multiple locations around the theme park.
Two employees act as hosts, manning the
song list and getting the crowd involved.
Customers sing together in a chorus, with
the help of on-screen karaoke lyrics shown
on a big screen mounted to a wall facing
the queue and inflatable microphones as
props. Customer feedback has been over-
whelmingly positive.

Fullers Group chooses Gateway

The New Zealand-based Fullers Group,
which operates ferries in Auckland, has
chosen Gateway's flagship product, Galaxy,
for its ticketing and access control soft-
ware. By printing tickets on demand, rather
than using pre-printed tickets, there's less
opportunity for ticket theft or loss.

Galaxy allows F&B products to be inte-
grated, so products can be sold on a single
integrated platform. Pass renewal on the
eGalaxy Consumer Web Store means regu-
lar users won't have to stand in line every
month for a ferry pass and the print at
home tickets will reduce queues.

Virtual queuing for waterpark

Pennsylvania's largest waterpark,
Camelbeach Mountain Waterpark, is
introducing the Q-band virtual queuing
wristband at 10 of its top slides this sum-
mer. The RFID wristband allows guests to
queue virtually, after selecting their desired
ride from self-service kiosks. They're noti-
fied when it's their turn and use a separate
entrance to skip the line. ®
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Product round-up

The Piaggio unit creates
adaptable selling station

Severn Lamb has launched its Piaggio
unit — a mobile selling or market-

ing unit, which can be adapted and
customised to suit the attraction. The
Piaggio can be used to sell hot and
cold food and drink, such as ice cream
or coffee, as well as other merchan-
dise. As a unit on wheels, the Piaggio
is designed to easily move up and
down a queue of people. It can also
work as a multimedia point for shows
and can be can be extended upwards
to provide standing room, the door
openings can be on the sides as well
as the back, plus vinyl wrapping and
multimedia can be added.

KEYWORD

severn lamb

Personalised for guest ice
cream desserts by Kerry
personalised ice

Y 3 a
b3 .
creams, with spe-

cial sauces and 'q
toppings. Custom- \ J
ers can add their

own toppings and

operators can create excitement and
theatre to the experience. DaVinci
Gourmet, part of the Kerry brand, pro-
vides dessert sauces and inclusions
such as Cookie Crumb and Shortcake
Crumble. Operators can also consider
incorporating fruit choices into menus
to add a healthy option.

KEYWORD

kerry

Kerry Foods is giving
family attractions
the ability to offer
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attractions-kit.net

the search engine for leisure buyers

Wherever you are in the world,
find the right products and
services 24/7 by logging on

to Attractions Management’s
free search engine
www.attractions-kit.net

Vizers hats by Sea Thoughts for all ages

Sea Thoughts
has launched
its Vizers hats
for retail,
promotional
campaigns and
staff wear at amusement and water
parks. Made from soft EVA material,
the hats are colourful and lightweight
and designed to be durable. The
floating cap has holes in its brim for
Jibbitz charms, giving opportunity for
additional profit per hat. The product
can be mix and matched with other
colour straps and is intended for
wearers of all ages. Displays for the
products can be custom made and
supplied for the outlet.

KEYWORD

sea thoughts

Digital photo booths use
social media sharing

Digital Centre America manufactures
digital photo booths designed to offer
entertainment to the guest, as well
as providing an additional revenue
stream. The booths are designed to
be ‘plug in and play’, low mainte-
nance, with free software upgrades.
Guests can buy various sizes of pho-
tos, as well as instantly email them
to family or friends, or post them on
Facebook or Twitter.

KEYWORD

digital centre
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Product round-up

Integrated entertainment
system wood rack designs

Rackz, UK-based 19 inch rack special-
ist designer, manufacturer and supplier,
has expanded its range of wood finish
Credenza rack units. The Credenza
range is a self-assembly product in
Beech, Knotty Oak and Black Ash de-
signs. It's been created for commercial
applications and for home entertain-
ment and smart home systems to be
combined into an integrated package.

attractions-kit.net KEYWORD
rackz

Maurer finishes Skyloop
for Fantawild in Xiamen

Maurer has made the last few prepa-
rations to its ninth SkylLoop ride at
Fantawild, Xiamen. The doors to the
new Fantawild Adventure park in
Tong'an, Xiamen, will open this year.
Guests will have the chance to experi-
ence maximum thrills and a unique
guest experience on the Skyloop,
which will have the highest inversion in
the world, a speed of 105km per hour
and extreme accelerations on a com-
pact surface area of 50m by 5m.

attractions-kit.net KEYWORD
maurer

attractions-kit

the search engine for leisure buyers

Wherever you are in the world,
find the right products and
services 24/7 by logging on

to Attractions Management’s
free search engine
www.attractions-kit.net

Syx creates one card for
all attractions and more

Syx Automations, Belgium, has cre-
ated a CityCard that combines visits
to museums and attractions and
includes public transport. The all-in
experience card has been launched
in Gent, Belgium, allowing visitors to
enter the city’s principal museums,
other attractions including a boat
trip, and public transport without the
need for any paper passes. There are
two types of cards, one that is valid
for 48 hours, another for 72 hours.
They cost 25 and 30 Euros. The card
comes with a visitors’ guide.

attractions-kit.net KEYWORD
syx

attractions-kit.net KEYWORD
sweetfrog
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Frozen yoghurt store to
open at US fun park

Frozen yoghurt specialist SweetFrog
will open a shop at the Virginia-
based Kings Dominion amusement
park in spring 2013. The Richmond,
US-based self-serve frozen yogurt
company will open its store in the
newly expanded Planet Snoopy area
of the amusement park, near the
re-themed Woodstock Express roller
coaster. SweetFrog will offer fami-
lies a large selection of frozen yogurt
flavours including fat free, sugar free,
and gluten free options. Toppings
include fresh fruit, granola, wet wal-
nuts, crushed candy bars, chocolate,
caramel and shredded coconut. The
park opened on 29 March.
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log on to wwwy.attractions-kit.net and type the company name under ‘keyword search’

Bussink Design creates
giant moveable wheel

Bussink Design, based in Switzerland,
has installed a transportable giant
observation wheel in Munich, Germa-
ny. The brand new Observation Wheel
R8OXL SP, reaches 80m (263ft) high.
It houses 500,000 LED lights, which
can be seen from across the city. The
giant observation wheel is available in
a stationary semi-transportable version
for permanent or long term installation
and also in a fully transportable version
that comes with a base frame.

attractions-kit.net KEYWORD
bussink design

attractions-kit.net KEYWORD
whitewater
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WhiteWater completes
SilkGel slide resurfacing

Nessie's Revenge at the West Ed-
monton Mall's World Waterpark

in Canada has had a complete
makeover with WhiteWater’s new
technological innovation, SilkGel. The
technology is designed to offer gloss
and colour retention and be an eco-
friendly, low maintenance product, on
which WhiteWater offers a five-year
resurfacing warranty against fading
and chalking. SilkGel was awarded
the Best New Technology Award at
IAAPA and was created at WhiteWa-
ter's manufacturing facilities in British
Columbia, Canada. It offers UV resis-
tance, consistent gloss and allows for
resurfacing with new colours.

JPM
releases
new
Casino
Crazy
Open the
Box game

JPM’s Category
B4 Casino Crazy
Open the Box

is a new game for casino clubs with
features intended to deliver player ap-
peal. The Open The Box feature awards
a series of cash offers to the player.
Each refused offer causes three of the
cash values in the Open The Box area
to disappear. If all offers are refused,
the player is awarded the cash value
revealed when a secret reel is lit.

Nnet KEYWORD

jpm

Gateway Ticketing part of
Crayola Experience refit

Gateway Ticketing Systems is imple-
menting a fully integrated solution

for The Crayola Experience’s ticketing
and access control operations, as part
of a major renovation project. Using
Gateway’s flagship product Galaxy, the
US-based Crayola Experience began its
operational transformation in Febru-
ary with Point of Sale admissions and
a new eGalaxy Consumer Web Store,
which enables visitors to buy tickets
online and print them at home.

attractions-kit.net KEYWORD
gateway
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WATERPARKS

The WWA hope to
break last year's
record of 24,873
participants

at this year

THE BIG SWIM

The World’s Largest Swimming Lesson takes place on June 18th. The WWA’s
Aleatha Ezra invites waterpark operators to host an event and help save lives

s we near the start of the

summer swimming season,

the World’s Largest Swimming

Lesson™ (WLSL) aims to

reach out to families, with the

key message that Swimming
Lessons Save Lives™.

Drowning remains the leading cause
of accidental death of children aged one
to five and the second leading cause of
accidental death for children aged one
to 14. Everyone in the aquatics indus-
try is responsible for working toward
eliminating drowning deaths, which
has prompted the World Waterpark
Association (WWA) and its partners,
plus hundreds of host locations, to sup-
port the WLSL event each year.

All waterpark operators can host
the WLSL on June 18th, and the ben-
efits are numerous. Not only will you
draw new visitors to your facility, but
your attraction has the potential to
receive positive media exposure. If
you're worried that you don't have
enough qualified life guards, combin-
ing resources with local swim clubs or
recreation centres could be an option.

92 Read

RECORD ATTEMPT

On June 18th 2013, waterparks,
pools and other aquatic facilities
around the globe will host WLSL les-
sons simultaneously at 11lam EDT
(5pm CEST, 4pm BST) in an attempt
to break the Guinness World Record.
The previous records are: 24,873
participants in 2012; 19,322 partici-
pants in 2011; and 3,971 participants
in 2010. Countries involved include
the USA, the Bahamas, Brazil,
Canada, Germany, Lebanon, Mexico,
South Korea, the UAE and the UK.

As well as benefiting the WLSL event,
new partnership could be the start of
many opportunities for the future.

The WLSL event began in 2010 and
many waterparks have run very suc-
cessful events, including: Wild Wadi,
Dubai; Aquaventure at Atlantis the Palm,
Dubai; Merlin Entertainment’s Alton
Towers Waterpark, UK; and Sandcastle
Waterpark, Blackpool, UK.

®

online

Sandcastle Waterpark worked with
local community school groups and a
charity that focuses on children with
disabilities, resulting in 100 children
and parents attending their 2012 WLSL
event. Thanks to strong pre-event pro-
motional efforts, through posters and
mailers locally, social media, internet
banners and waterpark signage, the
event received coverage online, on the
radio and in local newspapers.

To register your waterpark as a host
location, visit WLSL.org by May 19th.
The website offers a complete host
location guide, key dates, check lists,
sample media releases, posters, flyers
and promotional materials.

Not only will you be helping people
be water safe, you'll be positioning your
park as a concerned community leader
in water safety. ®

Aleatha Ezra, Director of
park member development
World Waterpark Association
+1-913-599-0300 ext: 11
% aezra@waterparks.org
© www.waterparks.org
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ANTENNA INTERNATIONAL
Digital media applications and
handheld multimedia guides

ANTENNA

for attractions

T+44 (0)20 3365 8600
www.antennainternational.com

BERTAZZON L2
Manufacturers of unique . :
merry-go-rounds, high quality BERTAZZO
bumper-cars and go-karts

T+39 0438 966291 E bertazzon@bertazzon.com
www.bertazzon.com

EAS

Euro Attractions Show 2013.
Register now for Europe’s premier
event for the attractions industry

T:+32 2609 54 45
www.iaapa.org/eas

EMPEX WATERTOYS
An innovator of unique

interactive aquatic
playgrounds and spray parks

T+1866 833 8580
www.watertoys.com ‘h
R

cost

Theme and

specialty construction
services since 1957

AHEOsSTOE

T+1262 6776060 E info@costofwisconsin.com
www.costofwisconsin.com

FORREC

Specialists in the creation of
entertainment and leisure
environments worldwide

T +1416 696 8686
www.forrec.com

CUMMINS-ALLISON
Industry-proven coin
handling, currency note handling and office

UMMINS

CCUMMINS-ALLISON LTD.

equipment to a variety of business sectors

T+44 (0)2476 339810 E info@cummins-allison.co.uk
www.cumminsallison.co.uk

GAMMA DATAWARE LTD

Modular integrated management
information systems for visitor attractions,
museums, heritage sites and theme parks

T+44 (0)141773 6273 E sales@gammadata.com
www.gammadata.com ‘h
3

D J WILLRICH LTD
An audio visual multimedia
integrated system company

T+44 (0)1590 612 603
www.djwillrich.com

GATEWAY TICKETING SYSTEMS
Sales, service and support
for point-of-sale and

Gate

ticketing systems worldwide

T+1610 987 4000
www.gatewayticketing.com

EAG INTERNATIONAL

A complete show for the
amusements, leisure, parks
and attractions sectors

T+44(0)1582 767 254
www.eagexpo.com

To book your space in the Web
Gallery contact Julie Badrick

Tel
Email



AUPACUONS:| WEB GALLERY

by

HIPPO LEISURE
Specialists in flume slides
and interactive water play " =
Hippoleisure
T+44 (0) 1752 771740 E sales@hippoleisure.com
www.hippoleisure.com ‘h
5

OMNITICKET NETWORK
Specialists in providing
ticketing distribution

T+44(0)1782 714 300
www.omniticket.com

HUSS PARK ATTRACTIONS
Development, manufacture
and sale of amusement rides

for amusement parks

T +49 4214990 00
www.hussrides.com

POLIN WATERPARKS

Global leader in design, engineering,
manufacturing and installation

of waterslides and waterparks

Ru:

T+90 262 656 64 67
www.polin.com.tr i“

KRAFTWERK

One of the leading
companies in the field of
pro-AV system integration

T+43 07242 69269
www.kraftwerk.at

PRIMEPLAY

World leader in the design
and manufacture of active
family play attractions

T+1604 232 4505
www.primeplay.com

MARSHALL-TUFFLEX ENERGY MANAGEMENT m Marshall
Industry-proven energy L mmmm‘l

management solutions to cut
power bills and carbon emissions

T+44 (0) 1424 856610 E info@marshalltufflexenergy.com
www.marshalltufflexenergy.com

QUIRK
Full service digital
marketing agency

t+44 (0)20 70998849
www.quirklondon.com i“

MERLIN SOFTWARE *
Business management 4 MERLIN
systems and admissions solutions for the

retail, charity and visitor attraction sectors

T: +44 (0) 1226 321213
www.merlinsoft.co.uk

g
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RAINBOW PRODUCTIONS

Mascot manufacturer &
official supplier of famous
children’s characters for events

SNOILONAOHd
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T+44 (0)20 8254 5300 E info@rainbowproductions.co.uk
www.rainbowproductions.co.uk

!

N WAVE
Fully integrated digital studio

&
nlL%ave
handling all aspects of 3D pictures

cinema production and distribution

T+322 347 6319 E edillens@nwave.com
Wwww.nwave.com

To book your space in the Web
Gallery contact Julie Badrick
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SIMWORX
3D & 4D effects
theatres, motion theatres, simulation attractions
and the provision of 2D & 3D film content

=AU WG [

T+44(0)1384 295733 E sales@simworx.co.uk
www.simworx.co.uk

UNLIMITED SNOW
Unlimited snow services
for all snow and ice
leisure experiences

T+3120 4714640
www.unlimited-snow.nl

SKY SKAN

Design and installation of
fulldome planetariums and
visualization theaters

T: +1603-880-8500
www.skyskan.com

VEKOMA

Design and manufacture of family
coasters, thrill and mega coasters
and family attractions

T +31475 409 222
www.vekoma.com

SALLY CORPORATION

Dark rides, animatronic

musical shows and lifelike
human and animal animatronics

T+1904 355 7100
www.sallycorp.com

WHITEWATER WEST

The global leader in

waterpark design, engineering,
manufacturing and installation

T+1(604) 273-1068 E sales@whitewaterwest.com

www.whitewaterwest.com

TAPE MY DAY

The fully automatic visitor
video-generating system for
sports, rides and attractions

T+3120 4714640
www.tapemyday.com ih

WORLD OF RIDES

Manufactures and distributors

of battery go-karts, bumper

boats, bumper cars and much more!

T+44(0)191492 0999 E info@worldofrides.com

www.worldofrides.com

THE JUICE
Market leader in 3D/4D/5D
attraction and ride films, 360,

thejuice

fulldome and interactive films

T+44 (0)20 7193 7473
www.thejuice.com

ANTONIO ZAMPERLA SPA
The Amusement
Rides Company

T+39 0444 998400 E zamperla@zamperla.com

www.zamperla.com

TRIO TECH
A leading manufacturer of

TRIOTCCY

multi-sensory interactive

attractions for the entertainment industry

T+1514 354 8999 E info@trio-tech.com
www.trio-tech.com

To book your space in the Web
Gallery contact Julie Badrick
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WHITE

The Waterpark & Attractions Company

www.orbietheoriginal.com  Tel: +1.604.273.1068 orbie@whitewaterwest.com




