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As the economy picks up, the 
business world perks up with 
loads of new products and pro-

motions. Just look at the reviews below 
of Nine Muses and Korean culture; 
anniversaries of the Girl Scouts, Oreos 
and Dr Pepper; The Lorax; Red Bull 
Total Zero and other developments on 
the horizon. That translates into great 
opportunity for you, as you work to 
strengthen your rink business and the 
skating industry overall, improve your 
party offerings and take advantage of the 
Internet’s golden promise. Full particu-
lars are below.

Nine Muses

According to culture observers like 
People magazine, TV’s Entertainment 
Tonight and a veritable 1,000-and-one 
Internet sites, the next “big thing” on 
the cultural front is coming from South 
Korea: the Nine Muses. The Muses, as 
their fans call them, are a pop music act 
that made its debut in 2010 and quickly 
conquered the Asian market. Within 
months, the fame of the Muses went 
global, despite the fact that their songs 
are in the Korean language. Part of their 
international fame comes from being 
part of a larger phenomenon, termed “the 
Korean Wave.” This includes the rise 
of South Korea with automobiles, TVs, 
computers and household appliances, 
besides music acts like the Muses. Now 
a staple on YouTube, after an appearance 
on TV’s Late Show with David Letter-
man, the Muses are setting a style and 
fashion standard picked up by a bevy 
of other Korean music acts, such as 
Girls’ Generation, Super Junior, T-ara 
and Wonder Girls. If your rink has a 
sizable number of Asian skaters and/or, 
in general, an active school crowd that 
thrives on the latest trends, look to the 
Nine Muses to do good things in sev-
eral of your profit centers. Your deejay 
or sound system, of course, can set the 
K-pop tone, and giveaway prizes and 
redemption fare should do nicely. Think 
about updating your birthday packages 
with a K-pop Party, or renaming some 

after-school sessions as K-pop Parties. 
You want fresh, and the Nine Muses and 
others in the K-pop zone will deliver.

Dr Pepper, Oreo, Girl Scouts anni-
versaries

Everyone likes a celebration, and 
that’s what’s in store for you with major 
birthday anniversaries that key on Girl 
Scouts, Oreo Cookies and Dr Pepper. 
Each is setting a milestone this year, 
with the Girl Scouts and Oreos getting 
their start 100 years ago; for Dr Pepper, 
they began 125 years ago. Your suppliers 
should be able to help you get fresh sig-
nage and money-saving (and -making!) 

discount deals to promote their products, 
as with Oreos and Dr Pepper varieties. 
The Girl Scouts in your community 
ought to welcome any promotions at 
your rink that will put the spotlight on 
their value and good deeds over the 
years. The Girl Scouts have designated 
2012 as “The Year of the Girl,” and that 
theme would do well with a rink session 
or event in honor of that. A general Girl 

Scout Session is a natural, of course. 
Also, contact your area Girl Scouts 
council to see what you can do in part-
nership with them at your rink. Perhaps 
a food or clothing drive is in order. No 
doubt they will be able to offer a number 
of other worthy prospects that’ll fit your 
rink mission. And you should be open to 
tweaking your birthday party lineup and 
after-school sessions that focus on the 
yum-factor of Oreos and Dr Pepper.

Summer Olympics

One last reminder from us: In the 
weeks ahead — from July 27 to August 
12 — the official Summer Olympics 
will be held in London. All the hoopla 
might include one or more competi-
tors from your community, and that’s a 
great reason to fete the Olympics with a 
companion Olympics Skate at your rink 
during an upcoming Saturday or Sunday. 
Ask your staff for other ideas and sug-
gestions, whether or not you have any 

local tie-in with the Olympics. A fund-
raiser for the U.S. Olympic Committee 
certainly has appeal, and that might be 
a good fit with your school sessions. 
And think about talking with school 
sports coaches for additional sports- and 
Olympics-related prospects. Whatever 
you decide to show your rink’s com-
mitment to the Summer Olympics, be 
sure to get media releases sent out to all. 
This can generate desirable publicity and 
goodwill. Opportunities like the Summer 
Olympics don’t come along too often, so 
don’t miss out this year.

‘The Lorax’

The family film season got off to 
a smashing success this year with Uni-
versal Pictures’ The Lorax. From the 
inventive mind and pen of Dr. Seuss, 
the filmed story of The Lorax has seen 
a flood of money from ticket sales, as 
well as companion licensing of toys, 

Nine Muses, The 
Lorax, Nature Valley 

and Oreos in the news

games and other items on a Lorax theme. 
No doubt your birthday party packages 
would benefit from a Lorax makeover, 
and your sessions for day-cares and 
young skaters in general (kindergarten 
through third-grade ages) should prove 
ideal for Lorax themes, employee cos-
tumes and an array of Lorax-licensed 
items in your redemption area. Some of 
those items could serve as prizes in ses-
sion drawings and giveaways. Time to 
put your Lorax hat on!

Red Bull Total Zero

Red Bull remains the top-selling 
energy-beverage brand, and they’re not 
letting success go to their collective 
heads. The company has introduced Red 
Bull Total Zero, and they’re betting on 
customers taking to the drink as Coca-
Cola fans have done with strong-selling 
Coke Zero. Adding to confusion in the 
minds of some people is the fact that 
Red Bull has another diet or low-calorie 
brand, Red Bull Sugar Free. Like Coke 
with Coke Zero and Diet Coke — both 
are monsters in the sales lane — Red 
Bull Zero and Red Bull Sugar Free 
seem to cover every nuance of the no-
calories-for-me thirst brigade. RB Zero 
differs from RB Sugar Free by having 
a bit more caffeine and a splash of 
added citrus flavor with the RB Zero 
formulation. Each utilizes a number of 
non-sugar sweeteners, for a smooth taste 
(and aftertaste). If your customers ask 
for and buy Red Bull beverages, as well 
as high-caffeine Mountain Dew varieties 
(Mountain Dew is a PepsiCo brand), 
your prospects with Red Bull Total Zero 
should be very promising. Look to your 
supplier for volume discounts, introduc-
tory pricing and new signage to get Red 
Bull Total Zero rockin’ at your rink.

Nature Valley

General Mills is giving a big push 
with Nature Valley and online social 
media, thanks to a yearlong effort via the 
Internet to promote hiking trails through-
out the United States. Nature Valley 
already commands 42 percent of the gra-
nola market (Quaker is second in market 
share, with 23 percent), and demand is 
sure to increase. Look over the Nature 
Valley assortment to find some that look 
especially tasty, to add interest and nov-
elty to your rink offerings. You owe it 
to your customers and your bottom line 
to enhance your vended and counter-
top choices with the latest mouthwater-
ing flavors and varieties from Nature 
Valley. Among them are Nature Valley 
Dark Chocolate Peanut Butter Granola 
Thins, Nature Valley Fruit Twists (in 
cherry and strawberry flavors), Nature 
Valley Recharge Cherry Dark Chocolate, 
and Nature Valley Recharge Cranberry 
Almond. For more, visit NatureVal-
leyTrailView.com.

Art Snyder is a regular RINKSIDER 
contributor who specializes in marketing 
and technology. He lives in Centerville, 
Ohio.
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