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birthday party line-up — and fashioned
all aspects of these themed celebrations
— that you toot your horn to get the
word out to al who might turn to your
rink for value-loaded enjoyment. In the
eyes of your younger customers, your
rink truly can be a palace of birthday
party fun.

Dumbo

This classic 1941 animated car-
toon from Disney is being revived on
Broadway later this year. If al pans
out, look for a Dumbo revival, perhaps
anew animated Dumbo film, and loads
of Dumbo-licensed fare suitable for use
throughout your rink.

Hello Kitty

Based on the daily cartoon life of a
white cat, the animated Hello Kitty TV

series began in the 1970s in Japan, and
today it's an empire. Hello Kitty has
gone global, and it generates more than
$1 billion annualy through licensing.
Products include video games, stickers,
vended toys, greeting cards and numer-
ous school items, among countless oth-
ers, and two licensed Hello Kitty theme
parks contribute to the popularity of
Hello Kitty. Look for appropriate Hello
Kitty licensees for use at your rink.

Harry Potter and the Deathly Hal-
lows

The release date for the seventh
and final installment of this colossa
film series is Nov. 19, so put on your
thinking caps. With the release, get your
Potter promotions in order, especially
with your middle-school and high-
school customers. Plan those standard
Potter Parties, think about costumed
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parties, and get Potter-related prizes
on hand for drawings and other give-
aways. School-wide private Potter ses-
sions should work, as well. You might
want to consider a literacy campaign
that uses Potter novels, so contact |ocal
schools to see how your rink literacy
efforts might work with similar pro-
grams that area schools have in place or
would like to get under way. While the
Potter phenomenon is unlikely to fade
away — quality storytelling and writing
should ensure popularity for decades —
the cinematic conclusion of the series
marks a very dramatic juncture. So, do
what you can to go out with a bang —
a majestic bang to honor this cultural
landmark.

Coca-Cola, Diet Coke, Coke Zero

The Coca-Cola Company israising
its profile on the exercise front, with the

beverage leader recently promoting the
2010 Honda LA Marathon, among other
such events. Part of this effort is seen as
areaction to the nationwide movement
that has banished sugared soft drinks
from so many schools in the last year.
Coca-Cola is not looking to promote
only its familiar colas for hydration
during athletic events, however. Their
strategy with their many beverages at
high-profile athletic events and compe-
titions is to be designated as “Officia
Colas,” for Coca-Cola, Coke Zero and
Diet Coke; “Official Water,” for Dasani;
and “Official Sports Drink,” for Pow-
erade ION4. If you offer beverages in
the Coca-Cola portfalio, be sure to talk
with your supplier about Coke-spon-
sored rink activities, including hockey
play and leagues, that would be a good
fit for the company. And ask for volume
discounts, special promotions and sig-
nage, as well as other tools to help your

profit picturethis
spring and sum-
mer.

Hannah Mon-
tana

Mile Cyrus
is a Disney vet-
eran with her
long-running
series, Hannah
Montana, which
more often than
not is the No. 1
programon all of
cable television.
But as an actress
and singer, she
is looking to
expand her hori-
zons, and that
translates into a
genuine end in
store for her hit
series. All is not
lost, however. This is the time to get
knockin’ with the Hannah Montana
phenomenon and see what you and your
staff can devise to take advantage of this
girl-centered character. Any number of
Hannah Montana-themed sessions and
overnights look doable this year, and
when the date for her retirement from
Hannah Montana comes, you can time
an extra-special session to honor that
date. In the meantime, look for a ton
of licensed cosmetics, school packs,
candies, DVDs and CDs, among many

Hanna Montana

other things that would be a perfect fit
in your several profit centers. This can
be “The Year of Hannah Montana’ at
your rink, and if you conduct a cos-
tumed or look-alike Hannah Montana
session, cal your loca TV and radio
stations to get some solid, free and
wholesome publicity.

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