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Dog Days at the Waterpark     
Challenge 
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Being one of the largest waterparks in Ohio, The Beach attracts a lot of media throughout its three-month season.  But by September media interest typically declines, at a time they want to begin selling season passes for next year.  The challenge was to gain one last PR hurrah at the end of season to leave people talking about the waterpark and excited to return next year.
Strategy and Action
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Wordsworth created an event called Dog Days. The event offered an opportunity for families and their dogs to enjoy a day at The Beach, compete for season passes, doggie treats, toys, grooming products and gift certificates.  

All dogs received free Admission and goodie bags while their owners received a discounted $12 admission with a coupon downloaded from The Beach’s website.

Dogs were invited to enjoy a doggie-swim in the Kahuna Beach Wavepool, and competed with their owners in the Dog Day 

Results

Results included attendance at the water park’s final day of operation far in excess historic levels, wide media print and broadcast feature news coverage, and an array of cute images posted on the water park’s homepage, resulting in a dramatic increase in visitors to the site.

Finally, Dog Days was such a success that it was named the “Best Absolute Craziest Dog Fun” by Cincinnati City Beat, in their annual listing of the Best of Cincinnati.  
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