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house to finance the coaster, a 30-year-old refurbished
Schwarzkopf Wildcat model. Ever since, the coaster has been
one of the park’s most popular features.

Stottlemyers says this investment reinforced the value of
not adding too many attractions too quickly. “You don’t want
to grow your park so fast that you outgrow your attendance,”
he says. “Then you have pieces that devalue the other attrac-
tions.”

Practicing his principal of not outgrowing the customer
demand, he still knows well-timed additions to an attraction
can only keep customers active longer and, thus, more will-
ing to spend money and become engaged and loyal to the
attraction.

One way of keeping those customers for longer is Adven-
ture Park’s experiment this year to incorporate a time-play
system. The park currently operates as an a-la-carte park,
offering pay-as-you go rides and activities, but management
is branching out to sell wristbands allowing customers four or
six hours of unlimited access to attractions, with the excep-
tion of arcade credits. The goal is to raise per-capita 25 to 30
percent with the new feature.

“Our thinking is it’s easier to for us to get parents to pay
once when they first walk in the door than it is when kids run
out of money on reloadable cards,” Stottlemyer says. “Parents
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are more aware of the spending when they have to dip into
their pockets again and again.” Adventure Park’s pay-as-you-
go option will remain for those interested in one attraction.

An even bigger development is the option of putting in a
waterpark, for which blueprints have already been drawn,
complete with a slide, wave pool, and lazy river. “We have
4.5 acres of land laid out, but the investment is around $6.5
to $7 million,” he says. Stottlemyer’s invested in pursuing
plans, though, as customers hear rumors of a water attraction
and are eager for construction to begin.

“It was always a dream of mine to be able to leave some-
thing behind for my children and grandchildren,” Stottle-
myer says. This vision is clear, especially with signage and
attractions named after those very grandchildren—party
rooms bear titles like “Kyleigh’s Confectionary” and “Nate’s
Gun & Knife Repair.” And with wise decisions like multiple
payment options and by responding to customer needs with
expansions like the waterpark, Adventure Park USA is a
successful mainstay attraction in Maryland, and a successful
model for up-and-coming FECs.
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