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OVERVIEW AND RESULTS 

In the past five years, the carnival associated with the Rose Festival's largest event, 
Waterfront Village, had not grown in either ridership or revenue. The key demographic--
teenagers and young adults--had diminished, replaced in large part by families with 
young children, many of them without the disposable cash to put the kids on many rides. 
The more expensive rides aimed at thrill seekers were often sitting idle. Even the Big 
Wheel was no longer a big deal. 

The Rose Festival had rolled up its sleeves in late summer 2010 and embarked on a 
course of 'urban renewal' for the Waterfront Village, resulting in plans for a new layout, 
new programming and even, perhaps, a new name. Anecdotal evidence was pointing to 
the fact that 'Waterfront Village' had not taken hold in the dozen years of that moniker, 
and the event itself was both looking and feeling a little tired. 

The festival's CEO, Jeff Curtis, had decided in August to take on the oversight of this 
event, part of an overall reorganization of the festival staff. A new chairman was chosen 
by the Rose Festival President and a steering committee was formed, consisting of 
former chairmen and the festival's staff overseeing key disciplines, including marketing, 
events and public relations.  

Waterfront Village leaders decided early on that the carnival was still an important 
component of the event's programming and should be retained. But it, too, needed a 
shot in the arm. In November Curtis accepted an invitation to attend the annual expo of 
the International Association of Amusement Parks and Attractions in Orlando, Florida 
with the owner of Portland's local carnival and the Rose Festival's eight-year partner, 
Funtastic Shows. His goal was to convince Funtastic to invest in a new ride, something 
significant, something that could be the center of a promotional campaign.  

Curtis found his choice outside the mammoth trade show in the parking lot of the 
Convention Center, a ride appropriately named 'Vertigo,' a towering contraption that 
would rise over the park, lifting its 12 two-person swings high into the air before spinning 
them around at alarming velocity. 

Standing from top to toe, the ride would reach 100 feet, which was later converted into 
the entire Trail Blazer team standing end to end or two-thirds the height of the spires at 
the Convention Center and the clock tower at Union Station. 

In the current economy, convincing a businesslike ride operator to make a million dollar 
investment sounds unlikely, but Curtis has never been one to take no for an answer. His 
enthusiasm won the day, and Curtis was able to share the news with the Steering 
Committee that Vertigo would be coming to Rose Festival.  



Just Another Carnival Ride? 

The Rose Festival had featured carnival rides for decades. In order to turn a new ride 
into a main attraction, Vertigo needed to be figured into the communication and 
marketing for not only the newly named CityFair, but for the entire festival. Vertigo 
needed to take on its own personality, something that would later be inadvertently aided 
by a mishap in Wyoming when the truck carrying Vertigo encountered a militant 
manager at a weigh station outside Cheyenne. But before that incident could throw a 
monkey wrench into the timing of Vertigo's debut, the debut itself had to be carefully 
planned. 

Vertigo became one of the festival's major talking points. The renaming of Waterfront 
Village was a big enough deal; the addition of a sexy new ride helped sell the name 
CityFair, just as the name CityFair helped promote the ride. Along with a concert series 
inside a new entertainment venue—the RoZone—Vertigo was CityFair's most celebrated 
celebrity. 

Vertigo was featured in the Rose Festival's annual Speaker's Bureau presentation, 
introduced at luncheons and meetings around town. Vertigo played a big part in the 
annual editorial meeting at The Oregonian, the newspaper that still drives Portland's 
media coverage. Later Vertigo would be featured in numerous Oregonian stories, both in 
print and on line—not to mention the paper's blogs, Facebook page and video reports. 
Vertigo was given a presence at the Rose Festival website and was continually alluded 
to in the festival's social media outlets. Vertigo was touted at City Hall, with the entire 
City Council invited for its 'maiden voyage.' 

Speaking of maidens, Curtis ended up having a difficult time keeping the new ride 
genderless; his fondness and protective attitude about Vertigo had him imagining the 
ride as a female, and feminine pronouns would occasionally creep into the myriad 
interviews he gave about the festival's new star. The festival's Communications Director, 
Marilyn Clint, continually reminded him that young men love to take thrill rides, and they 
would probably prefer a more masculine persona. When Vertigo showed up at the park, 
there was some consternation that the primary color—which had been orange in the 
promotional photos—was decidedly pink! 

Let Our Verti-Go! 

On Monday evening before the Friday opening of CityFair, Curtis stepped into Clint's 
office—just three days before Vertigo's planned VIP preview at the park--and said the 
ride had been stopped in Wyoming. It sounded like a practical joke. But it wasn't. Vertigo 
had made it across five states, but the heavy ride was now sidelined near Cheyenne and 
had been there since Saturday. On Tuesday morning the festival's Communication 
Team went to work doing some heavy lifting, while a team from Funtastic Shows flew to 
Wyoming to offload part of the ride to a second truck. 

Clint called a local morning anchor, who promptly put her on tape. The next few hours 
were spent crafting a tongue-in-cheek press release, Facebooking Vertigo's predicament 
and talking to specific media; the local NBC affiliate hooked up with a Cheyenne sister 
station to get footage of the ride sitting idle by the highway.   



By the time Vertigo arrived in the park late Wednesday, the ride was a more highly 
anticipated personality than even the festival had predicted. Early showers on Friday 
couldn't dampen the community's enthusiasm.  

Dizzying Results 

Vertigo was probably the most talked-about element of the 2011 Rose Festival. Googling 
"Rose Festival Vertigo" elicits more links than can reasonably be captured, including a 
press release from an upcoming fair that will feature the same ride, alluding to its 
success at Rose Festival and their own new arrangement with Funtastic Shows. 

Everyone was talking about Vertigo, sharing their personal experiences on the ride, their 
videos, their photos and their feedback. There was never a time when the ride was in 
operation that there wasn't a long line of waiting customers. 

The renewed interest in both CityFair and the carnival brought overwhelming success: 
Revenue numbers were up in every category. For the first time in the eight years of 
Funtastic Shows' partnership with the festival, carnival ride revenue exceeded the 
contractual guarantee. The ride gross was up 54%. Carnival food was up 63%. And 
carnival games were up 80%.  

And CityFair's 38% overall paid admission increase can probably be partially laid at the 
feet of the "tallest ride ever to appear in Waterfront Park." As an attraction, Vertigo stood 
head and shoulders above anything else. 
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