
14 | SpaRetailer May/June 2013

PUBLISHER’S WELCOMESR

SpaRetailer
          Volume 7, Issue 3

Publishers
David and Karen Wood

Editor-in-Chief David Wood
david@bigfishpublications.com

Senior Editor Megan Kendrick
megan@bigfishpublications.com

Senior Designer Jana Berrelleza
jana@bigfishpublications.com

Assistant Editor Michelle L. Cramer
editorial@bigfishpublications.com

Contributing Writers/Columnists 
Linda Cahan, Kristan Hart,
David Jewell, Mac King,
Kat Rags, Rick Robinson, 

Alison Stanton 

Contributing Photographer
Dan Wonsch

SALES AND PROMOTION
Director of Advertising John Clemens

jclemens@bigfishpublications.com

A BIGFISH PUBLICATION

SUBSCRIPTIONS
SpaRetailer is a trade-only publication for hot tub industry 
professionals. Annual subscriptions are available for $39 
per year for U.S. and $59 per year for Canadian address-
es. Other international locations are available for $129 
per year. A 12-month subscription includes six issues and 
unlimited web access.

COPYRIGHTS
All rights reserved. Reproduction of SpaRetailer content 
in whole or part without permission is strictly prohibited. 
SpaRetailer®, Spasearch®, Poolsearch®, Spasearch | 
Poolsearch Certified™, SpaRetailer Certified™, Certified™ 

Retail Store | Pool Builder are trademarks of Bigfish 
Publications. Printed in USA. ©2013.

The views of columnists are not necessarily the views of 
Bigfish Publications, our staff or our advertisers.

UNLESS YOU’RE LIVING UNDER A ROCK, 
you are aware of the blockbuster purchase 
of Dimension One Spas by Jacuzzi Group 
Worldwide.

Whether you sell one of the Jacuzzi 
Group brands (Sundance Spas, Jacuzzi Hot 
Tubs, Thermospas and Dimension One 
Spas) or are competitors with them, there’s 
no doubt this purchase is going to change the 
competitive landscape for years to come.

While there are many takeaways, the 
most notable is often overlooked. Unlike 
Thermospas, which was purchased in 
bankruptcy as a consumer direct supplier, 
D1 has an established and very loyal dealer 
network. D1 also excels in the upper-end 
of the market, has a proven track record 
of delivering innovation and received 
recognition as a TradeCertified manufacturer 
for eight consecutive years. 

I have known Bob Hallam, the founder of 
D1, for 15 years. I recognize and commend 
him for building an innovative spa company 

that has the respect of the industry, dealers, competitors, employees and consumers. 
Enjoy the good life, Bob. It’s well deserved.

Going forward, time will tell how these new brands will merge, given they 
are frequently direct competitors. Many insiders believe we are witnessing the 
first ‘General Motors’ of the hot tub industry, promoting many brands under 
one corporate umbrella. We are seeing a similar transformation with Watkins 
Manufacturing’s successful acquisition of Freeflow Spas.

Collectively, we have been begging our industry to improve the sales 
professionalism and elevate the marketing of our spa products. Well we got 
our wish. There’s no doubt Jacuzzi and Watkins promote that philosophy as 
industry juggernauts. They have consistently shown a propensity to spend money 
to acquire customers, enjoy strong name recognition and work diligently to 
make their dealers successful in any market.

I’m just relieved these methodic acquisitions are occurring by well-funded, 
industry-centric firms whose significant financial investments clearly signal their 
beliefs that better days are ahead…and that is a good thing for all of us.

David T. Wood
Editor-in-Chief & Publisher
david@bigfishpublications.com

Industry 
Juggernauts 
at Work
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INSIDERS

FAR REACHING 
INVOLVEMENT
Hamil’s reach extends much 
further than revolutionizing 
the spa, aquatic and food 
industries with DEL Ozone. 
She wrote the New York, 
California and Washington 
state guidelines for the use 
of ozone in commercial 
swimming pools and spas, 
and co-wrote the ozone 
segment of NSF/ANSI Standard 50 for the use of ozone 
in commercial swimming venues. She’s been an ozone 
consultant for the spa and swimming pool industries 
since 1985, and for various state Environmental Health 
Department agencies regarding recreational water since 
1986. Additionally, she’s a member of more than 12 
industry-related associations including the International 
Ozone Association, the Water Quality Association and 
the National Environmental Health Association.

Nathan Coelho, director of engineering at Master 
Spas in Fort Wayne, Ind., started working with Hamil 
at the end of 2012. “I’ve heard a lot about her,” he says. 
“We had this new project on a product they’ve put out 
that we’re testing. She’s been quick to resolve any prob-
lems on it. In fact, everything she’s told us to do has 
worked.” Coelho is impressed with her knowledge and 
experience. “There’s not a lot about ozone that you could 
address with her that she isn’t familiar with.”

DOING WHAT SHE LOVES
Hamil finds humor in the fact that she basically stumbled 
into her job, and how much she’s loved it right from the 
start. She enjoys the intrigue of working with government 
regulatory agencies and having a vital role in things like 
food safety. She finds satisfaction in the diversification 
of her job — working in marketing, science and manu-
facturing — and how it’s constantly changing so she’s 
always learning. 

“Twenty-five years ago, if someone would have told 
me that you could use ozone in food safety, I would have 
questioned it,” Hamil says. “Spas to meat processing — 
there’s a weird segue. Talk about diversity! I love my job 
and they’re going to have to drag me out of here.”

Hamil turned 60 at the beginning of 2013 and adamantly 
proclaims that she has no intentions of ever retiring. n

The original version of this story contained errors. It has 
been updated to reflect those corrections.

BETH HAMIL’S JOURNEY began as an operating room nurse in New 
Hampshire in the ’70s. Back then, the pay for an OR nurse wasn’t 
great, so in 1978, Hamil began supplementing her income by 
working part time at a friend’s hot tub store. The hot tub company, 
called California Cooperage, soon offered her a full-time position as the 
engineering manager, so she quit her nursing job, moved to California 
and plunged full force into a career she knew little to nothing about. 

MOVING INTO THE OZONE INDUSTRY
The knowledge she attained by managing an engineering department 
served her well. California Cooperage was the first company in the 
industry to manufacture wooden hot tubs and, around 1980, started 
working with DEL Ozone, utilizing ozone systems to help prevent 
deterioration of the wood. Then, around 1984, California Cooperage 
was bought out and moved out of state. Instead of moving to Arizona 
with the company, Hamil took a job working for DEL Ozone, 
despite that she had no formal training in the ozone industry.

“My whole background was in hot tubs and spas, not pools and 
ozone systems,” she says, but she soon made up for it. “You learn, 
and you learn and you learn. I took several courses at the local 
university to keep up.”

DEL Ozone continued to grow after bringing Hamil on as an 
employee. In fact, Hamil played a role in the development of the 
first UL listed ozone system in 1985. “It catapulted ozone into the 
industry so that, within a few short years, almost every manufactured 
spa had an ozone system on it,” she says. That same year, Hamil also 
played a major role in the development of the first NFS listed ozone 
system for commercial pools and spas.

She recalls a particular pool-cleaning product DEL offered early 
on called the Hustler (trademarked in 1976). “I remember the 
campaign clearly,” Hamil says with a giggle. “‘Hustler’s our name, 
dirty pool’s our game.’ The product grew and the company grew.” 
DEL Ozone started making ozone systems for residential pools, which 
soon transitioned to commercial pools. Then DEL was manufacturing 
aquatic life support systems for aquariums and zoos, followed by a 
transition into the food safety industry, where Hamil played a role in 
getting ozone approved by the FDA as a food additive.

“I’ve always been vice president of something at this company,”
Hamil says. “My current title is ‘Vice President of Corporate 
Compliance and Market Development.’ No one really knows what it 
means other than, if it can’t be done, they give it to me.” 

From OR Nurse to 
Ozone Expert
A LOOK AT THE CAREER AND CONTRIBUTIONS OF 
DEL OZONE’S BETH HAMIL. by MICHELLE L. CRAMER

SR

For questions or to comment on this article please contact editorial@bigfishpublications.com.

VP of Corporate 
Compliance and 
Market Development — 
Del Ozone

ABOUT BETH HAMIL
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TWO 

COMPANIES 

BRING THE 

BENEFITS OF 

CONCRETE & 

ACRYLIC SPAS 

TOGETHER 

AS ONE.

BY MICHELLE L. CRAMER

Photo: Bullfrog Spas
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GONE ARE THE DAYS of choosing between 
the aesthetic appeal but lack of comfort 
in a concrete spa, and the luxurious 
hydrotherapy housed in the landscaping 
eyesore of an acrylic spa. Now, consumers 
can have all of the positive attributes and 
leave the drawbacks behind. 

Well, that’s a bit misleading, because 
those days have been gone for some time 
now. The issue is, very few people actually 
know that spa owners can have comfort 
and visual appeal with their hot tub. But 
companies like Sedona Spas in Phoenix 
and Bullfrog Spas are working to change 
perceptions.

DIRECT COMPARISON
When a consumer looks to buy a hot tub, or supplement 
the new pool with a spa, concrete in-ground or acrylic above-
ground are the obvious options. Both have pros and cons to 
their design and technological achievements. The top benefit 
to concrete is the visual appeal. A concrete spa can be seam-
lessly integrated into any landscaping design or paired with an 
in-ground pool for the full “backyard getaway” effect. However, 
they’re hard on a tight budget and, the jets are limited in num-
ber and power, thus degrading the quality of hydrotherapy 
available. 

When it comes to comfort, acrylic spas are certainly the 
better choice. Acrylic spas have a smooth surface and are 
contoured to fit the body, with a variety of seating patterns 
available. Concrete spas are rigid in shape, and typically have 
only basic, bench-type seats that require the user to sit straight 
up. They also have a rougher texture that can be hard on skin 
and bathing suits. While comfort is a plus, the major downside 

is the fact that acrylic spas are premanu-
factured and require access to internal 
equipment; therefore, they must sit on 
the ground rather than in it. This limits 
integration with the landscape to virtually 
nothing. 

Many homeowners anticipate a trade 
off when choosing between concrete or 

acrylic spas, relinquishing beauty for comfort or vice versa. 
Fortunately, that isn’t really the case.

TRANSFORMING CONCRETE SPAS
Bullfrog Spas is well-known as a manufacturer of portable, 
acrylic hot tubs, which provides an advantage and unique 
perspective as the company works to rectify the cons of a concrete 
spa — specifically, the lack of comfort and hydrotherapy. 

Dan Sjoblom, marketing director for Bullfrog Spas, explains 
that the company saw a misconception when it came to what a 
concrete spa is a capable of doing. “We feel that there’s a pretty 
clear assumption among consumers that, in this day and age, 
when they contract someone to build a pool and spa combo in 
their backyard, the therapy and comfort of that spa will be the 
same as above-ground spas,” he says. “But construction hasn’t 
kept up with that expectation.”

While Sjoblom acknowledges that in-ground hot tubs can’t 
be beat, he’s seen uniform disappointment with homeowners 
in terms of jetting and therapy. They love the look, but must 
sacrifice the comfort. That’s where Bullfrog’s JetPak system 
comes in.

According to Sjoblom, JetPak improves the quality of a 
concrete spa by:

•	 Improving the comfort of the spa seat. Rather than sit-
ting against a flat, concrete wall, you’re sitting against a 
jet pack that is molded and contoured for comfort.

•	 Providing competitive hydrotherapy like homeowners 
experience in manufactured hot tubs. JetPaks move more 
water, provide a better position of the jets relative to the 
spa user’s back and provide more coverage and range of 
motion than jets in traditional concrete spas.

•	 Opening up the opportunity for upgrades. Jetpaks are 
completely interchangeable and upgradable, if the home-
owner decides to change it.

Brian Washington, owner of Timpanogos Pools in Lindon, 
Utah, offers JetPaks to all homeowners that hire his company 
to build an in-ground spa. He explains that you have to build 
the spa around the JetPaks, rather than add them to an 
existing hot tub. So, for $1,000, Washington can add two 
JetPaks to the base price for an in-ground spa installation. “I 
think I’m the only one who really has it down to where I can 
offer them at a reasonable price,” he says. “There have been 
several bids where I might not have otherwise got the job, but I 
offered the JetPaks and convinced the owners they needed and 
wanted them. That led to them choosing me over a company 
that didn’t offer JetPaks.”

While not every customer chooses to add the JetPaks, 

IN-GROUND HOT TUBS

FOR MORE INFO
Learn more about JetPaks at 
jetpakspas.com

Check out Sedona Spas at 
sedonaspas.com
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Washington certainly sees the value. “When you talk to 
someone who has them, they’ll tell you they make the spa 
better than it’s ever been,” he says. “People who don’t have 
JetPaks in their hot tub will experience it and always say that 
they wish they had them.”

PUTTING AN ACRYLIC SPA IN-GROUND
Sedona Spas started offering an in-ground building process for 
acrylic spas over 12 years ago, successfully side-stepping the 
landscaping problem acrylic spas create. “We build a seat wall 
and set the spa in it — we excavate, pour footings and then 
build it out of cinder blocks,” says owner Ross Herman. “On 
one side its left open and we put in an equipment module so 
we can access everything above ground.”

The development of the Sedona in-ground acrylic spa 
started when Herman was living on a golf course and didn’t 
like the idea of the eyesore an above-ground spa would create 
if he put one in his backyard. Looking back at his previous 
experience managing a custom deck company, he recalled that 
they used to sink the spas halfway into the decking and saw no 
reason why that couldn’t be done in the ground, too. Herman 
immediately sought out a patent after his epiphany (U.S. Patent 
No. 6,381,768), anticipating that his idea would quickly inspire 
copies. 

“We basically retain all of the advantages, energy efficiency 
and performance of portable spas, but with an in-ground 
application,” Herman says. He thinks of concrete spas as 
more of a water feature. “They have minimal jets, aren’t as 
comfortable as the mold in an acrylic shell, the equipment is 
remote with reduced efficiency, they’re more expensive to build 

and more expensive to operate.” 
Utilizing the benefits of an 
acrylic spa, Sedona’s offering 
marries the best of both worlds, 
comfort and visual appeal, for 

less overall cost. “We can finish it in a million different ways 
that match any background design. It’s no longer an eyesore 
sitting above the ground.”

Sedona builds the spas in Phoenix and then sells them to 
pool builders or directly to the homeowner, with specifications
provided to the hired contractor for construction. While 
Sedona’s market is primarily in Arizona, sales have occurred 
out of state on many occasions, including as far away as Maine. 
“I’ve probably got 10,000 spas out in the Phoenix market — 
been in business for 19 years here,” Herman says. Because of its 
connection to local pool builders and contractors, Sedona has 
in-ground acrylic spa models in display homes and pool builder 
shows, in addition to the Sedona factory and showroom.

In addition to the JetPaks mentioned, Bullfrog Spas also 
offers a means of in-ground installation for acrylic spas called 
SpaVault. While concrete spas require a contractor’s involvement 
for installation, SpaVault does not. This manufactured kit of 
galvanized steel walls allows a spa retailer to drop a Bullfrog 
spa into the ground without a lot of extra effort. “The 
average spa retailer is pretty hands off when it comes to putting 
something like this in the ground because they’re not in the 
construction business,” Sjoblom says. “But they can work 
with a basic concrete guy, excavate, pour a slab and use this 
kit.” SpaVault is available only through authorized spa dealers 
and only works on the larger Bullfrog Spas that are seven feet, 
10 inches square. 

Sedona Spas and Bullfrog Spas have marked success in 
providing exactly what the consumer wants in a spa, leading the 
way in innovations that will help to make every backyard an 
oasis. n

Photo: Bullfrog Spas

Photo: Sedona Spas, U.S. 
Patent No. 6,381,768


