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PUBLISHER’S CORNER By Sherman Goldenberg

Since I’ve just about run out of time to submit my monthly
“Publisher’s Corner” column and need to go to the printer with
this issue, I’ll revert, in the best tradition of panic-stricken colum-
nists worldwide, to commenting on an quick list of disparate
items — the first of which is the strategic alliance between RMS
North America and Best Parks in America.

While I’m familiar with Reza Paydar through business con-
tacts and as an advertiser in WCM, I’ve known David Gorin since
he was an exec for the National Association of RV Parks &
Campgrounds (ARVC) before he got involved in a bunch of
other things, including, of course, Best Parks in America. I’ve al-
ways admired David, even when I disagree with him, because he’s

like the industry’s Energizer Bunny. And it looks to me as if this latest news could represent a
major step forward in making Best Parks more of a household brand — something I wasn’t all
that sure of when it originally started up.

KOA’s Rebranding: You know, a lot of people talk passively about new age ideas, but most
of them don’t do anything about it. So, I’ve got to say that Kampgrounds of America Inc.’s
latest initiative to categorize franchisees’ facilities as “Journey,” “Holiday” or “Resort” parks
based on their amenities and services is real gutsy stuff. And I can tell that if smart, straight-
shooting guys like Jim Rogers and Pat Hittmeier stand behind it to the extent that they have,
hearing all the doubts that some franchisees have likely harbored, then you know it’s nothing
to be taken lightly. Do they get it done by 2016? Time will tell.

Gas Prices: Holy cow! Can you believe this? Gas prices have been up and down like the
rollercoasters at Cedar Point. A friend of mine says gas cost 17 cents a gallon when he was a
high school kid in the Midwest, and the price never changed from day to day. Heck, it never
changed at all. Now it bounces from the low $3’s to in excess of $4 a gallon, sometimes jumping
30 cents in a day. You don’t suppose we’re getting jacked around with all this talk about refinery
maintenance and distribution glitches, do you?

WCM’s website:My partner, Beverly Gardner, says we ought to let everybody know that we’re
finally, after buying Woodall’s Campground Management in July, getting serious about upgrading our
website — WOODALLSCM.com. And she’s right. Fact is, we’re looking at our sister website,
RVBUSINESS.com, and are trying to morph over to the campground arena some of the ideas that
have worked so well on the RV side of the equation — such as rotating banners and a more appeal-
ing design. And we’re working at the same time to enhance the traffic on that site. Now that we’re
getting serious about it, we’re hoping you’ll take a moment sometime and check it out. WCM
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Sunland RV Resorts Owner Reza Paydar
Becomes CEO of Best Parks in America

Founder David Gorin sold
his majority interest but will
remain as president and
chief spokesman for market-
ing group encompassing 70
quality parks nationwideReza Paydar, new chairman and

CEO of Best Parks in America Inc.

The new chairman and CEO of Best
Parks in America may have operated
“under the radar” in the RV park and camp-
ground sector but that era has come to an
end.

Best Parks Founder David Gorin used
the radar analogy to refer to Reza Paydar,
whom he introduced on Feb. 4 as the new
lead investor in Best Parks, a 10-year-old
marketing group that encompasses 70 qual-
ity parks across the nation, mostly located
in the East.

Gorin, based in Virginia, will remain the
Best Parks spokesman and president, but
Paydar, a Californian, takes on the new role
of chairman and majority owner.

Deb Kols remains on as Best Parks'
vice president.

The change in majority ownership oc-
curred in January.

Paydar, CEO of the seven-park Sunland
RV Resorts chain based in Southern Cali-
fornia which includes a new holding in
South Florida, is no stranger to the industry,
but he “has not had a high level of visibil-
ity,” said Gorin, who founded the market-
ing network in 2003 with a group of 20
parks in the eastern half of the U.S.

Yet, during the past 30 years, Paydar has
garnered extensive experience in building
successful RV resorts, hotel and commercial
property developments as well as other
types of companies.

He is known in the RV park and camp-
ground circle as a good businessman who
runs a tight ship but one who maintains a
low profile within the industry. He first
joined the California Association of RV
Parks and Campgrounds (CalARVC)
with his resort in Escondido in 1988 and
his seven parks now belong to CalARVC,
but he does not take an active role in asso-
ciation activities.

However, just as he stepped up to create
Sunland RV Resorts, Paydar expects to lead

Best Parks’
branding net-
work to an-
other level.

“I am
completely
excited about
the opportu-
nity to be of
service and
invest in the
great plat-
form David

has created over the years,” Paydar said
during the news conference announcing
the changing of the guard.

Paydar said he wants to use the synergy
created through the Best Parks network,
whose members he termed “the best of the
breed,” to enhance not only the members

Best Parks – continued on page 22

David Gorin, president of
Best Parks

At least five state campground associa-
tions will hold spring meetings in April,
highlighted by a big meeting at the end of
the month in Texas.

Brian Schaeffer, president of the
Texas Association of Campground Own-
ers (TACO), anticipates between 75 and
100 campgrounds will be represented at the
TACO conference, which is scheduled for
April 28-30 at the Inn of the Hills Conven-
tion Center in Kerrville, Texas. The trade
show will feature 40 vendor booths.

Guest speakers include Lori Severson,
executive director of the Wisconsin As-
sociation of Campground Owners
(WACO), and Casey Erick, TACO’s attor-
ney, who will discuss topical issues affect-
ing campgrounds.

“We plan to have rapid-fire roundtable
discussions featuring various vendors and
TACO staff, which will cover a myriad of
topics from social media to Wi-Fi to credit
card processing to marketing,” Schaeffer
told Woodall’s Campground Management

(WCM).
Schaeffer said TACO moved up its con-

vention from the traditional May dates to
April to allow visitors to the Texas Hill
Country to enjoy spring temperatures and
the beautiful wildflowers.

On the legislative front, Schaeffer re-
ported that TACO is introducing a bill in
the Texas Legislature to clarify the defini-
tion of an RV park, specifically to remove
the reference to RV parks in Texas Property
Code 94, which deals exclusively with
manufactured home parks.

“We are tightening up previously passed
legislation that has to do with utility com-
panies billing RV parks for actual commod-
ity usage and not per-site administrative
fees or commodity allocations,” he said. 

Further, TACO is opposing legislation
that would move the first day of school in
Texas public schools from the fourth Mon-
day in August to the third Monday in Au-
gust.

Finally, TACO will be opposing various
attempts to raise taxes and support various
attempts to reduce taxes on small busi-
nesses.

TACO also will sponsor a fundraising
auction during the convention to support
its Government Affairs program, hold
board elections and hand out awards to the
best small, medium and large camp-
grounds. New awards this year are “Best
Special Event” and “Best Welcome Pack-
age.” TACO will be raffling a golf car and
several other significant prizes during the
convention.

Arizona ARVC Creates
Jack Denton Award

The Arizona Association of RV Parks

April Association Meetings Attract
Park Owners on Eve of 2013 Season
TACO moves convention up, expects up to 100 campgrounds
to participate; Maine meeting held during Portland RV Show

Association Meetings – continued on page 24

KOA’s Bold New Branding Program: Should the Campground
Industry Follow Suit, End ‘One Size Fits All’ Park Marketing?

Pat Hittmeier

KOA top management met with the 12-member
board of the KOA Owners Association in February to
review the plan, which would segment KOA parks into
one of three categories, depending upon park ameni-
ties. How franchisees view it all remains to be seen.

The dust has settled over the dramatic
announcement last fall that Kamp-
grounds of America Inc. (KOA) would
embark on a new program to segment or
rebrand its nearly 480 campgrounds into
one of three categories and by and large,
the bold move has won style points from
across all sectors of the RV park and camp-
ground industry.

The idea is to step away from a “one-
size-fits-all” perception of KOA parks in
the public’s eye and, in the process, to gen-
erate new business among consumers who
will have a better ability to match their ex-
pectations with the park at which they
choose to spend the night, the weekend or
an entire vacation.

“We have to appreciate that this is
where we have come from and that our re-
search tells us that there are still millions
upon millions of campers in this country

that think of us as an Interstate system,”
said Jim Rogers, KOA CEO who came to
the company from the hotel and gaming
industry. “This is how we begin to break
through that perception.”

Industry members sampled by
Woodall’s Campground Management
(WCM) had glowing comments:

• “I embrace it,” said Al Johnson, ex-
ecutive vice president of Outdoor Ad-
ventures Co., a Hill City, S.D., firm that
owns 10 KOAs from coast to coast and is
the largest franchisee.

• “We think segmentation is in-
evitable,” said Andy Cates, president of
RVC Outdoor Destinations, a Memphis-
based owner of upscale RV resorts across
the Southeast. “KOA is such a large player
in our industry, their movement to seg-
mentation is important for all of us and for
the entire industry.”

• “I’m not surprised by KOA’s move to
segment its parks,” said David Gorin,
founder and president of Best Parks in
America. “I’m sure they’ve extensively
studied every aspect of this very significant
move and that they’ve got a very sound
strategy to make the segmentation work for
their exceptional brand.” 

Definitions Still
Being Formulated

KOA plans to brand its parks into one of
three categories: Journey, Holiday and Re-
sort. The standards for each category are

KOA Branding – continued on page 23

California RV Park Opens Sites
with Renovated Airstream Rentals

A new RVing experience awaits with the
opening of the SB Auto Camp in Santa Bar-
bara, Calif., where visitors stay in smartly ren-
ovated Airstream trailers.

According to RV News Service, neighbors
have recently been admiring the re-land-
scaped park entrance that features four vin-
tage Airstreams. The SB Auto Camp is part of
an existing RV park that houses 30 other trail-
ers from varying manufacturers and is a short
bike ride southeast of Santa Barbara’s bustling
downtown shopping district. 

The Airstreams were hand-renovated by
local architect Matthew Hofmann’s custom
renovation firm HofArc. 

Each trailer comfortably sleeps four and
features new all-electric appliances, home-
style fixtures and creature comforts found in
luxury lodging. Each one also comes with its
own outdoor barbecue grill and complimen-
tary use of two retro-styled Huffy beach
cruiser bicycles and riding helmets. WCM

Lori Severson



The ROUTE 66 RV Network is banking
on its earned reputation of “exceeding ex-
pectations” and its new partnership with
Kampgrounds of America Inc. (KOA)
will help it to reach its goal to be North
America’s Preferred RV Network.

“The best advertising is word of mouth
and nothing generates sales like enjoying a
reputation for exceeding customer’s expec-
tations,” says Dave Francis, partner,
ROUTE 66 RV Network.

The network’s 150-plus RV dealers along
the American highway strive for excep-
tional customer service. Add that to KOA’s
long-standing reputation and Francis be-
lieves it is a recipe for success.

That recipe means giving customers the
best RVing experience, Francis added. He
believes that comes through offering the
finest RVing products, which he feels all
ROUTE 66 dealers do in their well-stocked
RV parts stores and service centers and,
now, add in the benefits with KOA.

Under the partnership with KOA, the
campground group’s 350,000 Value Kard
Rewards Program members will receive
10% discounts on parts and accessories at
all ROUTE 66 RV Network locations. In re-
turn, the more than 150,000 campers who
carry the ROUTE 66 RV Network member-
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RV Shipments Rose 13.2% in 2012:
Total RV shipments to retailers for all of
2012 increased to 285,749 units, a gain of
13.2% over the 2011 total, the Recreation
Vehicle Industry Association (RVIA) re-
ported.Towable RVs shipments alone
rose to 257,551 units in 2012, a 13.2% in-
crease over the 2011 total and more than
all RV shipments last year. Motorhome to-
tals in 2012 climbed to 28,198 units, a
gain of 13.6% over the prior year and their
best year since 2008.

Day Trippers Fueled ’12 Natl. Park Visit
Hike: Despite a sour economy and ex-
pensive gasoline, nearly 283 million visi-
tors traveled to the National Park System
in 2012, an increase of nearly 4 million
from 2011 and the highest level of visita-
tion since 2009, National Parks Traveler
reported. Remove 2009 — when visitation
reached 285.6 million — from the list and
the 282.7 million visitors who headed to
parks last year marked the highest visita-
tion in more than decade; you’d have to
go all the way back to 2000, when 285.9
million visitors turned out, to find a higher
year in terms of visitation.

FMCA to Mark 50th Anniversary at
Wyoming Family Reunion: Mo-
torhomers will celebrate the association’s
50th anniversary at the Family Motor
Coach Association’s (FMCA) 88th Family
Reunion and Motorhome Showcase,
June 19-22 at CAM-PLEX Multi-Events Fa-
cilities in Gillette, Wyo. While observing its
rich history, the FMCA said it is also look-
ing ahead in “a continuing quest to supply
FMCA members with benefits to enhance
the motorhome lifestyle, including the in-
formation they need to make their travels
more enjoyable.”

Best Parks Adds Four Affiliates for
2013: Best Parks in America Inc. has
added four new member affiliates for the
2013 season. They are: America’s Best
Campground in Branson, Mo.; Shangri-
La RV Resort in Yuma, Ariz.; Morningside
RV Estates in Dade City, Fla.; and Cypress
Camping Resort in Myrtle Beach, S.C.

Camis to Run Mich. State Park Reser-
vations: The Michigan Department of
Natural Resources (DNR) recently an-
nounced that a new Michigan contractor,
Camis Inc., will manage an improved
state park campground and harbor reser-
vation system. Camis USA, a subsidiary
of Camis Inc., opened its doors to a new
Ann Arbor headquarters in late January,
with an initial focus on providing help
desk and call center services to its U.S.-
based clientele. Camis’ new and im-
proved version of the DNR’s current
Central Reservation System is expected
to be active by November 2013. Since the
1990s, Camis has continuously refined
software to improve functionality and fi-
nancial management for numerous park
systems within North America. The com-
pany has been providing park reservation
services for the state of Washington since
2001, as well as for its Canadian clients. 

PCOA Awards Prize to 2 Millionth Visitor
to Website: The Bill Mulligan family of Suf-
fern, N.Y. was the 2 millionth visitor to the
Pennsylvania Campground Owners Asso-
ciation (PCOA) pacamping.com website.
Their timely click will bring them camping
visits valued at over $2,500, according to a
news release. Lifelong campers, the Mulli-
gans will receive one free night’s camping
from participating PCOA campgrounds
which co-sponsored the contest. Eleven
other lucky camping families were
awarded two-night stays as consolation
prizes, with a value of $100 each. WCM

NEWS
BRIEFS

Dave Francis

KOA Value Kard Members to Get Discounts at ROUTE 66 Dealerships
ship card will receive 10% discounts on
camping at any KOA location.

In addition, KOA Value Kard Rewards
members will have access to special
monthly product offerings at
www.Parts66.com, the online store for
ROUTE 66 RV Network, as well as camping
content and tips from the Sceni-
cROUTEOnline.com website. KOA camp-
grounds will also be listed on ROUTE 66
RV Network websites and online applica-
tions.

Also as part of the agreement:
• All ROUTE 66 RV Network dealers

will receive a KOA dealer kit that includes
the KOA directory as well as other materials
to distribute to members.

• Free listings on www.KOA.com.
• Integration with KOA’s growing online

social media and KOA Kompass e-mail

newsletter communities.
KOA has 488 locations throughout

North America. ROUTE 66 RV Network,
headquartered in Overland Park, Kan., has
nearly 150 dealer locations in North Amer-
ica. In addition to partnering with KOA,
Route 66 RV Network also has relationships
with more than 30 companies, including
Assurant Solutions, Stag Parkway, US Bank
and Bank of the West.

The Route 66 RV Network also is plan-
ning:

• The integration of U.S. dealerships
with its new Canadian dealerships.

• The ROUTE 66 RV Club.
• ROUTE 66 Roadside/Tech24.
• Co-branding with KOA to partner in

promoting a variety of programs.
• ScenicRouteOnline.com. — Terri

Hughes-Lazzell WCM

This map shows the locations of ROUTE 66 dealerships across the U.S. and Canada.

Tents for Troops Founder Sets
Agenda for 2013 and Beyond

Since its inception in 2010, the Tents for
Troops (T4T) program that offers free
camping to active U.S. military members
has grown to an impressive 245 parks in 41
states.

But its founder, Charlie Curry, is just
getting started. 

“We want to visit every military base in
the country. We’d go in with a motorhome,
set up for the day and give handouts about
the program,” Curry said. “And when we’re
done, we’d just start over again.”

Curry’s passion for the program is evi-
dent from the time and effort he spends ag-
gressively promoting it and expanding
upon it in addition to running his own

campground, Toutle River RV Park in
Castle Rock, Wash. “I work days here, but
I’m usually up until 2 a.m. working on
Tents for Troops,” he admitted.

In response to his efforts, Curry has
gained support from entities like the Na-
tional Association of RV Parks and
Campgrounds (ARVC) and Fleetwood RV
Inc., government representatives and high-
ranking military officers, and celebrities
such as Robin Williams and Willie Nel-
son, who brought thousands of visitors and
“likes” to T4T’s website and Facebook page
through social media endorsements.

Believe it or not, these aren’t the only
Tents for Troops – continued on page 24

Charlie Curry, founder of Tents for Troops, signs up another supporter at a trade show.

Sun Communities Inc. an-
nounced that on Feb. 8 it acquired
10 recreational vehicle communi-
ties located in the Eastern U.S. for
$111.47 million.

According to a news release from
the Southfield, Mich.-based owner of
RV parks and manufactured housing
communities, the newly purchased
properties and associated intangi-
bles are from:

• Gwynns Island RV Resort LLC.
• Indian Creek RV Resort LLC.
• Lake Laurie RV Resort LLC.
• Newpoint RV Resort LLC.
• Peters Pond RV Resort Inc.
• Seaport LLC.
•  Virginia Tent LLC.
•  Wagon Wheel Maine LLC.
•  Westward Ho RV Resort LLC.
•  Wild Acres LLC.
In connection with this transac-

tion, the company also purchased
certain cottages and homes located
in the communities for an additional
$1,321,750.

The acquired communities, three
of which are located in Maine, two of
which are located in Virginia and the
other communities are located in
Connecticut, Massachusetts, New
Jersey, Ohio and Wisconsin, are
comprised of nearly 3,700 sites of
which approximately 40% are filled
with recreational vehicles under an-
nual rental contracts. WCM

Sun Communities Inc.
Buys 10 More RV Parks
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Outdoor Industry Association (OIA)
released figures Feb. 14 quantifying the
economic impact of outdoor recreation
in all 50 states, with a separate report for
each state that tallies direct spending,
jobs, salaries and tax revenue. This data
demonstrates that outdoor recreation is
an important driver of state economies,
supporting jobs, businesses and commu-
nities, according to OIA.

The state-by-state figures expand
upon a national report OIA published in
June 2012, which found that nationally
Americans spend $646 billion each year
on outdoor recreation, directly support-
ing 6.1 million jobs and generating
nearly $80 billion in tax revenue.

“Outdoor recreation is a growing
American industry that produces signif-
icant economic benefits,” said Will
Manzer, chairman of the OIA Board of
Directors and former CEO of Eastern
Mountain Sports. “For example, Ameri-
cans spend almost twice as much on out-
door recreation as they spend on
pharmaceuticals each year. And outdoor
recreation supports more than twice as
many jobs as the oil and gas industry.”

With nearly 140 million Americans
participating in outdoor activities each
year, outdoor recreation is a larger and
more critical sector of the American
economy than most people realize.

The new data is an expansion to OIA’s

2006 study and tracks direct jobs as well
as direct consumer spending on gear, ve-
hicles, trips and travel in 10 activity cat-
egories. OIA commissioned Southwick
Associates, a research firm that special-
izes in shooting sports, hunting, angling,
natural resource and environmental eco-
nomics, to perform the research. Motor-
cycle Industry Council and National
Marine Manufacturers Association con-
tributed funding and data to support this
study.

The national report as well as a one
page fact sheet for each U.S. state is
available on the OIA website at
www.outdoor indust ry.org / recre -
ationeconomy. WCM

Americans Spend $646B on Outdoor Recreation

Kampgrounds of America Inc.’s
(KOA) one-of-a-kind invitation into the
world of reality television in January
garnered unprecedented attention for
the KOA brand, its campgrounds and
KOA owners and staffs, according to a
news release.

KOA was featured in the Jan. 11
episode of the award-winning “Under-
cover Boss” show, now in its fourth
season on CBS.

“We were absolutely blown away
from the reaction across North Amer-
ica,” said Jim Rogers, KOA’s CEO, who
took on the persona of Tim Bickford, a
mild-mannered, out-of-work account-
ant from San Francisco.

The KOA episode of “Undercover
Boss,” the seventh episode of the
show’s fourth season, grabbed the sec-
ond-highest ratings of any show since
the season premiere last November.
The KOA episode also “won the night”
for CBS, ranking first in households
watching, first in actual viewers and
first among both adults in the 25-54 age
group and the 18-49 age group. 

The show also provided a bump for
KOA.

Reservations across the 485-camp-
ground KOA system were up 17% for
the weekend of Jan. 11-13, compared to
the same weekend last year, and re-
served nights at the four KOA proper-
ties featured in the episode were up
169% over last year.

KOA’s popular KOA.com website
also benefited, with a 128% increase in
visits vs. the same weekend last year.

“The web traffic on Friday, Jan. 11,
nearly matched the traffic we would
normally see during the weekend be-
fore the Fourth of July weekend,”
Rogers said. “That is traditionally our
busiest weekend of the year for web
traffic.”

KOA’s Internet provider, Tempest
Technologies of Helena, Mont., re-
ported that the web activity set a new
record for KOA Internet traffic at Tem-
pest’s data center.

The episode also set records on
KOA’s mobile website, which saw an
increase in site visits of 391% over the
same weekend in 2012, and an increase
in total visitors of 1,218%.

“The traffic to our mobile site on Jan.
11 was the highest on record for visits
and visitors since we launched the site
in March 2011,” said KOA’s head of
Marketing Toby Hedges.

Internet page views for the four fea-
tured KOA campgrounds (Stockton
Delta, Calif. KOA; Santa Cruz/Monterey
Bay, Calif. KOA; Ventura Ranch, Calif.
KOA; and Williams/Circle Pines, Ariz.
KOA) were up from 1,000% to 3,000%
over a year ago.

“The effects of our participation in
the show will be felt for a long, long
time,” said Rogers. “The traffic on our
Own A KOA website (www.ownakoa.
com) was up more than 935% on Jan.
11, and nearly 90% of those visitors
were new to the site. You just can’t buy
that kind of exposure for your brand.”

Even KOA’s program for Work Kam-
pers, www.workatkoa.com, benefited,
with a 146% increase in visitors. WCM
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KOA, Campgrounds Garner 
Unprecedented Attention from 
‘Undercover Boss’ Episode

www.evergreenusa.com
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ARVC: New Outdoor Hospitality Education Program Well Received
The National Association of RV

Parks and Campgrounds (ARVC) new
Outdoor Hospitality Education Program
(OHEP) seems to have been well ac-
cepted by the rank-and-file in the RV
park and campground industry, with
more than 80 enrolled in the program in
the first year.

Of those, 74 students signed up for
February’s The National School of RV
Park and Campground Management
program at Oglebay in Wheeling, W. Va.,
according to ARVC.

The OHEP replaces ARVC's Certified
Park Operator (CPO) program which
had been in place for many years.

While it will take some time for indi-
viduals to complete the requirements 
for the entire program, there are students
enrolled in each certificate level of the
program, according to Barb Youmans,
senior director of membership and 
education for ARVC.

Currently, the Outdoor Hospitality
Professional certificate is the most pop-
ular with more than 50 enrollees. That is
the third tier in the program and is 
targeted at those who have successfully
completed the second tier, have a third
CPO recertification or completed the
ARVC Management two-year program
and have 24 months experience in an
ARVC member park or pre-approved 
facility.

The OHEP is purposeful and meas-
ures the knowledge of the participant,
rather than time spent at a training, said
Saundra Bryn, managing partner of
Desert’s Edge RV-The Purple Park,
Phoenix, Ariz. Bryn, a former educator
and curriculum development expert, 
assisted ARVC in developing OHEP.

“The new program has competencies
that are measurable,” Bryn explained.
“People must demonstrate either in 
writing or verbally their knowledge of
that area.”

The National School of RV Park and
Campground Management provides the
components necessary to complete 
the Outdoor Hospitality Professional 
certificate program and ARVC encour-
ages its members to attend the school,
but it is not required, according to
Youmans.

OHEP participants can gain their
knowledge from other sources, such 
as the Better Business Bureau or an in-
surance organization. But, they will be 
assessed.

The Outdoor Hospitality Education
Program has four tiers. To gain creden-
tials for each tier, participants are re-
quired to submit a completed tier
specific task book and accompanying
portfolio for review by a committee. The
committee either requests additional in-
formation or recom-mends ARVC Edu-
cation award the credential.

Each competency area is made up 
of primary goals, which are then 
broken down into specific tasks. The
areas are:
• Outdoor Hospitality Associate

Certificate (OHA) for those who are
new to or considering entering the in-
dustry.

• Outdoor Hospitality Generalist
Certificate (OHG) �for those who have
successfully completed the OHA,
worked in the industry at least 12
months or are a Certified Park Operator
(CPO). Participants will learn how to en-
hance the customer experience and help
to reach business goals.

• Outdoor Hospitality Professional
Certificate (OHP) for those who have
successfully completed the OHG, or a
third CPO recertification or completed
the ARVC Management two-year pro-
gram and have 24 months experience in
an ARVC member park or pre-approved

facility.
• Outdoor Hospitality Executive

Certificate (OHE) for those who are 
responsible for long-term strategic and
business planning for one or more 
businesses in the industry and have suc-
cessfully completed OHP, or lifetime

CPO certification and 48 months expe-
rience in an ARVC member park or pre-
approved facility

Upon completion of each level, 
students receive a National School of 
RV Park and Campground Management
certificate. — Terri Hughes-Lazzell WCM

www.jamestownadvanced.com
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INSITES

First, in the spirit of full disclosure, I cre-
ated Best Parks in America in 2003 and
have owned the intellectual property, the
brand and the program since that time.

David 
Gorin

Best Parks in America Breaks New Ground with New Majority Investor
In 2013, Best Parks is breaking new

ground. As announced on Feb. 4, I’ve basi-
cally sold Best Parks to long-time park
owner, real estate investor and entrepreneur
Reza Paydar. Reza’s plans for Best Parks call
for significant expansion of the brand, the
establishment of standards and inspections
to assure the parks in the system stand be-
hind the brand name, stepped-up con-
sumer marketing and advertising, the
introduction of a recognition and loyalty
program to reward consumers and a new,
warmer and more welcoming website.

I will continue to be the president of Best
Parks and look forward to working with
Reza and all of the affiliates to continue to
grow and expand the Best Parks brand.

Congratulations, Reza, on acquiring the
Best Parks brand. Together and with the
support of the affiliates, there’s no doubt
that this brand is taking its place along side
the prominent industry brands that have
carved out their places among consumers. 

Thanks to all who have supported and
worked cooperatively with Best Parks dur-
ing the last 10 years. And for those who
have sat on the sidelines over the years, if
your park can uphold the Best Parks name
and brand, we invite you to contact Reza or
me to learn more about the brand and how
it can improve your park business.

National Parks to
Become Ghost Towns?

Budget sequestration — coming Feb.
28? If Congress fails to enact a new federal
budget, current law calls for sharp and dra-
matic cuts in federal spending set to take
place on Feb. 28 (or March 1).

On Jan. 25, National Park Service Direc-
tor Jon Jarvis warned top Park Service offi-
cials that budget sequestration could lead
to widespread closures of park units and
other operations reductions.

In a memo to staff, Jarvis said, “We ex-
pect that a cut of this magnitude, intensified
by the lateness of the implementation, will
result in reductions to visitor services,
hours of operation, shortening of seasons
and possibly the closing of areas during pe-
riods when there is insufficient staff to en-
sure the protection of visitors, employees,
resources, and government assets.”

Imposition of the anticipated 5% budget
cuts (down from 8.2%) would be disas-
trous.

“This would be devastating for America’s
national parks, for the nearly 300 million
Americans who visit them, and for the irre-
placeable natural and cultural resources the
parks were established to protect,” said

Maureen Finnerty who heads up an organ-
ization of retired Park Service officials. “Ad-
ditionally there will be steep impacts to the
private sector — the hundreds of conces-
sion businesses operating inside of the
parks, the stores operated by cooperating
associations in park visitor centers, not to
mention the economies of the communities
adjacent to parks and entire states that de-
pend so heavily on both tourism and other
spending done by the parks.”

For all these reasons, let’s hope that by
the time you read this article, steps would
have been taken to avoid sequestration and
the devastating impacts that could have on
the gateway communities that serve the na-
tional parks and on the economy in general.  

Writer Questions Parks
On Check-Out Times

Just in case you missed this, the editor
of RV Traveler newsletter, a weekly newslet-
ter supposedly read by more than 200,000
RVers each week, took RV parks and camp-
grounds to task for 11 a.m. check-out
times. The writer questioned the need for
such an early check-out time since parks do
not have to replace linens, clean rooms and
accomplish other chores typically done in
hotels. Why, he questioned, couldn’t parks
extend the check-out time to 1 p.m.?

According to newsletter editor Chuck
Woodbury, “Letters poured in last week
about my essay urging campgrounds to ex-
tend their check-out times from a stingy 11
a.m. to later. Most of the readers agreed
with my comments, but others, mostly
workampers, defended the early check-out
time with horror stories about awful
campers who left their campsites a mess.
Most of their stories, however, had nothing
to do with check-out times. “They pulled
apart a fence to use for firewood,” was one
comment.

“Most of these people said that if some-
one wanted to stay longer, they were usu-
ally allowed. They just need to ask. I say
that they should not need to ask. One o’-
clock should be the official time, not 11
a.m.,” wrote Woodbury.

“From what I have observed through the
years, nearly all campgrounds have camp-
sites available for any early arrivals because
90% of the overnight campers leave early.
My guess is that 99.7% of campers leave
their space as clean as when they arrived
and I don’t think RV parks kick us out early
because they need time to clean our sites: I
think they do it because they have always
done it, and nobody bothers to ask ‘Why?’
So I say that unless there is a compelling
reason, RV parks should do away with the
11 a.m. check-out time and make it 1 p.m.
It’s the right thing to do.”

Chuck, I can think of several reasons
why parks adhere to an 11 a.m. check-out
time.

First, many parks do, indeed, effect a
“housecleaning” of a site before the next
visitor arrives. Sites need to be blown off,
picnic tables and grills need to be cleaned,
pedestals and utility connections need to be
cleaned and checked, in some cases electric
meters need to be read, and landscaping
may need to be trimmed and cared for. The
larger the park, the longer it can take to be
sure each site is prepared and ready for the
next guest.

Second, with the expansion of the num-
ber of rental units in parks, housekeeping
is a bigger job then ever before. To keep
staffing requirements at reasonable levels,
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MODERN MARKETING

Founded in 1998, Google is a very savvy
company — a business that has made it its
business to become invaluable in our daily
lives through a number of tools. That es-
pecially holds true for businesses large and
small. In fact, cottage industries have been
built on helping business owners get found
online, listed on the first page of Google’s
search results. Fortunately, in this ever-con-
tracting world, smart business owners can
themselves play a very large role in search
result success by taking advantage of a free
Google tool — Google + Local Place Pages.

The emergence and popularity of local
search is certainly the driver of — or per-
haps brought about because of  —
Google’s Local Place Pages. Conduct a
basic Google search for “RV parks near
Disneyland,” for example, and the search
results page will deliver a couple of re-
sults, then a listing of parks with letter
bubbles that correspond to a map on the
right of the page.Do that same search in
the Google Maps tab and again you’ll see
the map and letter bubbles but full-screen
this time.

Why You Should Play Along
If you believe that your business is

“local” — in other words, camping con-
sumers are making booking decisions
based upon a specific location — you
would be wise to maximize your local
search page on Google + Local Place
Pages. Doing so will help your park 
appear in Google searches for your 
keywords and phrases and connect with
several other Google tools including
maps, mobile search, Google Earth and
more. This free listing can be a very valu-
able and effective modern marketing 
technique if you follow a few easy steps in
claiming and optimizing your Page.

Still not interested in being listed? Too
bad. It’s likely that your business is al-
ready listed as a Local Place. You see,
Google curates data from across the Inter-
net — directories like GoCampingAmer-
ica.com, review sites, your website and
more to create a Page. So there it sits, rep-
resenting your business. As the park
owner/operator, you have the option to
leave well enough alone — or take the
time to claim your listing and build it out.

Claimed listings, also called owner-ver-
ified business listings, allow the business
to present their offerings in the most flat-
tering light. Page owners can add details
and descriptions about their park, photos
and video, list events and specials, offer 
e-coupons and deals, respond to reviews
and flag as inappropriate when necessary
as well as take advantage of a stat dash-
board for an at-a-glance look at search 
results and top queries.

Getting Started
Convinced? Then let’s get started.

Begin your Google + Local Place Page dig-
ital marketing by searching Google for
your park’s name. If you find a listing for

your business, click on the letter bubble
then the “more info” link beside the busi-
ness name. Next, click on the “Manage
this page” button and sign in with your
Google account. (If you don’t have one,
create one. It’s free but first see my tip in
the Supersize It section below.) Follow the
prompts to develop your Page; when fin-
ished, Google will provide you with a ver-
ification PIN via mail, text, or telephone
— your preference. You will need to enter
the PIN to verify and activate your listing.

If you do not find a Place Page for your
park visit http://www.google.com/places,
sign in with your Google account, add a
listing and follow the prompts to add your
park’s information. You’ll be required to
verify your listing in order to activate it.

Supersize It
While not difficult, there are a few

lesser-known but critical tips that should
not be overlooked when optimizing your
Place Page: 

• When you create a new account or
claim your listing, make sure you use a
Google account that can be shared —
don’t use your personal Google account.
Why? The Place Page is not transferable,
so if you sell or transfer your business or
change jobs the Google account that is as-
sociated with the page either goes with
the business or the page becomes stagnant
because it cannot be changed.

• You must use your exact business
name, address, and telephone number
(known in the tech world as NAP: name,
address, phone) and they must exactly
match those on your website. I’ve seen
Google + Place listings where the owner
verifies a Page with the office or store
mailing address while another Page 
exists based upon the business address
published on the website. Two different
Pages create plenty of confusion for the
customer and extra work for the Page
owner.

• Use categories (you can have up to
five). The first category must be selected
from a drop-down list but the remaining
four can be customized. Think about your
search terms when adding categories.

• Your Webmaster can embed your
Google + Local Place Page on your web-
site. They probably already know how but
can look to the help page if necessary.

• Google + Local Place Pages can be 
integrated with Google AdWords Express
if you are using an AdWords program to
advertise your park.

In today’s climate, local search is a
must-optimize tool. Take the time neces-
sary and maximize the benefits of local
search by including plenty of details and
interesting information for those search-
ing terms or keywords that match your
business. As the world around us shrinks
and all business becomes local business,
it’s that important. Really.
Evanne Schmarder is the principal at

Roadabode Productions, a firm specializing
in digital marketing strategy, consulting and
education for the outdoor recreation indus-
try and is the co-author of Unconventional
Wisdom Works.  She’s also the host and pro-
ducer of the RV Cooking Show. Evanne gets
great satisfaction out of helping business
owners maximize their marketing potential
and can be reached at evanne@road-
abode.com or (702) 460-9863. WCM

Evanne 
Schmarder

It’s a Small, Small World: Paying
Attention to Local Search Marketing

mailto:pilotrock@rjthomas.com
www.pilotrock.com
www.checkboxsystems.net
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Vendors Eye 2013 Season with Variety of New Products & Services

VENDORVIEWS

One of the relatively new entries in the
RV park and campground market is Krueger
Custom Steel & Machining Ltd., based in
Owen Sound, Ontario.

The company began manufacturing out-
door fire pits for the retail market in 2010
and has since branched out into the park
sector with the fire pits, as well as cooking
grills, smokers, pokers, benches and small
foot bridges, according to Bill Krueger,
president.

“We can build exactly what the customer
wants. For example, we have manufactured
pits and rings to a specific diameter to match
existing poured concrete or stone patios,” he
noted.

Krueger took his products to the Kamp-

grounds of America (KOA) convention in
Orlando, Fla., last November and received a
good response from the campgrounds, he
said.

“We’re feeling our way out into the states
right now,” Krueger said. “We’re making a
lot of contacts with campground owners to
get information out in front of them. Our
goal is to get as many of our units to North
American campgrounds and quality retail es-
tablishments as we can find.”

His retailing partner and distribution cen-
ter in the U.S. is Fleming Sales and Distri-
bution in Elkhart, Ind.

Krueger, who founded his metal fabricat-
ing company in 1994, is currently working
with Ontario Provincial Parks and was wait-
ing to learn if his firm would be recognized
as a sole supplier for the near future.

“We’re actively going after individual
campgrounds,” he said. “High-end camp-
grounds will look at our fire pits as perma-
nent replacements. The design is unique.”

For more information, contact 
Krueger at (888) 244-4187 or visit www.
kruegersteel.ca.

* * * * *
Adventure Golf Services, based in Tra-

verse City, Mich., had campgrounds in mind
when it designed the LittleDuffer Mini Golf,
which it is launching this year. The 30-year-
old company planned to attend conventions
in Wisconsin and Michigan this season to
promote the new product, which is a low-
cost indoor or outdoor modular miniature
golf course.

“Adventure Golf Services created Little-

Duffer to answer the customer demand for
a smaller and a more economically priced
miniature golf course that looks good and is
fun to play,” said Scott Lundmark, vice
president.

“LittleDuffer is a product launch that is
a perfect solution for the client who has lim-
ited or restricted space or a need for a more
portable course. The exciting part is the
price: the standard 9-hole model is only
$6,000 and $12,000 for an 18-hole course,”
he said.

LittleDuffer also features specialty holes
that can be purchased to replace individual
golf holes in the standard model. These spe-
cialty golf holes feature more play options
including over-and-under holes and ball
runs that carry a ball from one green to an-
other, according to Lundmark.

“Low cost fun is the focus of the new
mini golf course and various obstacle op-
tions,” said course designer Arne Lund-
mark. “Fun happens with the use of a
variety of props such as colorful rubber
bumps which can change the direction of
the ball. Props such as a mini loop-de-loop
or elevated golf hole cup and bridges make
a great connection with all ages.  We also
offer optional colorful turf including red,
yellow, and other colors to add even more
eye appeal for guests. Finally we have added
a touch of whimsy with the golf hole edge,
which is made from heavy rope.”

The golf holes are ideal for special events
and rentals as they are lightweight and can
be moved from one location to another. The
interlocking panel system from recycled ma-
terials makes this portability possible, ac-
cording to Scott Lundmark. 

A nine-hole course fits into a 625- to 900-
square-foot area depending on the number
of ADA compliant golf holes desired, while
the 18-hole course requires a 1,250- to
1,800- square-foot area, according to Scott
Lundmark. The LittleDuffer modular prod-
uct is the fourth modular product intro-
duced by the company. Other models are
AnyWhereLinks, LawnCourt and Golf-
Court. Other modular products include
MiniLinks, MiniLinks Jr., and a variety of
putting green products.

Lead times run from two to four weeks.
The courses can be assembled in a half-day.
For more information visit www.adventure-
andfun.com or call (888) 725-4fun.

* * * * *
Veteran RV park and campground vendor

Norman Boucher of LCN Outdoors,
Windsor, Conn., a distributor of 1,800 items
that are found in campgrounds and camp

stores, offered several marketing tips to op-
erators to help promote their parks.

“The lowest cost-per-impression is for
specialty advertising products. Return on in-
vestment and value of ad specialties per im-
pression of a promotional item can be less
than 10 cents,” he told WCM. “People who
receive promotional products tend to see the
advertiser’s message many times for a longer
period of time. The best-kept items are bags,
pens and T-shirts.”

Boucher also urges operators to think of
their seasonal mirror parking hangtag. “This
item may have your name on it, but truly is
only visible in your campground. Think of
replacing this item with a rear window static
sticker decal, much like the colleges use.

This will help you to identify your sea-
sonals’ coming and going, along with adver-
tising your park all day, every day.”

The bumper sticker craze has slowed
down with the new and improved plastic
bumper, but a clear outdoor decal can be
placed on a window and seen by all, Boucher
noted. 

How often do campground operators at-
tend shows and hand nothing out? “Put a
magnet in peoples’ hands with your activi-
ties listed on it,” Boucher advised. “Most
camping shows are during the winter
months so wouldn’t an ice scraper be useful
and kept handy?”

Finally, Boucher advised, “Think of your
clients as a diversified group, but remember
that women of the house will make most de-
cisions, so how about a shopping or grocery
bag with your information on it?”

For more information, contact Boucher
at (800) 552-2267 or visit www.lcnout-
doors.com.

* * * * *
Murray Kramer, owner of Kramer

Kreations, Pensacola, Fla., and creator of
the Murbles game, has been a frequent ven-
dor at campground trade shows since last

Krueger Custom Steel & Machining, an On-
tario-based steel fabricator, is entering the
U.S. campground market with its steel fire
pit. The company also makes picnic tables
and benches.

Mixing the standard and regular LittleDuffer
Mini Golf holes will increase a player’s en-
joyment.

Norman Boucher of LCN Outdoors meets
with a potential customer at a campground
trade show.

Kramer Kreations’ Murble game large activ-
ity 4 color 16 player set.

Vendor Views – continued on page 16
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Normandy Farms – World-Class Camping in Historic Venue

CAMPGROUNDPROFILE

human resources director, daughter of
Normandy Farms President Al Daniels
and one of the three grandchildren of the
campground’s founders who work at the
resort.

Normandy Farms is truly a destination
park, offering just about everything a park
can offer. Among its other features are:

• A Business & Information Center lo-
cated in the Reception Center with a
concierge who will assist campers in mak-
ing dining reservations and help arrange
their day trip outside the park complete
with maps and literature.

• A Creative Arts Center with a large
theater screen and surround sound.

• An 18-hole disc golf course.
• A 1½-acre Freedom Tail dog park

complete with agility equipment, a dog
wash and drinking fountain.

• Day kennels which allow dogs to
hang outside in the comfort of their own
custom Canine Coop complete with a

doghouse. The campground also provides
supervised pet walking.

• A bike park that features a jump line,
track and skills area.

Other recreation facilities include four

swimming pools, two playgrounds, fish-
ing pond and picnic area, horseshoe pits,
full-court basketball, volleyball court, soc-
cer field, bocce court, two softball fields
and nature trails.

Conveniently located within the camp-
ground, the Kamper’s Kitchen, Nor-
mandy’s open-air snack bar, offers
breakfast, lunch and dinner items along
with ice cream and snacks. The snack bar
is being doubled in size for the 2013 sea-
son, as Normandy Farms senses campers’
growing trend to do less cooking on their
own, Galvin observed.

Other recent upgrades include a new
reservation service, installed in 2012,
which includes the capability to show pic-
tures of every reserveable site. The resort
also added several lean-to tent sites.

Added Kristine Daniels, “Most of our
focus and investment for 2013 will be on
our infrastructure as we continue to up-
grade our sites to ensure that most offer

cable TV and 50-amp electric.”

Thinking Ahead
to Stay Ahead

According to Kristine Daniels, market-
ing director and Galvin’s sister, Normandy
Farms is coming off a good 2012 season,
led by about a 13% rise in rental revenue.
Galvin and Daniels also observed that the
number of first-time campers is growing,
helping to spur the rental occupancy rate,
and expect that to continue this year. 

Normandy Farms owners are always
trying to anticipate their guests’ needs and
wants, Galvin, explained, so the park is
constantly undergoing improvements.

Indeed, the campground’s success is
due to what Kristine calls “a collaborate
effort of the family to be one of the best in
the industry. We always try to think ahead
of the competition and forecast the newest
trends on how to best serve the industry.”

First-time visitors remark about the
quality guest service. David Tetrault, ex-
ecutive director of the Northeast Camp-
ground Association (NCA), recalled his
visit to Normandy Farms last fall.

“The members of NCA were invited to
Normandy Farms for our annual Great
Escape,” he related. “As my wife Pat and I

The outdoor pools at Normandy Farms Campground are popular among campers. The Recre-
ation Lodge is in the background.

The 45-acre campground offers more than 400 sites, many dotted with one of the hundreds of
boulders still found on-site.

Nestled in a rolling, woodland near
Foxboro southwest of Boston lies Nor-
mandy Farms RV Resort, a luxury camp-
ing destination widely recognized as one
of the premier resorts in the world.

From the moment one walks into the
luxurious reception center and store,

complete with a friendly check-in staff
and concierge, campers realize the 100-
acre Normandy Farms is someplace spe-
cial.

This multiple winner of Campground
of the Year honors from the National As-
sociation of RV Parks and Campgrounds
(ARVC) draws its largest clientele from
Massachusetts, Rhode Island, New Hamp-
shire and Quebec but also attracts
campers from around the world.

Normandy Farms is owned by brothers
Al and Bob Daniels and their sister,
Janis Pendergast, the children of camp-
ground founders Norman and Jeannette
Daniels. Al is the president, Janis is the
vice president and Bob is the treasurer.

Normandy Farms traces its history
back nearly 300 years to a Frenchmen
who settled in the area (see sidebar). In
the late 1960s, Norman and Jeannette laid
out a snowmobile park in the rolling hills
and eventually turned that into a 45-site
RV park starting in 1971 when they real-
ized they needed another source of in-
come. From there, the campground

Sisters Marcia Galvin (seated) and Kristine
Daniels are part of the Normandy Farms
Campground management and grandchil-
dren of the campground’s founders. 

evolved gradually through the years, but
mostly in the late ’70s and early ’80s,
when RVing became increasingly popular.

Today, the campground has more than
400 sites, including four cabins and three
yurts. When filled, the campground 
resembles a small town with some 
2,000 campers flitting among numerous
amenities.

Recreation Lodge, a
Campground Landmark

Normandy Farms has undergone sev-
eral expansions through the years but
there is still an orderly feel to the layout
of the grounds.

A focal point of the campground is the
Recreation Lodge in the center of the
park, which gives Normandy Farms a true
resort feel. The 20,000-square-foot lodge
is complete with an arcade, fitness center,
indoor pool, sauna, double Jacuzzi and
‘Adult & Activities Lofts.’ Most major
events and entertainment are held at this
fully air-conditioned facility.

The lodge has been open for several
years and has undergone renovation and
expansion.

In 2004, the Fitness Center was opened
and the pool area refurbished. Then, in
2012, the Wellness Center opened, featur-
ing Swedish or deep tissue massages
which are proving to be very popular
among campers, noted Marcia Galvin,

The fountain and pond form a scenic spot at Normandy Farms Campground. The Yurt village
is visible atop the hill in the background.
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approached the registration office for the
very first time, we were greeted by this
bubbly young girl that had all our tickets,
badges and passes ready for us in one neat
envelope. As I continued on and ap-
proached the gatehouse, I was in the
wrong line and had to call for help. Help
came quickly from a young man that
treated me like I was his best friend and
stopped the on-coming traffic so I could
proceed. Our reservation included a cabin
and as we drove up to the front door, we
found our name engraved on the sign.
The guest services during our three days
at Normandy Farms continued to aston-
ish us.”

Visitors also remark how clean the
campground appears. There’s a good rea-
son for this.

“We train our staff to pick up trash —
everyone is on littler control,” noted
Galvin.

Another first impression is the large
number of boulders that dot the grounds
— hundreds of them. They weren’t moved
there by man but by the last glacier that
came through eons ago.

Large Staff Maintains
Resort’s Status

Marketing Normandy Farms falls pri-
marily on the shoulders of Kristine
Daniels.

“Most of our advertising is focused
within New England; however, we also
advertise in the Good Sam/TL directory as

well as the MACO (Massachusetts Asso-
ciation of Campground Owners) direc-
tory, which is distributed all over,
including at the New England camping
shows. We also print brochures, which are
distributed to sports and outdoor stores
throughout New England and to guests
upon request. We specifically target New
England states with special state weekend
discounts.

“Our website also attracts many visi-
tors and we have a newsletter with over
40,000 subscribers, but most of our busi-
ness is through word-of-mouth and repeat
guests. We do virtually zero advertising in
Quebec, yet they’re our fourth-highest
market.”

The Quebecois are likely attracted by
Normandy Farms’ trilingual website
which is offered in French, as well as
Spanish and English.

Normandy Farms maintains a seasonal
staff of around 120 people and holds a job
fair every spring to fill open spots. Staff
will interview as many as 300 people to
fill 40 spots.

“We have a core staff that returns year
after year and have about a 33% turnover
rate,” said Galvin. “We hire for character,
not the skills. We can teach the skills.”

Galvin makes sure staff is familiar with
the community and can quickly refer
campers to area attractions. In fact, Galvin
leads an annual excursion into Boston to
familiarize new office staff with the attrac-
tions there.

Normandy Farms also is active in state
and national campground matters. Galvin
is executive director of the Massachusetts
Association of Campground Owners
(MACO) and is first vice chairman of the
National Association of RV Parks and
Campgrounds (ARVC) and in line to be-
come chairman in 2014. Her father, Al
Daniels, is a former ARVC chairman. The
resort is also a member of Best Parks in

America network and the Northeast
Campground Association (NCA). 

Normandy Farms hosted the NCA’s
Great Escape for campground owners last
September and is a key supporter of The
Jimmy Fund, a benevolent fund in the
Northeast. Normandy Farms is a founding
member of the first ARVC 20 Group,
which has been meeting for the past 18
years.

Promoting Massachusetts,
Green Park and Shoulder Seasons

Normandy Farms helps promote the
area through its concierge service. The
campground is located just 30 miles from
Boston, where visitors can walk the Free-
dom Trail — viewing unique historical
sites — and just 50 miles from Cape Cod,
where campers can enjoy the salty air

Campground Overview
Name: Normandy Farms Camp-
ground

Location: 72 West St., Foxboro,
Mass.

Season:April 1 – Nov. 30 (While the
office remains open and continues
to take reservations, the camp-
ground is closed for all activities
from Dec. 1 – March 31.

Phone Number: (866) 673-2767

E-mail: camp@normandyfarms.com

Website:www.normandyfarms.com

History of Normandy Farms
Francis Daniels was born June 22, 1723, in the province of Normandy,

France. While still a young man, he entered the French Army and was as-
signed to the West Indies where he became an officer. Taken sick, he spent
months in the hospital before returning to duty. The release proved prema-
ture, as he became ill once again, so he decided to return to France. How-
ever, the ship was captured by a Colonial privateer and brought to
Massachusetts Bay Colony in Boston, where Daniels was imprisoned for
three months. George Hewes, keeper of the jail, spoke French and took a
liking to his young charge. He made him aware of his brother in Wrentham,
Mass., a wealthy landowner in need of hired help.

With the promise of being paid wages for his services, young Francis
went to Wrentham and lived with the Hewes family. Francis was indebted
for the cost of his passage, and was 36 years old before it was paid off and
he was able to purchase property himself. The Suffolk Registry of Deeds
shows that on June 6, 1759, “William Hewes of Wrentham deeded to Francis
Daniels 53 acres of land for seven pounds, 18 shillings.”

Daniels carved a farm from the wilderness. His land was to be included
in an area, set aside from Wrentham and other towns, to form a new com-
munity called Foxboro.

Francis died June 23, 1813, leaving the farm to his family. As the years
have passed, the farm grew in acreage, and each succeeding generation
has taken its place at Normandy. From a dairy farm to chickens, then raising
sheep, the family has all worked the land first cleared from the wilderness
more than 250 years ago. Now the 7th, 8th and 9th generations are con-
tributing to the camping resort. WCM

A full-court basketball court is just one of the recreational upgrades at Normandy Farms
Campground. Others include four swimming pools, playground (see cover) and bike park.

A focal point of the campground is the Recreation Lodge in the center of the park, The 20,000-
square-foot facility includes an arcade, fitness center, indoor pool, sauna and double Jacuzzi.

while having a romantic ocean side din-
ner. Normandy Farms is also just five
miles from Patriot Place and the Gillette
Stadium, home of the New England Patri-
ots, and is just a short distance from Fen-
way Park, home of the Boston Red Sox, a
commute made even easier by public
transportation.

The resort also distributes a free
monthly e-newsletter, which contains in-
formation about specials, upcoming
events and much more.

Normandy Farms is a “green” park —
offering single-sort recycling, sensor lights
at the restroom and laundry facilities,
water-saving devices on the showers and
waterless urinals in the men’s restrooms.
The staff also replaced all of the lights in
the park with fluorescent bulbs.

Normandy Farms also hosts themed
birthday parties April 1 through May and
Labor Day through November on Sunday
afternoons and midweek; and baby and
bridal showers from after Labor Day until
it closes for the winter and then April 1
until mid-June. After that, the park facili-
ties are for the resort’s camping guests
only. — Steve Bibler WCM
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fall, including ones for KOA, ARVC, Good
Sam and FMCA. Murble sales are crossing a
new threshold and Kramer is optimistic
about this year.

“One driving force is the new, inexpen-
sive Murble Activity sets for eight and 16
players,” Kramer said. “The game is easy to
play, fun and exciting for all ages and abili-
ties.”

Campground owners like Murbles as an
activity because there is no designated play-
ing area required, no capital outlay and no
yearly maintenance expense, Kramer noted.

As an activity complete with winning rib-
bons or medals, Kramer says, Murbles will
help to produce fond family memories and

returning guests for years to come. “Murbles
are available with custom logo bags in the
two- and four-player sets, they make great
souvenirs and generate additional retail
sales,” he said.

Contact Kramer at (850) 458-5858 or
check out www.MurbleGame.com.

* * * * *
This year’s focus at tricycle manufacturer

Trailmate, Sarasota, Fla., started off with
“an exciting journey into the leisure world
of adaptive products,” said Wendy Shim,
company president. “We started off by re-
engineering the Funcycle so a caregiver
could accompany an adult child with TARS
syndrome. Our plan is to build on more
adaptive technology and offer a 400-pound-

capacity trike for recreation and exercise for
very large or overweight adults and children.

“We are looking forward to attending the
WACO (Wisconsin) show, which always
seems to offer its own unique brand to the
trade show experience,” she said.

“The campground business seems to be
continuously evolving as they add new ways
for everyone to enjoy the outdoors,” she
added. “I expect the 2013 campground busi-
ness to be better than last year as more peo-
ple discover that camping is a low-cost
vacation experience where you can meet
great people, build memories and bring fam-
ilies closer than ever.”

For more information contact Shim (800)
777-1034 or visit at www.trailmate.com.

* * * * *
Joe Buckshon, president and owner of

Mini-Golf Inc., Jessup, Pa., builder of pre-
fabricated miniature golf courses, was get-
ting lots of inquiries as the new year began.

“I’m really optimistic about potential
sales for this year,” he told WCM.

Thanks to the Internet Buckshon’s com-
pany has enjoyed international success, with

Vendor Views—from page 12 courses sold in 60 foreign countries besides
numerous campgrounds across the U.S.

“I wouldn’t have a course in Azerbaijan
on the Caspian Sea if it weren’t for the Inter-
net,” said Buckshon, who noted that the
company’s fortuitous decision at its found-
ing in December 1981 (long before the cre-
ation of the Internet) to incorporate “mini
golf” in the title has put his company at the
top of Google searches for miniature golf.

Buckshon is constantly trying to improve
his mini golf courses and recently began
using a new component in the pressure-
treated wood to make the frameworks look
nicer longer, he said.

Campgrounds, RV parks and resorts ac-
count for a third of Buckshon’s business, and
he reports lead times from time or order to
finished installation is now approximately
four weeks.

For more information call Buckshon at
(570) 489-8623 or www.minigolfinc.com.

* * * * *
Commercial Recreation Specialists

(CRS), Verona, Wis., added several new
products for the 2013 season.

Looking to bring the challenges of wall
climbing on land to the thrill of open water,
CRS now offers a floating climbing wall dock
that makes the pool-constructed AquaClimb
possible on waterfronts. It’s an innovative

new product that masters the unique chal-
lenges lake waters present.

“Waterfronts are exposed to an ever-
changing environment,” said Ron Romens,
CRS president. “Heavy winds, varying wave
heights and depths of water all affect the
structure of floating docks. Our floating
climbing wall dock is specifically designed
to safely accommodate these conditions for
a vast array of AquaClimb walls.”

CRS also now brings the action of out-
door water sports to the shallower depths of
pools with the new ADVENTURE Series.

The ADVENTURE Series inspires more
active play. The compact, modular inflata-
bles connect to create custom challenges.
Their ultra-low profile makes boarding from
the water easy at any point and each piece
allows for multiple activities and program-
ming possibilities.

CRS also expanded its pool and water-
front line to include a variety of new aquatic
games designed to revitalize active recreation
in the water. Campgrounds can create or add
to an existing inflatable challenge course and
let kids conquer the thrill of competitive
play with the new FlatTop series of water
sport inflatables by Wibit. The FlatTop series
features unique double-walled pieces with
an extremely low profile and virtually flat
surface. These fun pieces bring running and
jumping adventure not only to outdoor wa-
terfronts but also the confined space of in-
door pools.

Over the winter, CRS made several signif-
icant staffing changes. Andy Berens joined
the CRS team as product sales manager and
Dave Owen now serves both the public and
private sector clients in Minnesota and the
upper Midwest on projects involving splash-
pads, lightning detection, playgrounds and
site amenities.

For more information, visit
www.crs4rec.com. — Steve Bibler   WCM

Trailmate Mini Tike.

CRS water sports products in use at a camp-
ground in Stoughton, Wis.

Mini-Golf Inc. themed course.

www.hialeahmeter.com
www.bookyoursite.com
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GUEST VIEW

Bob
MacKinnon

Using Guest Reviews to Market
Your RV Park and Campground

One of my mentors routinely reminded
me that “success is a journey, not a destina-
tion.” On my journey, I’ve met scores of
successful managers who are continually

seeking the answers to “How do I improve
my business, retain current customers, gain
new customers and enhance profits?” One
of the best strategies that I’ve found is to
stay close to your customers — understand
their needs and expectations, then do
everything possible to satisfy them. In
2008, we introduced the GuestReviews sys-
tem with the main objectives of providing
easy-to-use tools that measure guest satis-
faction, provide actionable data and create
a reliable guest-driven rating system.

Through my many years as a consultant,

I’ve helped campgrounds develop market-
ing strategies that produce cost-effective
ways to achieve competitive advantages.
However, when I ask them, “How are you
using online reviews to market your park?”
I get a lot of blank stares. Most operators
understand the value of guest feedback to
make better business decisions, manage
employee performance and resolve guest
complaints, but, until recently, only a few
were actively utilizing ratings and reviews
to promote their park.

Marketing through reviews is not a new
or radical concept. For a long time, busi-
nesses have used customer testimonials as
word-of-mouth advertising. However, po-
tential customers are smart enough to real-
ize that those testimonials have been
handpicked by the advertiser to position
their business in the best light. How many
times have you read a less-than-glowing
testimonial?

The Public Does Not
Trust Testimonials

Today’s reality is that consumers do not
trust testimonials. They want reliable, un-
biased, and transparent information from
other people about their experiences. Re-
search has shown that potential customers
now use online research as their primary
source of information to make buying de-
cisions — and reviews are an important
part of that process. 

When guests plan a visit to an unknown
locale, they search multiple sites and make
decisions based upon features, availability,
price and reviews. The following are five
key reasons to make online reviews a core
element of your marketing strategy.

1. Guests seek credible information.
78% of the respondents to a Nielsen survey
of Internet users stated that “consumer rec-
ommendations are the most credible form
of advertising.”

2. Guests want an alternative to directory
ratings. As the driver of purchase decisions,
online reviews are second only to personal
advice from a friend, and user reviews are
more influential than third-party reviews.

3. Ratings provide a competitive advan-

tage. Parks should display their guest rat-
ings and comments everywhere possible.
Transparent comments increase the infor-
mation’s credibility.

4. Reviews drive buying decisions. 82%
of those who read reviews said that their
purchasing decisions were directly influ-
enced by those reviews.

5. Reviewers are your best customers.
Consumers who contribute reviews or post
messages will visit a website nine times as
often as non-contributors do, and review
contributors make purchases nearly twice
as often.

Currently, more than 1,100 camp-
grounds are actively using the GuestRe-
views system and realizing benefits from
guest feedback to improve the guest expe-
rience, and to encourage guest interaction
and expand social marketing. These
unique features of GuestReviews help
campgrounds and guests benefit from
feedback.

No anonymous reviews. Reliable infor-
mation can only come from actual guests
and not fake or fraudulent reviews. Guests
must submit a valid e-mail address to begin
the GuestReviews process. Parks can know
who submitted a review to determine ap-
propriate action.

Real-time online feedback. Guests ex-
pect a quick response to their problem and
parks can know about an issue within min-
utes of the review submission. Our online
ratings and comments are always current
and updated immediately.

Detailed, actionable data. Strengths and
weaknesses can be pinpointed through the
results of our standardized 55-question sur-
vey so that appropriate action can be fo-
cused on the specific problem.

Turnkey tools to promote reviews. The
GuestReviews system provides tools to en-
gage your guests in the review process and
boost response volume — 50 reviews carry
more credibility than five reviews.

Links to display ratings and comments.
Displaying real, unfiltered comments adds
credibility and value to the ratings. Our
links allow you to post real-time ratings and
comments on your website.

Management Response postings. Post-
ing a response from management is a criti-
cal part of the social media process.
Real-time responses are easy to post to any
guest comment.

In today’s marketplace, promoting feed-
back must be an on-going part of your mar-
keting strategy. Reviews are a basic
expectation for today’s guests and a key fac-
tor in your social media efforts. They rep-
resent an important connection between
you and your guests. 

The technology of online feedback
through GuestReviews puts you in control.
Unlike other online review programs,
GuestReviews was specifically designed by,
and for, campground owners. 

Go to www.GuestReviews.com for more
information and see how easy it is to con-
nect with your guests through feedback.
Online registration takes only a few min-
utes and you can begin using these tools
right away.
Bob MacKinnon, president of GuestRe-

views and MacKinnon Campground Consult-
ing, is a leading campground industry
consultant, instructor and regent for ARVC’s
National School of RV Park & Campground
Management, and a 30-year veteran of the
Walt Disney Co. He provides a broad range
of services, including feasibility studies, 
business plans and design concepts for park
owners, buyers, and developers. Contact
MacKinnon at bob@guestreviews.com. WCM

www.dogipot.com
www.campgroundmanager.com
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As you might imagine, much of the talk
for 2013 and the future is about mobile
marketing. While I am personally still a be-
liever in some print advertising as part of
your marketing mix, the growing trend to
mobile marketing and social media cannot
be ignored. As one smart, small busi-
nessperson stated, “Another way to lose
control is to ignore something when you
should address it.”

A few years ago, we were talking about
e-mails and websites combined with some
traditional offline marketing like print ads
and brochures. Today, it can be a bit over-
whelming with so many social media op-
tions, e-mail marketing, e-commerce and
search engine optimization. Many park
owners are involved with social media and
many have either their current website
viewed via smart phones and or have had
special sites designed for the mobile media.
If you haven’t done anything to address the
mobile market, now is the time — and if
you are already involved in this media, now
is a good time to make sure that what you
are offering to the public is easy to use and

that your marketing objectives are being ad-
dressed.  

Unless you’ve been living under a rock,
you’re probably aware of the growing num-
ber of mobile users and the need to offer
mobile versions of your web pages and
marketing campaigns. More and more of
your customers will go online with mobile
devices this year. Vendors can make your
website mobile-friendly at a reasonable
cost, but not all sites can be copied and
replicated. You might need to outsource the
mobile design. It is important to have either
a mobile-specific website or a responsive
website that views properly on different de-
vices. If your budget can’t handle going
fully mobile, you could utilize Facebook or
Twitter applications that are mobile friendly.

Some Mobile Marketing Tips
Today, people are reading your content

on their mobile devices while waiting at
stoplights in their cars, as they’re watching
TV, eating dinner and while walking down
the street.  As a result, your mobile content
may need to be bigger, shorter and simpler.

Here are a few points to consider:
• Make your website scan-able. You

want the reader to get the gist in the first
screen without having to scroll down two
or three screens to find your call to action
or key content.

• Design for the tap instead of the
click. The fingertip is the new “mouse” —
it is more portable, but much less accurate.

So, you have to give it more room. Use a
larger font size and a bigger Call to Action
(CTA) button to help facilitate this. Avoid
scrunched-up lists of tap-able links. I’ve
found these lists on many mobile sites and
it’s very frustrating to try to tap on the cor-
rect one.

• Pay attention to the landing pages
that will typically be navigated to from
mobile phones. If users are tapping on a
link to the reservations page, make sure you
don’t deliver them content that displays
awkwardly on a mobile device — and make
sure it works.

• Make sure that you have the most
crucial information on your mobile site.
Having too much content can minimize the
important points and decrease your site’s
usability.

According to an article in the October
2012 issue of eMarketer, the number of U.S.
smartphone users is projected to reach
nearly 200 million by 2016 from the cur-
rent 120 million — and the number of
tablet users is expected to jump to 133 mil-
lion in 2015. Don’t ignore this growing
marketing medium. As the popularity of
these mobile devices continues to rise, cus-
tomers will increasingly expect your con-
tent to be delivered in a mobile-friendly
fashion. Thinking of not going mobile is
like not showing up in a “search” these days
— if you’re not there, you’re out of the
game. Don’t disappoint.
Linda Profaizer, a Colorado resident and

immediate past-president of ARVC, can be
contacted at lprofaizer27@gmail.com. Hav-
ing stepped away from her association du-
ties at the end of 2010, she welcomes input
on topics of importance to campground own-
ers for upcoming columns. WCM

PROFAIZER: ON POINT

Mobile Marketing: Hot Trend for
Your Park for 2013 — and Beyond

Linda 
Profaizer

In Print
PRVCA Publishes 2013 Pennsylvania Guide
The Pennsylvania RV & Camping Association

(PRVCA) announced the release of the 2013 edi-
tion of Explore Pennsylvania. The official PRVCA
membership directory and consumer magazine
features 52 pages of RV and camping tips de-
signed to give readers the latest information in
RV trends and make their next adventure to
Pennsylvania a great one, according to a news
release from the Camp Hill, Pa.-based PRVCA.

This year’s publication features 14 different
Pennsylvania farm markets to explore, seasonal
camping information, tips on how to stay con-
nected to the RV community, fun at America’s
Largest RV Show and more. This guide also con-
tains a PRVCA membership directory connect-
ing readers to campgrounds, dealers, suppliers,
manufacturers and other services. The listings
contain contact information and a brief descrip-
tion of the products and services available.

Virginia Guide Published
The Virginia Campground Association (VCA)

has announced the availability of the new 2013
Virginia Campground Directory. The directory fea-
tures 66 parks in seven regions around the state.

The directory also includes a pull-out map of
Virginia showing the locations of each park,
main interstate highways and the different 
regions around the state.

2013 CONY Guide Now Available
The 2013 Directory of Campgrounds and RV

Parks, published by Campground Owners of
New York (CONY) is now available. In addition
to information about CONY parks, users will find
editorial celebrating CONY’s 50-year anniver-
sary, exploring the growth and development of
the RV lifestyle in America by RV historian 
Al Hasselbart and previewing milestones for
New York’s tourist attractions, according the
association. WCM

www.kandkinsurance.com
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QUESTIONS&ANSWERS
‘Big Rigs Best Bets’ Fills Void in Campground Publications

For more than a half-century, private park operators
have relied on printed campground directories as the
primary means of marketing their campgrounds, RV
parks and resorts. But as consumers increasingly turn
to the Internet to research their vacation and travel
plans, printed campground directories face increasing
competition from a growing number of travel-planning
websites. In fact, a number of print directories have re-
cently ceased publication — and those that remain have
developed searchable digital versions of their directo-
ries, which consumers can access through their laptops,
smart phones and other portable electronic devices. In

Woodall’s Campground Management’s (WCM) ongoing
effort to delve into every facet of the RV park and camp-
ground business, we spoke with Ken Hamill, publisher
of “Big Rigs Best Bets,” one of just two remaining North
American print campground directories. Based in Ker-
rville, Texas, Hamill and his wife, Ellanora, oversee pro-
duction of the nation’s only campground directory that
specializes in providing detailed listings of “big rig
friendly” parks, both public and private. The publication
retails for $24.95 and can be purchased at www.Big-
Rigs-RV.com. Here are highlights of that conversation
with WCM Senior Editor Jeff Crider:

WCM:How did you come up with the
idea for a directory that would solely
focus on the needs of big rig RV owners?
Hamill: It was back in October of 2000.

I had sold my business in San Antonio. My
wife and I were with some friends at an RV

park in southwest Colorado and the more
wine we drank, the more disenchanted we
became with existing resources to find RV
parks. My wife and I later talked and
thought, ‘why don’t we see if we could write
a book about parks?’

WCM: So was your frustration that
you had to sift through campground di-
rectories to find big rig friendly parks or
were they just not described the way you
thought they should be described? 
Hamill: I’m not trying to be negative

here, but we couldn’t depend on what (the
other directories) said about the park. We
didn’t know when we arrived there if (the
park) could handle us or not and if it was a
comfortable surrounding. But the main
issue was being able to get in and out of the
park.
WCM: So you’re saying that other di-

rectories could be unclear when they
talked about whether a park was big rig
friendly?
Hamill: There was no way to tell until

we actually physically got there. Now they
say “big rig friendly” in their listings, but
those are questionable many times. It will
say the sites are 30 by 60 (feet) or 25 by 40
(feet) or whatever they put there. There’s
one size description. But we might get in
there and find that the access to get in and
out is very tight or that there are manmade
obstacles. Although the space may be 60
feet long, which is pretty minimal these
days, at least for a pull through, you
couldn’t get into the site.
WCM:Why, in your view, are other di-

rectories’ descriptions of “big rig
friendly” sites insufficient or inadequate?
Hamill: If you look at a directory, you

will see listings that say “big rig friendly.”
But the people that look at those parks (for
other directories), many of them don’t have
a large rig. Most importantly, they don’t
look at swing room and access within the
park. So you go around a corner. Is there
enough swing room there? Are the streets
wide enough? In our criteria, big rig
friendly means being able to accommodate
a 40-foot coach with a tow vehicle. When
you get to the site, can you get in and out
of there? Are the trees in the way? Are the
streets wide enough?
WCM: So how do you determine if a

park is truly “big rig friendly?”
Hamill: I visit it myself.
WCM: You really visit every park? 
Hamill: 99.9% of the time I have physi-

cally been to the park and reviewed the
park. There is one consultant that we rely
on (for information about “big rig friendly”

parks) because we know how he designs a
park. If I can’t get to the park, then I may
put that park in the book if my consultant
assures me that the park meets our criteria.
Aside from that, I look at all the parks my-
self.
WCM: Big rig owners often say that

the reason they park in Walmarts or
other retail parking lots is because it’s
hard for them to maneuver their rigs into
campgrounds. Do you think your guide
has helped counter the Walmart camp-
ing phenomenon by making more con-
sumers aware of “big rig friendly” parks?
Hamill: There’s no way to measure that.

I’m sure that’s true from time to time. But I
think there’s more to the Walmart equation
than not being able to get into a park. I
think a lot of (the reason for Walmart
camping is because) it’s free. I think that’s
the primary reason people go to Walmarts.
Our market base is not just half-million-
dollar rigs or $300,000 rigs. We have a lot
of fifth-wheel owners that buy the book.
But there is a safety issue (with Walmart
camping). Some folks don’t like to go to
Walmart because of that. But I can’t really
say with honesty that our book has directed
folks away from Walmarts.
WCM: You also consider other fac-

tors, such as the overall feel of the park?
Hamill: Are the surroundings comfort-

able? Would you feel safe and secure stay-
ing there? Is there a lot of trailer park trash
there?
WCM: So if a park doesn’t have a safe

“feel” to it, it won’t be listed in your di-
rectory?
Hamill: We don’t comment on (safety

issues). We only have about 1,200 parks in
the book. I’ve looked at a lot of them more
than once and about 700 or so that have not
made the cut. If I wouldn’t feel comfortable
and secure staying there, I won’t include
them, and I don’t care about how big their
sites are.
WCM: So, when somebody calls up

and says they want to be listed in your
directory, you tell them you’ll visit their
park and include them only if they meet
your criteria?
Hamill: That’s correct. 
WCM: How often do you turn people

down?
Hamill: Quite a bit. Every year we send

‘The concept was accepted in the marketplace, so we pursued it and brought
it where it is today — to the point where we are certainly a factor in the mar-
ketplace, along with our credible and selective approach,’ said Publisher Ken
Hamill. ‘We’re very busy. We’re doing very well. But we’re not for everybody.’

www.adventureandfun.com


WOODALLSCM.com March 2013  -  21

www.airwaveadventurers.com

Mention this ad for a
10% discount

checks back to people who want to adver-
tise in the book.  Of course, they’re not ac-
customed to that. I have to politely decline.
WCM: How do you find out about

“big rig friendly” parks?
Hamill:We take every lead. Some come

from parks, though the majority are from
RVers. We take those seriously and put
them in a file and I will try to go and look
at those parks.
WCM: Which leads are better, the

ones from parks or the ones from con-
sumers? 
Hamill: The ones that come from park

owners, I’d say, the vast majority of them, I
can’t put in the book. But the ones the come
from our readers, the vast majority are
going to get into the book.
WCM: Looking beyond size and ac-

cessibility, what else do you look for in
parks that are trying to position them-
selves as “big rig friendly?”
Hamill: I think 50-amp service is essen-

tial these days. A lot of the public parks are
upgrading to 50 amps. They’ve seen the
need. But I also think (parks need to pay at-
tention to) Wi-Fi. Wi-Fi is almost as impor-
tant as a sewer connection; if a park doesn’t
provide adequate Wi-Fi, then they are
doing themselves a disservice. But things
are changing so rapidly. I kind of defend the
parks. Everybody has a device or two that
they are traveling with — a computer or a
smart phone, a tablet or all three. They
want to see videos. It’s not just about e-
mailing your kids. It’s a tough job for the
RV parks to stay up with that. But I think
they need to continue to improve what they
have to some degree. Some parks are doing
it and some aren’t. I think that’s important
not just for big rigs, but any size rigs.
WCM: Tell us more about the mix of

both public and private parks in your di-
rectory?
Hamill:We’ve got a blend of upscale re-

sorts, interstate overnight stops, destination
parks and suitable public parks that we
think make sense to most of our reader
base. Of those, 5% to 7% are public. The
rest are private.
WCM:We’ve talked about some of the

challenges private parks face as they try
to accommodate big rigs. What are the
biggest issues public parks face with big
rig owners?
Hamill: The biggest issue is trees. They

don’t cut their trees back. I can’t tell you
how many public parks have got overgrown
trees. You can’t get (in or) out of the park
without scratching your rig.
WCM: Do you have a mobile version

of your directory that works on tablets,
cellphones and iPads?
Hamill: Yes, two years ago we engaged

a firm to design a very innovative and nav-
igable platform for our book. Our book this
year has 504 pages and there is a lot of in-
formation in there. It (our mobile platform)
really turned out nice. It’s totally different
from anything else in the marketplace and
it contains all of the content that’s in the
book. It is compatible with all computers,
all tablets, all smartphones, even the new e-
readers like the Kindle Fire and the Barnes
& Noble Nook. It’s membership driven. It’s
a $24.95 buy-in or a $15 buy-in when you
purchase the book. The book will be com-
patible with any new devices that come out.
WCM: What’s your thinking about

print directories vs. online directories?
Do you think the circulation of print di-
rectories will decline with the growth of
online campsite listings or do you think
there is always going to be a need for

print directories? 
Hamill: I think there will always be a

need for them. We are fortunate in that our
book is spiral bound. It’s 5.5 inches by 8.5
inches and it’s user-friendly. It’s not really
bulky. Since we brought on our online ver-
sion, our hard copy sales have not de-
creased.
WCM:What is your circulation?
Hamill:Over 11,000 and growing daily,

including print distribution and online paid
memberships.
WCM: How many issues of “Big Rigs

Best Bets” are in circulation?
Hamill: There’s got to be 60,000 or

70,000 out there (from multiple years).
WCM: You’ve been publishing “Big

Rigs Best Bets” for 13 years now, so
you’ve obviously identified a viable niche
in the campground directory business.
Hamill: The concept was accepted in

the marketplace, so we pursued it and
brought it where it is today — to the point
where we are certainly a factor in the mar-
ketplace, along with our credible and selec-
tive approach. We’re very busy. We’re doing
very well. But we’re not for everybody.
WCM: To what do you attribute your

continued success among big rig RV
owners?
Hamill: I think it’s that the existing 

publications out there do not meet their
needs. WCM
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The North Carolina Division of Parks and
Recreation announced on Feb. 11 that visita-
tion at North Carolina’s state parks and state
recreation areas continued at a record level
in 2012, with 14.2 million visits, matching atten-
dance levels set in 2009 and 2011, the Ashville
Citizen-Times reported.

Among 41 state parks and state recreation
areas, 18 reported increases in attendance in
2012. Fort Macon State Park in Carteret County
reported the highest attendance at 1.24 million
visits, down slightly from 1.29 million last year.

“Continued record attendance demon-
strates that our state parks and state recre-
ation areas fulfill a desire of North Carolinians
and their visitors for affordable family recre-
ation and a meaningful outdoor experience,”
said Lewis Ledford, state parks director. “A di-
rect result of this high visitation is the strong
contributions that state parks make to North
Carolina’s tourism economy as well as the
economies of local communities.”

A 2008 economic study revealed that trav-
elers spend an average $23.56 a day to enjoy

the state parks. The analysis by North Carolina
State University’s Department of Parks, Recre-
ation and Tourism Management estimated the
state parks system’s total annual economic
impact at more than $400 million. The 
complete study can be found at: 
www.ncparks.gov/News/special/economic_
impact.php.

During the past 25 years, the state parks
system has seen a dramatic 87% increase in
visitation. In 1987, 7.6 million people visited
state parks and state recreation areas.

Several state parks that reported higher at-
tendance in 2012 were able to offer improve-
ments and new amenities to visitors. A new
7,100-square-foot visitor center and related fa-
cilities were dedicated at Gorges State Park,
and the park experienced a 22% increase in
visitation. Improvements in access facilities at
Chimney Rock State Park contributed to a 36%
jump in attendance, while William B. Umstead
State Park in Wake County, which improved
parking and a popular trailhead area, recorded
visitation up 33%. WCM

N.C. State Park Visits Continued on Record 
Pace In 2012; State Hosted 14.2M Travelers

mailto:sales@airwaveadventurers.com
www.towercompany.com
mailto:salestower@comcast.net
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The new “Hose Restrictor”
bites the RV sewer hose,
leaving a secure fit and
minimal odor.

“Beats the rubber donut”

William Watts
12650 SE 98th Lane, Dunnellon, FL 34431 

ph. 352-465-6048 • fx. 352-465-6049 

www.envirodesignproducts.com 
wwatts@gate.net

New Hose Restrictor,
ask for the

“GATOR”!

NEW
Hose Restrictor

but the entire RV park and campground in-
dustry.

“Through this process we are hoping
Best Parks in America will become a plat-
form of opportunities for independent op-
erators to benefit from it. Cross promotions
will benefit all independent RV park own-
ers,” Paydar said, without fear of losing
their own identity or brand.

How the Transition
Has Come About

In leading off the Feb. 4 news confer-
ence, Gorin explained, “For the last year
or so we have been working hard to iden-
tify new sources of capital for Best Parks
in America to develop the program and
brand and to secure high-level executive
leadership to move the network forward.
I am excited to say we accomplished both
elements.”

Paydar’s investment in Best Parks ties
in with several of the major points raised
during Best Parks’ first membership con-
ference held last November in Orlando,
Fla., Gorin noted.

The landmark conference drew Best
Parks’ affiliates (including Paydar) as well
as representatives from international
campground associations.

At that time, affiliates agreed progress
was needed in five areas:

• Building a state-of-the-art website that
will exceed consumer expectations and
will serve as the welcoming face of Best
Parks In America.

• Introducing online reservation capa-
bility that will allow consumers to make
24/7/365 reservations directly from the
Best Parks website.

• Creation of a consumer loyalty, recog-
nition and reward program beginning with
the Best Guests in America Advantages
program being launched in the next two
months, and moving rapidly towards a
total system on par with those in other in-
dustries.

• Renewed focus on promotion and ad-
vertising to expand the visibility and
awareness of Best Parks among con-
sumers.

• Development and implementation of
a brand-compliance program including an
inspection program to assure that all of the
Best Parks are complying with brand stan-
dards and meeting the highest standards
of facilities, amenities, staffing and guest
services expected of Best Parks affiliates
and expected by guests. Inspections will
begin this year.

Progress is being made on accomplish-
ing all five points, Gorin said.

Gorin said Best Parks, heretofore a
brand with a decided “Eastern” composi-
tion, has identified many “target markets”
west of the Mississippi River to expand its

footprint in the coming years. The idea,
Paydar added, is that the Best Parks brand
will become so compelling that its ranks
will grow well beyond the present mem-
bership of 70.

RMS North America
Software in the Mix

Improving the technology aspects of
Best Parks affiliates is at the heart of the
new alliance.

Paydar said he plans to promote the
software available through his RMS North
America holding as a software platform
not only for Best Parks members’ reserva-
tions systems in the U.S. but also, at pres-
ent, to promote the brand internationally,
primarily in Europe, Australia and New
Zealand.

Paydar’s investment in Best Parks ties
in directly with his RMS North America
venture, which he began around 2½ years
ago.

Paydar said he recognized more than
four years ago that the outdoor hospitality
industry needed the computer software
and technology that connected the indoor
hospitality industry. Providing that con-
nectivity was essential to serve national as
well as international travelers, he said.

Now, with the strategic alliance be-
tween RMS North America and Best Parks
in America, the two will create a synergy
that will serve them both in a competitive
marketplace, Paydar said.

Best Parks affiliates that choose to adopt
RMS software will benefit from this al-
liance, not only through improved software
but also through connectivity to domestic
travelers and international travelers who
will become familiar with the high stan-
dards set by Best Parks, Paydar said.

Best Parks in America already has a
strategic partnership with the Leading
Campings of Europe, an organization sim-
ilar to Best Parks in America, and the two
are laying the groundwork for an organi-
zation that would have worldwide repre-
sentation, from areas such as Australia,
New England and South Africa.

In remarks to the Best Parks in America
board of directors at a special meeting on
Jan. 31, Paydar pledged 100% of his efforts
toward building the Best Parks brand.
“The challenge ahead is great, make no
mistake about it,” Paydar said. “I am com-
mitted to our success and I am very confi-
dent that by working cohesively and
diligently together as a national team of
premium RV parks and property owners,
we can change the landscape of the park
industry and build a brand that exceeds
customer expectations and improves the
business and profitability for all the affili-
ated parks.”

Paydar Has a ‘Passion’
For Outdoor Hospitality

Based in LaJolla, Calif., Paydar is presi-
dent of Paydar Properties Inc., a real estate
development company. Development ac-
tivities include a variety of commercial and
residential projects including luxury recre-
ational resorts, community retail centers,
multiple condominium projects ranging in
size from 100 to 250 units and luxury
homes in La Jolla.

Sunland’s current RV holdings include
Emerald Desert RV Resort in Palm
Desert, Golden Village Palms RV Resort
in Hemet and Escondido RV Resort in Es-
condido as well as several properties along
the Interstate 8 corridor that are ideally lo-
cated to accommodate travelers going
back and forth between San Diego and Ari-
zona. These properties are San Diego RV
Resort in La Mesa and Oak Creek RV Re-
sort, Circle RV Resort and Vacationer RV

Resort in El
Cajon.

Sunland
also owns
the Silver
Palms RV
Village in
Lake Okee-
chobee, Fla.

P a y d a r
c o n s i d e r s
his Emerald
Desert RV
R e s o r t ,

which he acquired several years ago, as not
only Sunland’s finest resort but also the
finest park in California.

“I had my eye on Emerald Desert for 20
years,” Paydar, said of the 251-site resort.
“There is nothing like it in the country.”

And since Sunland acquired Emerald
Desert RV Resort, Sunland has made
Emerald Desert even more luxurious by
retaining the services of a premier hospi-
tality interior design team and investing
$2.4 million in additional resort amenities,
luxurious appointments and furnishings.

While Emerald Desert is the only Sun-
land holding currently in the Best Parks
network, Paydar said he would strive to
upgrade each of the other parks to qualify
for affiliation, with Golden Village Palms
in Hemet being the next most likely to
join.

Paydar said he has a “passion” for the
outdoor hospitality business and looks
forward to his new position with Best
Parks.

He said he intends on taking a close
look at every Best Parks affiliate and dis-
cover “best practices” in management,
marketing and other services in place at
each of them in order to improve the over-
all efficiency of all the members.

“I like to take my time, study the exist-
ing affiliates and have the opportunity to
meet with every one of them, which I in-
tend to do, see their current operations
and see what their needs are,” he said.

He said he plans “a systematic approach
to improve the Best Parks platform and let
the affiliates provide the guidelines.”

Paydar wants to incorporate the reser-
vation software available through his RMS
North America holding into Best Park af-
filiates’ operations and create an interna-
tional footprint for Best Parks, as tourists
from North America as well as from
around the world will be able to make
reservations at any Best Park member
through the Best Parks website.

“Our Best Parks affiliates will have an
opportunity no one else will have,” he
said. “Our goal is to stay ahead of every-
body else.”

Sunland parks have been using the
RMS North America software system for
the past 2½ years with great success, Pay-
dar said.

In answer to a question, Gorin reported
that Best Parks’ strategic partner program
is not on the sideline and that the network
continues to work with vendors that wish
to pursue business with Best Parks.

He added that Best Parks is “a year or so
away from developing a new strategic part-
ner program” and discussions have begun
about starting a buying group for Best
Parks affiliates. — Steve Bibler   WCM

Best Parks—from page 3

Deb Kohls will remain as
vice president of Best Parks

http://www.silver-top.com/
www.minigolfinc.com
www.rvtwoway.com
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still being formulated but in general, the
Journey campgrounds are designed for
overnight guests who are looking more for
a place to spend the night than for an
amenity-rich park. The Holiday camp-
ground would be more of a destination
park, while the Resort campground would
be a place that has an abundance of services
and facilities.

The concept of segmentation is pat-
terned after the hotel or indoor hospitality
industry where it has proven very success-
ful among consumers who have developed
clear ideas on the differences among ac-
commodations.

For his part, Pat Hittmeier, KOA pres-
ident, said the initial reaction to the brand-
ing strategy among KOA franchisees when
KOA unveiled it at its convention in Or-
lando, Fla., was one of acceptance.

During the convention, Hittmeier told
WCM, “Based on the kind of reaction we’re
getting here with this record crowd, I’d say
that we were on the right track. We laid
things out on the first day and have been
talking about this new program in the hall-
ways and we’ve got a lot of momentum
going with this right now. I think it’s going
to be very big.”

Over the winter, franchisees had more
time to think it over.

“As things settled down, people become
more tentative,” Hittmeier said. “The reality
is, I’ve become very confident in what we’re
doing and the reasons why we’re doing it. I
think the franchisees are struggling with it.”

KOA distributed two brochures to fran-
chisees detailing the new strategy, and own-
ers have now had several months to pour
over the details.

To further gauge public reaction and iron
out the weak points, KOA top management
met with the 12-member board of the KOA
Owners Association in February in Florida
to review the plan.

Hittmeier expects as many as 50 “early
adopters” will open their campgrounds this
season reflecting the rebranding, while oth-
ers may take several years.

KOA projects to have the entire system
rebranded by mid-2016, he said.

Outdoor Adventures Co.’s Johnson an-
ticipates his firm will have two to three
campgrounds that meet the Resort brand
and two to three that fit the Journey brand,
with the rest falling into the Holiday cate-
gory.

“We’re still trying to figure out what we
need to do for each of our properties, figure
out who our customers are at each one and
figure out which branding will apply,” said
Johnson, an exercise that every KOA fran-
chisee was likely engaged in over the win-
ter.

He expects the company will have to
make certain expenditures at each park, no
matter what category they end up in.

The necessary expense to meet the new
criteria is part of the initial backlash that
KOA expected from the rebranding,
Hittmeier said.

“I feel like the process we’re initiating in-
cludes a longer timetable,” Hittmeier said,
because it will give campgrounds time “to
pay attention to things that are most impor-
tant to the guests: improving campsites for
size, power, access and angles. We have
many parks that already do that; some
don’t. The process to get the majority to
meet these criteria could take many years.
The bottom line is: it will improve the qual-
ity of the system.”

At the same time, Hittmeier stressed that
this new way of looking at KOA’s fran-
chised and corporate-owned parks is not a
“good, better, best” type of formula, but one

that should instead appeal to an Internet-
minded world in which a demanding and
time-starved public has increasingly exhib-
ited a “need-to-know” or a “know-before-
you-go” sort of attitude. And KOA’s
management believes these new brand po-
sitionings will not only help set those ex-
pectations, but, according to the plan,
ultimately drive new business to KOA
campgrounds.

RVC’s Andy Cates 
Applauds KOA Move

There may be no one in the campground
sector more excited about the KOA re-
branding than RVC’s Cates. He has met
with KOA often over the past four years to
discuss industry matters, and quite often
the topic of branding came up in discus-
sion, Cates and Hittmeier confirmed. “They
have been open and friendly about it,”
Cates said of his talks with KOA. “We have
absolutely begged them to accelerate what
we knew they needed to do.”

“We felt when we started RVC that brand-
ing was inevitable,” Cates said, a mantra he
has tossed around in so many discussions
across the industry that he concedes listeners
are “sick of hearing it.” But, he quickly
added, “It is necessary for everyone in the in-
dustry to hear. It is critical that it moves for-
ward and accelerates. I know guests want to
know what they’re getting. That is also true
for franchisees and individual property own-
ers to find out where they fit in.”

Cates continued, “I think their current
segmentation effort is probably a compro-
mise between what we would consider seg-
ment definitions and their reality in trying
to keep a big tent in place. Regarding the
pushback (from franchisees), there will be
some pushback but ultimately they will
keep some franchisees happy. If this keeps

strong properties in the network, then good
for KOA. They needed to do that. It’s not
who they will anger but who they will keep
in the long term. We would posit they
didn’t have a choice. It’s more dangerous
not to segment.”

He feels that RVC is establishing the
“Hilton niche” in the outdoor hospitality
market, but it becomes harder for guests to
identify if they can’t compare it to the entire
industry and other players. In the long run,
this move by KOA will benefit RVC, he
maintains.

Cates said KOA is not only the most rec-
ognized brand in outdoor hospitality but
also one of the most identifiable among all
U.S.-based franchises of any product or
service. Yet, within KOA is “extraordinary
inconsistency across the properties. Physi-
cally, these properties are very different.”

Outdoor hospitality is such a diverse in-
dustry that it is hard to segment, Cates ad-
mits, unlike the hotel industry. Indeed,
RVC’s own definition of segments within
the industry differs greatly from KOA’s. For
example, Cates and RVC identify five dif-
ferent segments within outdoor hospitality.
They term them campgrounds, RV parks, 

RV resorts, outdoor destinations and
luxury motorcoach resorts — and, like

KOA, RVC has extensive definitions for
each segment.

Cates said he was heartened by the fact
that KOA will adopt a form of quality as-
surance to guarantee that each of their fran-
chisees who adopt one of the three brand
names are what they profess to be. “Camp-
grounds are not going to be able to just
hang the sign up tomorrow without having
to make sure that they meet these qualifi-
cations that we can then market to that par-
ticular defined camper to help drive that
business,” Hittmeier said.

That’s good news to Cates, who consid-
ers his RVC holdings upscale resorts, which
will now be competing on a more level
playing field with other parks, at least the
KOA ones, that call themselves “resorts.”

However, Cates quickly added, “We are
much less concerned about the specific def-
initions and more excited about the broader
conversation.”

At the other end of the spectrum, John-
son said he’s glad KOA chose the word
“journey” to describe the campground best
suited for overnight travelers, the type of
campground his company seems to special-
ize in.

“The journey serves a traveling market.
It’s helpful to us. We don’t have to wonder
if we have to be doing resort-style ameni-
ties. We don’t need an Olympic swim pool
or a hall for reunions” to be considered a

“journey” park.
Of the 26 campgrounds that KOA di-

rectly owns, Hittmeier anticipates that four
will carry the Resort label with most falling
into the Holiday category.

The Outlook for RV
Park Segmentation

Not all in the industry are going to wrap
their arms around segmentation, Cates pre-
dicts.

“There are some major players who do
not want segmentation,” he said. “They
don’t care. They say they do but they don’t.
They are investors. They are manufactured
housing operators. I don’t think they are
motivated to see significant change in cus-
tomer expectation. If you are a giant and
the world is working just fine for you,
change is not in your best interest.”

Cates also anticipates there will be KOA
franchisees who are in a great market and
want to be considered a “resort” property
but KOA will say they can’t because the
franchisee is not meeting the resort stan-
dards and the franchisee is unwilling to
make the capital investment to meet the
standard.

“That will lead to a lot of uncomfortable
conversations,” Cates said.

When asked whether he thought the
KOA rebranding would become an indus-

KOA Branding—from page 3

Andy Cates

KOA Branding – continued on page 26



and Campgrounds (Arizona ARVC) has a
busy agenda for its convention scheduled
for April 24-25 at the Rincon Country
West RV Resort in Tucson.

Special guest speakers include Paul
Bambei, CEO of the National Associa-
tion of RV Parks and Campgrounds
(ARVC), and Mark Maciha, chairman of
the board of regents of the National
School of RV Park and Campground
Management.

Arizona ARVC Executive Director Jo
Ann Mickelson anticipates an attendance
of 80, including 20 vendors. The state’s top
parks (small, medium, large and mega) will
be honored, new officers will be elected and
four educational seminars will be offered.

In a related development, the associa-
tion’s board has created the “Jack Denton
Memorial Award” to be presented for the

first time in 2014 to recognize any park,
campground, owner, manager, supplier
partner or legislator who has helped further
camping and RVing in Arizona. The award

is in memory of Denton, who died in Au-
gust 2012. Denton was known as the “fa-
ther of camping in Arizona.”

“He was a pioneer who went beyond the
call of duty to further projects in Arizona
such as the Visitor Centers, Scenic Byways
and state parks,” Mickelson told
WCM.  Denton built, owned, and operated
his own KOA in Flagstaff for more than 40
years.

More information on applying for the
award for 2014 will come out later this
year.    

Any parks or campgrounds in other
states are welcome to attend, Mickelson
said. Members of other state associations
may attend at Arizona member prices.

Maine Meeting in Tandem
with Portland RV Show

The Maine Campground Owners As-
sociation (MECOA)will be holding its an-

nual trade show and annual meeting on
April 5 at the Fireside Inn & Suites in Port-
land, Maine.

“Because the event is being held in con-

junction with our annual RV show (April
6-7) at the Portland Sports Complex, we
expect that between 50 and 70 campground
owners will be present throughout the day,”
said Kathy Dyer, MECOA administrative
manager.

The one-day event, beginning at 9 a.m. is
filled with educational seminars and guest
speakers such as Lisa Roy, the Maine direc-
tor of licensing, and Rick Abare, MECOA’s
executive director, who will give a legisla-
tive update on key issues such as water
rights, lodging taxes and local option tax.

An award ceremony is planned during
the membership lunch and an auction is
planned in which proceeds will go into the
MECOA scholarship fund.

The trade show, running from 11 a.m. to
5 p.m., is sold out with 33 booth spaces re-
served, Dyer said.

The annual MECOA meeting will begin
at 5 p.m. and five new members will be
elected to the board.

Bud Styer Speaking
At Virginia Meeting

The Virginia Campground Association
(VCA) will hold its first-ever spring meet-
ing April 9 to 11 at Yogi Bear Jellystone
Park in Gloucester Point, Va. About 25 to
30 parks are expected to be represented.

The convention and trade show, featur-
ing 15 vendors, had to be rescheduled after
Hurricane Sandy hit the Atlantic shores and
Chesapeake Bay area of Virginia on the
original dates of the convention in October,
VCA Executive Director David Gorin ex-
plained.

The spring meeting will feature guest
speaker Bud Styer of Wisconsin; a special
seminar on family outdoor programming
led by the Director of Environmental Edu-
cation for the Virginia State Parks; and a
seminar wrap-up on the 2013 Virginia Leg-
islative Session and planning for 2014 leg-

Association Meetings—from page 3
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islation led by Lauren Schmitt of The Hill-
bridge Group, VCA’s Richmond represen-
tatives.

VCA members also are looking forward
to an update on national campground asso-
ciation activities from Jeff Sims, ARVC’s
director of state relations and program
advocacy, and a report on a new social
media benchmark study being conducted
by Evanne Schmarder of Roadabode Pro-
ductions.

Another feature of the event will be a
lobster cookout sponsored by Evergreen
Insurance.

South Dakota Marks
50 Years on April 19

The South Dakota Campground Own-
ers Association (SDCOA) is the smallest
of the April gatherings but it will still be
memorable, as SDCOA is marking its 50th
anniversary April 19 in Rapid City with an
evening dinner.

The SDCOA is contacting former camp-
ground owners to attend and talk about
their fondest memories, reported Cherrylee
Bradt, SDCOA executive director. She
hopes a third of the SDCOA will attend this
event. 

For details on these and other meetings
scheduled for this year, consult the WCM
calendar on the back page of this issue. —
Steve Bibler   WCM

Paul Bambei

Bud Styer

Manufacturers of Quality Recreation FUNniture

www.ParkEquipment.com
1-800-376-7897

2061 Sulphur Springs Rd
Morristown, TN 37813

items on his agenda for 2013. Curry’s cur-
rent headliner is a free RV loaner program
whereby active military could borrow fold-
down campers, travel trailers or mo-
torhomes. He’s already selected a prime area
in which to launch his detailed pilot pro-
gram to test its success level and work out
the kinks before expanding it to a broader
market. “It could potentially use well over
1,000 RVs, if it were successful,” he pre-
dicted.

But first, he said he needs a little help.
Actually, a lot of help. “We’re desperately
looking for donations of RVs,” Curry said.
“Even if a manufacturer can just give us a
travel trailer for a year or two, at the end we
would give it back to them in great condi-
tion.”

He said T4T is also in need of monetary
donations to help fund the loaner program
as well as his visits to military bases and
campgrounds he hopes to enlist. Camp-
ground recruitment is a constant effort;
Curry said he’s continually calling and vis-
iting parks, and it sometimes takes weeks
to get his foot in the door. “I’m very stub-
born,” he explained. “I believe I’ve phoned
every park in Nevada more than once.” But
once they sign up, he said they’re always
glad they did. “The parks who participate
have lots of pride in it.” And often, military
campers in complimentary sites, he said,
are accompanied by several friends and
family who pay regular site fees.

Curry is continually forming more (and
lofty) goals: He wants to create a national
newsletter and be able to hire a webmaster
and marketing coordinator. He’d like RV
industry forecaster Richard Curtin from

Tents for Troops—from page 4 the University of Michigan Business Re-
search Center to measure how many RVers
are active military in his research and re-
ports for the RV and campground indus-
tries. And he still writes to Robin Williams
regularly asking him to join T4T’s board of
directors. “I still have great hopes for that,”
he said optimistically. 

At its core, Curry’s passion for the pro-
gram is really an extension of his patriot-
ism. “Admiration for the military is now
what it should’ve been 40 years ago, but the
majority of Americans are, I believe, 100%
behind our troops,” he stated. “Our organ-
ization is completely non-political; we don’t
believe in war, and we’re not trying to press
any agenda. But what we do say is, were it
not for our troops I don’t believe any one of
us would have true freedom. Not only our
general freedom but just our everyday liv-
ing freedom, we owe that to the troops.”

For more information or to see how you
can join or support T4T, visit www.Tents-
forTroops.org, or contact Charlie Curry at
tentsfortroops@aol.com or (360) 274-7915.
— Barb Riley   WCM

www.gerbertables.com
www.hireaworkamper.com
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ARVC AGENDA

The National Association of RV Parks
and Campgrounds (ARVC) is continuing
to expand its roster of discount programs
for private park operators and their em-
ployees across the country.

The association launched a new em-
ployee-benefit program with AT&T in De-
cember that provides a 15% discount on
qualifying personal wireless accounts.

The discount plan applies to personal
wireless accounts and includes simultane-
ous use of voice and data services on
AT&T’s mobile broadband network as well
as unlimited usage of AT&T’s Wi-Fi net-
work at no additional charge.

ARVC Announces New
Health Insurance Plan

ARVC is also now making affordable
medical, dental and vision plans available
to its members, which can be purchased as
packages or on an à la carte basis.

The ARVC Health Insurance Program is
being administered by Warrenville, Ill.-
based JBLG Health, the nation’s largest
health insurance provider for business and
trade associations.

Key coverages and benefits include:
• Premium savings.
• A wide variety of choices for coverage

from HSAs to PPOs for members, their em-
ployees or family.

• A shrinking deductible: 20% de-
ductible credit each year you do not meet
your deductible.

• 10% healthy member discount and
preferred rates.

• Optional free Health Savings Account.
• Optional PPO or traditional health

plan with extensive networks.
• Plans with a $20, $25, $30 or $40 co-

pay for doctor visits.
• Wellness benefits and Prescription

Drug Card.
• Worldwide coverage, 24-hours a day.
Other benefits include enhanced well-

ness benefits based on PPACA Guidelines
effective September 23, 2010; Tele-Express,
phone application - no paper applications
to complete; dental Insurance and/or vision
insurance available with or without med-
ical; critical illness coverage available that
pays cash benefit directly to you; and dis-
ability coverage available with a benefit of
up to $15,000 per month.

Some insurance plan features are subject
to state availability and may not be available
to all ARVC members. To learn more about
the options available to lower your health
insurance costs and maintain comprehen-
sive coverage, call the ARVC office at (303)
681-0401.

ARVC Taps Past Chairmen’s
Insights at Florida Meeting

ARVC recently convened an unprece-
dented meeting of 12 of its past chairmen
and other top officials stretching all the way
back to the 1980s.

“We had more than 500 years of experi-

ence in the room,” said Paul Bambei,
ARVC’s president and CEO, who organ-
ized the Jan. 17 meeting in Tampa, Fla., as
the first of what he hopes will be an annual
meeting of ARVC’s past chairmen.

“It was a great opportunity to hear of
their most extreme challenges, the things
they accomplished and the great stories of
the early history of ARVC,” said Bambei,
who timed the meeting to coincide with
the Florida RV SuperShow and the 2nd
World RV Conference.

But Bambei and the ARVC Board of Di-
rectors did more than listen. They also en-
gaged a video crew to tape interviews with
former chairmen, several of which will be
posted on ARVC’s online channels in the
coming months.

“We captured the unique opportunity
to create a living history of ARVC and the
campground industry itself with these in-
terviews,” Bambei said.

In addition to creating a living history
of ARVC, Bambei said the past chairmen
provided the association’s current leader-
ship with insights that will help guide
them as the organization continues its
strategic planning and develops new pro-
grams.

Attending the meeting were several
longtime park operators who held top po-
sitions with the National Campground
Owners Association (NCOA), the precur-
sor of today’s ARVC. They included Dan
O’ Connell, formerly of O’Connell’s
Jellystone Park Camp-Resort in Amboy,
Ill., who served as NCOA president from
1986 to 1987 in addition to serving on the
original Board of Regents of the School of
RV Park and Campground Management;
Albert Daniels of Normandy Farms
Campground in Foxboro, Mass., who
served as NCOA president from 1988 to
1989; and Ervin R. Banes of Franken-
muth Jellystone Park Camp-Resort in
Frankenmuth, Mich., who served as
NCOA president from 1990 to 1991.

Former ARVC officials attending the
meeting included Herb Strauss of Pa-
poose Pond Family Campground and
Cabins in Waterford, Maine, a founding
chairman of the School of RV Park and
Campground Management and former
NCOA and ARVC treasurer who served as
ARVC’s first vice chairman in 1992; Jeff
Sims, ARVC’s current director of state
relations and program advocacy, who
served as ARVC chairman from 1997 to
1998 while he owned and operated Comp-
ton Ridge Campground in Branson, Mo.;
Chuck Hays Jr. of Far Horizons 49er
Village in Plymouth, Calif., who served as
ARVC chairman in 1999; Richard J.
Whalen, who served as ARVC chairman
in 2000 while he operated Dunedin
Beach Campground in Dunedin, Fla.;
Randy Packard of Pine Acres Family
Camping Resort in Oakham, Mass., who
was ARVC chairman from 2001 to 2003;
Kathy Palmeri of Jellystone Park Camp-
Resort in Estes Park, Colo., who served as
ARVC chairman in 2003 and 2004; Mark
Anderson of Camp Chautauqua in Stow,
N.Y., who served as ARVC chairman in
2008 and 2009; David L. Berg of Red
Apple Campground in Kennebunkport,
Maine, who served as ARVC chairman in
2010 and 2011; and Rob Schutter, COO
of Leisure Systems Inc., ARVC’s current
chairman. WCM

By Jake Poterbin, Editor, ARVC Voice

ARVC Rolls Out New Discount
Programs for Association Members An estimated 60% of RVers bring their pets along with them on their travel ad-

ventures, according to recent studies. And when it comes to selecting a campground,
these travelers seek out RV parks that offer a wide range of pet-friendly amenities,
from dog runs to trails for dog walking to flexible rules that allow their particular
breed of dog.

To help pet owners find the RV parks that open their arms to canines and other
travel companions, the editors and consultants of the Good Sam RV Travel Guide and
Campground Directory have compiled a list of the Top Pet Friendly Parks of 2013.
Featuring RV parks from across North America, the list is tailored for RV travelers
seeking facilities that welcome pet owners with open arms.

The Good Sam RV Travel Guide’s Top Pet Friendly Parks are:
•  Good Life RV Resort, Mesa, Ariz.
•  Sun Life RV Resort, Mesa, Ari.
•  Sunflower RV Resort, Surprise, Ariz.
•  Circle RV Resort – Sunland, El Cajon, Calif.
•  Rio Bend RV & Golf Resort, El Centro, Calif.
•  Garden Of The Gods Campground, Colorado Springs, Colo.
•  Royal View at Royal Gorge Campground, Canon City, Colo.
•  Ocala Sun RV Resort, Ocala, Fla.
•  Deer Creek Valley RV Park LlC, Topeka, Kan.
•  Evergreen Park RV Resort, Mount Eaton, Ohio.
•  Horn Rapids RV Resort, Richland, Wash.
Travel blog Gradling.com reports that pet owners in the U.S. spend $47.4 billion

on their pets this year. Among the pet owners who take their animals on the road,
78% bring their dogs, 15% travel with cats and the rest brings birds, reptiles or fish.

Pet experts say that although traveling with pets can be fun and rewarding, RVers
should consider a number of factors. Travelers should make sure their rig is large
enough to accommodate an animal, and the pets should have up-to-date tags with
contact information. Owners should always make sure their pet has the necessary
immunization shots. WCM

Good Sam Honors Top 
Pet-Friendly RV Parks

www.phelpshoneywagon.com
www.crs4rec.com
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CLASSIFIEDS

North Florida Campground
Walk to Ocean

Motivated Owners Retiring
Fully developed 17 acres

198 Total Sites – 30 sites on long-term lease

New Laundry Building with new equipment

Large New Fitness Center – Fully Equipped

Wi-Fi and Cable TV throughout

10 – 12ft wide Rental Park Homes

Large New Banquet Room

Welcome Center and Reception Area

Pool, Hot Tub, Kiddy Pool, Large Pool Deck

Large Covered Pavilion

Storage Area – 10 Self-Storage Bins

Large Newly remodeled Service Building

Upgraded Bathhouse

Fishing Pier and Small Boat Ramp

New upgraded Electric in Sections

Paved Roads

Selling Price $4,500,000 w/partial Seller
Financing Available, Brokers Protected

Contact Ed at 904-814-2111 or 
Tom at 904-540-3263

WANTED!
RV parks with water feature (lake,
river, ocean), or near major 
attraction. Prefer 200+ sites with
high number of seasonal residents,
but will consider smaller parks (with
or without water feature), if have
high seasonal occupancy in 
desirable location near attractions.
Family and/or retirement. Rural or
city location. We will decide quickly
and pay all cash or structure sale 
to meet your needs. We are 
experienced RV park owners and
assure confidentiality. Eastern
U.S. region. Brokers welcome. 
Please call us today:
            518-725-2003

RV Park, Vehicle and Mini Storage.
The park is located on 3.3 acres in
Eastern Oregon in the Hermiston
Area. It has 41 RV spaces, two build-
ings housing 45 mini storage units +
25 spaces for rec. vehicles or other
large vehicles, plus two storage build-
ings, 1100 sq. ft. laundry - shower
a rest room building. Sale Price is
$950,000.00. Please contact Tom for
additional info @ 1-888-707-8726

TO PLACE YOUR AD IN
THIS SPECIAL SECTION:

Beverly Gardner & Associates
574-266-7980•Fax: 574-266-7984
akollat@g-gmediagroup.com
wthorne@g-gmediagroup.com

CAMP HOSTS WANTED
RIVERSIDE RV PARK, IN SCOTTS-
BLUFF, Nebraska, seeks hosts for 41-
site campground May 1 – September
30. Experience with guest relations,
maintenance, and bookkeeping pre-
ferred. This is a contract position that
includes free use of host site. Please
apply to pmader@scottsbluff.org.

WANTED
ATHENA REAL ESTATE 
Seeking to Buy High Quality RV Parks
On East Coast (Recently, closed on 
5-star 400 site RVP). Ask for 
Rick O’Brien. Tel (203) 942-2745 
robrien@athenarealestate.com.

PROPERTY MANAGER FOR BUSY
250 space RV park in Central Florida.
Strong maintenance and guest relation
skills, and prior experience required.
Reply to: areveemann@hotmail.com
with contact information.

Lakeland Florida 
Park Model RV Site

Just 45 Minutes From All Central Florida Attractions

SRDCommercial.com/RV-Park

•    Fully approved for 242 park model 
     or RV units
•    81 +/- acre lakefront site
•    Zoned LR (leisure recreation)
•    Public water/sewer available

Greg Smith
863.774.3542

Greg@SRDCommercial.com

Snowbird RV Resort
• Located right on Route 66
• 61 RV+ 4 MH = 65 Spaces
• Immaculate Owner’s Residence
with 5 Car Garage

• Very Stable Occupancy: 100%
Reserved

Southern California: $1,950,000
vince.reynolds@cbre.com

858-546-4636
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CAMPGROUND INVESTMENT OPPORTUNITIES site and cabin housekeeping may be done
by the same crew — and the job is bigger
than you think.

Third, there are often new guests arriv-
ing who are just as eager for an early check-
in as departing guests might be for late
checkouts.  

I don’t know of any hard-and-fast rule
among park owners that specifies that 11
a.m. check-out is set across the industry.
Parks set their own rules based on their
own needs and the needs of their guests. As
hotels will often allow late check-outs upon
request based on incoming check-ins and
the hotel needs to housekeep the rooms,
parks, too, will often allow late check-outs
on request.  

Park owners out there:  I’d be happy to
share any messages you might have for
Chuck Woodbury on this issue of later
check-outs. Feel free to forward comments
to me at david@davidgorinassociates.com
and I’ll be glad to forward them to Chuck.
David Gorin is the former president of

ARVC and is currently the president of Best
Parks in America and the principal of
David Gorin Associates LLC.  He can be
reached by email at david@bestparksi-
namerica. WCM

Insites—from page 8

try trend, Hittmeier initially said, modestly,
“I don’t think so.”

But on further consideration, he said he
would not be surprised if parks adopt some
of KOA’s principles in marketing themselves.

“They might look at it as a way to ad-
dress their marketplace. It’s the best way to
compete in a local marketplace, in an area
with, say, five RV parks around you; I think
they’ll do that.

“Out 10 to 15 years in this industry, the
natural tendency of the independent oper-
ators will be to congregate in groups, maybe
a common ownership to a Best Parks kind
of thing going on. It could be campgrounds
that focus on transient overnight business
become their own marketing group.”

Does KOA risk losing some franchisees
over the branding effort?

Hard to say, said Hittmeier. But, he
added, “KOA will work hard to keep that
from happening.”

“I feel good that it will be a good plat-
form for us to improve the overall experi-
ence for our guests at KOA campgrounds
and improve the quality,” he added. “It’s not
easy to do when you have a lot of independ-
ent parks. In the end, it will increase our
business.” — Steve Bibler   WCM

KOA Branding—from page 23



PARK BROKERAGE INC.

John Grant/Park Brokerage Inc. 
11580 Petenwell Road, San Diego, CA 92131

john.grant@earthlink.net
800-987-3363 • Fax 858-530-2368

www.parkbrokerage.com

Sans End RV Park, Yuma, AZ
186 RV Sites + 11 Apartments, 44 Years Indian
Land Lease, Pool, Clubhouse, Near Mexico Medical.
12% Cap Rate with Only 19% Occupancy Rate.
$1,000,000, Large Upside

Lake Isabella MH & RV Resort
Lake Isabella, CA
In the South Sierra Nevada Mountains
25 MH + 66 RV Sites, Clubhouse, Pool
Recent Foreclosure, Only $600,000

Cisco Grove RV Park,
Lake Tahoe, CA
425 RV Sites on 300 Acres in the Mountains
On the Yuba River, Extensive Amenities
Long Term Seller Financing, $3,700,000

Branson/Table Rock Lake
RV Park

60 full hook up sites with wifi and
cable TV, 2 Suites, Clubhouse, 

Registration Office,
Family style bathrooms, 

large laundry,
Leased Restaurant, large 

pool and hot tub,
on 5.65 acres $1,135,000
lssapp@yahoo.com

CAMPGROUNDS/RV PARKS
ME-NH-VT-NY

$595,000 - $4,100,000.
- - - - - - - -

LAKE - OWN IT! & More. $795,000
LAKE - HOUSE - DOCKS. $850,000
120 SITES - DINER - LOC. $595,000
LAKE -1MILE FRONTAGE-RESORT
NY-400 SITE -SPECTACULAR. $4.1M

225 SITES - 120 SEASONAL - STRONG
GROSS - GREAT BUY. $1,395,000

MAJOR LOCATION. EXTRA-
ORDINARY GROSS. $3,500,000
OTHER SIMILAR LISTINGS!

- - - - - - - - -
Don Dunton, Real Estate Broker
Campground Specialist (136 SOLD!)
One of America’s Most Experienced!
www.BuyaCampground.com
don@buyacampground.com

BLUE RIDGE PARKWAY VIRGINIA
1000 ft. Open Parkway Frontage.
21.5 Acres with Fruit Orchard.
8 Motel Rooms, 6 Cabins,13 RV 
Sites, Full RV Hook-ups, 5 Tent Sites.
3 Bedroom/2 Bath Home w/Wrap-
around Porch, w/One Bedroom Apt.

ONLY $550,000!
Call 919-414-7847, Ask for Ray or
Email FancyGapCabins@embarqmail.com

RV Park close to large metro
timbered area, lake frontage
with 40 spaces mostly full.
30 permanent residences, steady
cash flow, expansion potential. 
Located on 9.23 acres with 135 ft 
of lake frontage improved with 40 full
service RV spaces and two houses
(one mfg) mostly occupied by the
year round tenants. Laundry and
shower facilities are available. With
an additional well, there is possible
to install another 25 spaces. Asking
price is $1,153,660 gross Income
$155,360. Cash flow is $95,000- the
real estate is value is $1,090,475.00
The seller has good financial records.
Contact Tom for additional info 
@ 1-888-707-8726. The Park is 
located in Central Washington.

Campground Brokers, we
have a 30-year proven track 

record of selling parks!
• We know the campground industry.
• We help educate buyers to this industry.
• We meet the buyer to remove contingencies.
• We personally attend every closing.
• We are available to help – before, during, and even years
after the sale!

• We promise to always tell you the truth…even if it hurts!

We would like the opportunity to help you in the same way; contact
us at 800-648-1624 or email to: info@campgroundbrokers.com

Located just off US 23, and only 10 minutes from Cabella’s, Pirolli Park has been a family
owned campground for many years and has multiple well developed revenue streams.
The park is approximately 65 acres of camping, fishing, swimming and golf with a 3,850
Sq. ft. duplex to use as the owner’s home or for lease. The campground has a 250 lot
capacity (150 licensed lots).  The recreational experience for campground users is all-
inclusive with a convenience store on site including a liquor license, lottery machine,
video area, arcade, deli, pizza and groceries.  The property includes  a 4,000 sq. ft. pole
barn for multi-use.  The advantages of this property are well worth a drive to Pirolli Park.

Dennis O'Hare, Associate Broker, Real Estate One
734-395-3683 • dennisohare.com• dohare@comcast.net

An Excellent Business Opportunity Awaits in Southern Michigan, Near the Ohio Border.

“Specializing in RV PARKS and
CAMPGROUNDS FOR SALE”

Over 25 Years Experience

www.rvparksforsale.com
WE SELL TO SELL AGAIN
612 Sidney Baker St.  •  Kerrville, Texas 78028
Phone: 830-896-5050  •  Fax: 830-896-5052

“FLORIDA SPECIALIST”
WWW.FORTUNEREALESTATE.COM

Florida Campgrounds, RV Resorts and Mobile Home Communities
Over 27 years experience in Brokerage & Park Ownership

Starting from $100,000 down payment
CALL THE EXPERTS!! FORTUNE REAL ESTATE

1-800-226-3839 or 941-755-1339

8   Listings motivated sellers with financing

The Blanco Settlement
Blanco, Texas

“Where a Day on the River is Worth a Month in Town”

Apx. 9.8 acres fronting the Blanco River
9 cabins beautifully decorated
20 RV full hook-up spots

• Pavilion • Gift Shop • 3/2 home
Computer systems with point of sale 

and reservations.
Maintenance equipment

$1,700,000.00
Hill Country Real Estate, Candy Cargill, Broker
830-833-4591 • www.hcrealestate.com
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Heavy Duty 
American Made 

Campground 
Equipment

P.O. Box 85 • Chadwick, IL 61014
Sales@Chadwickmfg.com

Call toll free or
visit our website 

to receive a 
free catalog.

Picnic table frames,
fire rings & grills at
competitive prices.

800.732.4602
www.Chadwickmfg.com

C      11:

CALENDAR OF EVENTS

9-11: Virginia Campground
Association Spring
Convention & Expo
Yogi Bear Jellystone Park 
Gloucester Point, Va.
Contact: (703) 448-6863

17-18: ARVC Spring Workshops
Centennial, Colo.
Details to follow
Contact: (303) 681-0401

19: South Dakota Campground
Owners Association’s 50th
Anniversary and Spring Meeting
Rapid City, S.D.
Contact: (605) 666-4605

24-25: Arizona ARVC Conference
Details to follow
Contact: (928) 526-1829

28-30: Texas Association 
of Campground Owners 
Spring Meeting
Kerrville, Texas
Contact: (877) 518-1989

MAY

14-16: Florida/Alabama ARVC
Conference & Expo
Holiday Inn Harbourside Suites
Indian Rocks Beach, Fla.
Contact: (850) 562-7151

SEPTEMBER

9-15: America’s Largest 
RV Show
Giant Center
Hershey, Pa.
Sept 9-10 (Industry Days)
Sept. 11-15 (Public Days)
www.largestRVshow.com

10-11: The Great Escape
for NCA Members
Skylands Region of New Jersey
Details to follow

OCTOBER

31-Nov. 2: Campground Owners of New
York 50th Annual Convention & Expo
Kaatskill Mountain Club
Hunter Mountain, N.Y.
Contact: (585) 586-4360

NOVEMBER

6-8: 2013 ARVC Outdoor 
Hospitality Conference & Expo �
Knoxville Convention Center
Host Hotel:  Hilton Knoxville
Secondary Hotel:  Holiday
Inn World’s Fair Park
Knoxville, Tenn.
Contact: (303) 681-0401

11-13: Pennsylvania Campground
Owners Association 50th Annual
Convention & Trade Show
Nemacolin Woodlands Resort
Farmington, Pa.
Contact: (610) 767-5026

11-14: Leisure Systems Inc. 
Symposium
Embassy Suites & Northern
Kentucky Convention Center
Coving, Ky.
Contact: (800) 626-3720

20-23: Kampgrounds of America
Annual Convention
Austin Convention Center
Austin, Texas
Contact: (888) 562-0000

ment and Management School
Oglebay Resort
Wheeling, W. Va.
Contact: (703) 858-2193

11-12: Louisiana Campground
Owners State Meeting
Details to be announced
Contact: (225) 752-1455

11-13: Colorado Campground and
Lodgings Owners Convention
Clarion Inn
Grand Junction, Colo.
Contact: (970) 259-1899

20-23: Wisconsin Association of
Campground Owners Convention
Holiday Inn Hotel & Convention Center
Stevens Point, Wis.
Contact: (608) 525-2323

21-23: Northeast Conference
on Camping & Trade Show
Sturbridge Host Hotel &
Conference Center
Sturbridge, Mass.
Contact: (860) 684-6389
or cyndy@campnca.com

25-27: ARVC Board of Directors
Spring Meeting
Centennial, Colo.
Contact: (303) 681-0401

25-27: Michigan ARVC Campground
Convention and Trade Show
Best Western Plus Hotel
& Convention Center
Lansing, Mich.
Contact: (269) 637-6153

APRIL

5: Maine Campground Owners
Association Annual Trade
Show & Meeting
Fireside Inn & Suites
Portland, Maine
Contact: (207) 782-5874

MARCH

4: Leisure Systems Inc.
Yogi Advisory Council
Embassy Suites and the Northern 
Kentucky Convention Center
Covington, Ky.
Contact: (800) 626-3720

4: Maryland Association
of Campgrounds Meeting
Dover Downs Hotel and Casino
Dover, Del.
Contact: (410) 275-2108

5: Leisure Systems Inc.
Spring Meeting
Embassy Suites and the Northern 
Kentucky Convention Center
Covington, Ky.
Contact: (800) 626-3720

5-6: Mid-Atlantic Coastal States
Campground Conference
Dover Downs Casino Hotel
Dover, Del.
Contact: (609) 545-0145

6-7: Leisure Systems Inc.
CARE Conference
Embassy Suites and the Northern 
Kentucky Convention Center
Covington, Ky.
Contact: (800) 626-3720

7-9: Missouri Association of RV
Parks & Campgrounds Conference
Ramada Oasis
Springfield, Mo.
Contact: (660) 827-6513

8-9: Ohio Campground Owners
Association Spring Conference
& Trade Show
Embassy Suites Columbus Airport
Columbus, Ohio
Contact: (614) 221-7748

10-15: National Recreation and
Park Association Revenue Develop-
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