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Young campers take advantage of the rock-climbing tower at San Diego Metro KOA, the
only park to repeat as Franchisee of the Year in KOA’s 50-year history. Photo by Nick Gast.
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Pressed for time while in San Diego after a recent business meet-
ing, I soon realized that there was some slack in my schedule. And,
being a confirmed workaholic, I was not about to settle for any
“down time” at the hotel pool pondering the meaning of life.

Then I remembered the fact that San Diego Metro KOA, a rel-
atively urban park that had twice been named “Franchisee of the
Year” by Kampgrounds of America Inc. — back in 1985 and again
for 2013 — had to be somewhere in the vicinity. So, I quickly got
in touch with third-generation Director of Operations Clint Bell,
who, despite being busier than heck, readily agreed to pick me up
in his aggressive-looking Jeep at my downtown hotel for a quick
tour of his 280-site park located just a few miles away.

Now, you can read all about that metropolitan park in this issue of WCM (see pages 16-17). But
I did want to underscore a few of my own observations regarding San Diego Metro KOA because I
couldn’t have been more impressed with everything I saw that sunny day there, from the parks’
physical layout and maintenance to the creative approach to services rendered and especially to
the people involved — particularly articulate co-owner Clint Bell; his father Mike Bell, the soft-
spoken president of the 43-acre SoCal facility who I first saw lying under a motorhome repairing a
radiator; and granddad Ted Bell, who founded the park with his wife, Carol, and continues to
serve as a vice president and daily contributor at the well-kept park on a year-round basis.

Takeaway No. 1: What most stuck in my mind — my takeaways, so to speak — were the
park’s commitment to pro-active customer service, a retail concept through which the staff com-
municates with each other regarding details of new guests and, for instance, works to put new
campers in a comfort zone by helping them get situated at the site.

Takeaway No. 2:The fact that the owners of San Diego KOA avoided laying off any staff members
during the global downturn and instead opted to save money in other ways. Said Clint in a statement
that is patently true, but so often overlooked in all kinds of companies: “One of our best assets is
our staff. They are great at what they do and it shows with the care that they take.”

Takeaway No. 3: And, above all, I’ll remember how the Bells have somehow managed to avoid
the fractious pitfalls that befall so many family-run commercial enterprises. “Statistics show that
more than 74% of family businesses fail before the third generation,” said Clint. “That’s a staggering
number when you consider that most businesses in the United States were begun as family busi-
nesses. There’s definitely a cohesion and strength built into a family business that you can’t go
out and get on the open market. It does come with its challenges and intricate details. But in 45
years, ours has remained very strong. It’s been a central focus.” WCM
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The Fireside Inn & Suites in Portland,
Maine, was the site for the Maine Camp-
ground Owners Association (MECOA) An-
nual Trade Show & Convention on April 5.
About 120 attendees representing more than
45 campgrounds were on site with sold-out
booth space occupied by 31 exhibitors, 
according to MECOA Administrative Man-
ager Kathy Dyer and Executive Director 
Rick Abare.
Abare said the convention is a single-day

event with morning seminars followed by an
annual meeting luncheon during which board
business is conducted, with exhibitors’
booths open throughout the afternoon.
A seminar conducted by Maine state

health inspectors was reportedly well-at-
tended and ran over its time slot due to an ac-
tive Q&A session, and Abare gave a seminar
about an association online certification pro-
gram titled “Welcome ME,” designed to
“wake up the front desk and customer serv-
ice staff to how important it is that they are
attentive to the needs of the customer.”

Jack Day of Norway Savings Bank was
presented with the Trade Member of the Year
award for his “exceptional dedication to
MECOA” as a board member for six years,
serving on various committees and being a re-

peat major sponsor of the group’s Fall Meet-
ing and Annual Meeting, according to Dyer.
Members received a preview of the asso-

ciation’s new website, which Abare said is
being completely rebuilt. The new Camp-
Maine.com will open up advertising opportu-
nities for the membership and allow them 
to submit multiple photos and videos, Dyer 

MECOA – continued on page 22

Sheri Huff of Lee’s Family Trailer Sales, the
trade member representative on the MECOA
board of directors, gives an inspirational
speech at the spring RV show in Portland.

Financial woes continue to plague
Morgan RV Resorts, the largest private
owner and operator of RV parks in the
U.S.

The Saratoga Springs, N.Y.-based firm
is steadily shedding its RV park holdings,
down to 21 parks from a zenith of 45 just
a few years ago. The chain’s depletion re-
flects growing cash-flow problems for the
company, which also suffers from major
public relations glitches throughout its
system.

Morgan garnered unwanted attention
earlier this year when properties in at
least two states, New Hampshire and
Maine, were scheduled for foreclosure
auction. Other properties in Ohio and
Michigan were reported in receivership
and coming under management of the

bank-appointed Janus Management Co.
It is not altogether clear whether the

Great Recession, overexpansion, under-
capitalization, management problems or
a combination of all these factors con-
tributed to the Morgan decline during the
past five years.

(Officials with Morgan did not return
repeated phone calls for comments on
this story or related developments.)

Morgan RV Resorts is part of Morgan
Management, a diversified real estate
company whose portfolio of RV parks,
manufactured housing communities and
other commercial ventures reportedly
once exceeded $1.5 billion.

A big chunk of the company, 11 parks,
was sold off to Sun Communities Inc.,
on Dec. 9, 2012, for $135 million. South-
field, Mich.-based Sun is the nation’s sec-
ond-largest RV park owner, trailing only
Equity LifeStyle Properties Inc. (ELS).
Sun Communities and ELS are both pub-
licly owned companies.

The consensus among industry
sources contacted by Woodall’s Camp-
ground Management (WCM) is that Mor-
gan had good properties that should have
done well for them. In some cases, Mor-
gan may have overpaid to buy them, then

Morgan RV Resorts Chain Falls on Hard 
Times, Cash-Flow & Management Woes

Morgan RV Resorts – continued on page 14

Workamper News, ‘North America’s Guide to 
Working While Camping,’ Continues to Grow
Operating as a ‘clearinghouse,’ the Arkansas company 
helps match employers with potential workers — and is 
critical, most agree, to the outdoor hospitality industry

Eight years ago, when Steve Anderson
left a job in human resources in an Iowa
amusement park to purchase and operate
Workamper News in Heber Springs, Ark., he
knew he was getting involved in a crucial
service to the RV park and campground
sector.

The magazine, founded in 1986 by Greg
and Debbie Robus, had become the go-to
place for campgrounds looking for trust-
worthy workers and for fulltime RVers to
find jobs.

The idea of the Internet was gaining
traction by 2005 and Anderson, who had
hired thousands of part-time employees
whom he came to know as Workampers,
surmised the online marvel would become

even bigger than it was.
Since his purchase, Anderson and his

wife, Kathy Jo, have grown the business far
beyond its founders’ imaginations — and
have positioned the print and online service
into the lives of literally tens of thousands
of people across the continent. It truly has
become “North America’s Guide to Work-
ing While Camping.”

Anderson, who calls himself “president
and director of possibilities” on the maga-
zine’s staffbox, says Workampers (a regis-
tered trademark) are adventurous
individuals, couples and families who have
chosen a lifestyle that combines any kind of
part-time or full-time work with RV camp-
ing. If you work as an employee, operate a
business or donate your time as a volunteer
and you sleep in an RV (or on-site hous-
ing), you are a Workamper, Anderson
maintains.

Most Workampers are in their 50s and
60s, with the average age being 59. A little
more than half of all Workampers work to
supplement their retirement income, while
the rest work to support a full-time, or near
full-time, RV lifestyle, Anderson told
Woodall’s Campground Management. Most
Workamper jobs are in the outdoor hospi-
tality industry (resorts, campgrounds,
theme parks, state/national parks, etc.), but
there are many very interesting jobs avail-
able in other areas as well, such as through
Amazon.com.

People who are pondering the idea of
Workamping are labeled “Dreamers.”An-
derson and Kathy Jo, who is the adminis-
trator, consider themselves “matchmakers
and educators.” They link employers look-

ing for trustworthy workers with RVers
who are looking for full- or part-time em-
ployment.

The role of educator comes in to play as
they help employers know how to find the
best workers and workers to put their best
foot forward while seeking work.

They disseminate their services via e-
mail, on five websites, in a bimonthly print
magazine, through online webinar courses
called “Workamper University,” through
annual or semiannual employee Rendevouz
events and at association seminars.

Basic Services
Anderson has distilled his business into

several segments. Here are some highlights
of these segments:

• Awesome Applicants Resumé Data-
base: This service has revolutionized the
way businesses and agencies recruit
Workampers. Job seekers enter information
about themselves and what kind of

Workamper News – continued on page 26

Six Strikes’ Internet 
Enforcement in Texas 
Concerns Park Industry
Enforcement of the “six strikes” aspect of

the Copyright Alert System (CAS) has landed
a Texas RV park in trouble with its cable and
Internet service provider.

Officials with the Texas Association of
Campground Owners (TACO) and TengoInter-
net, the firm that installed the Wi-Fi service at
the Oakwood RV Resort in Fredericksburg,
have come forward to help the 132-site 
Good Sam Park through its brush with its serv-
ice provider, Time-Warner (TWC), which in-
formed the owner in March that it will punish
the RV park for not buying bulk-rate Internet
from TWC.
“Our TACO attorney has already been in-

volved in a case on this and we are probably
going to get a lot more action,” Brian Schaef-
fer, TACO president and CEO, told Woodall’s
Campground Management. “This story is far
more impacting than it reads. For example,
parks have bought a ‘commercial’ service for
their parks thinking that covers them regard-
ing Wi-Fi in their parks. But the fine print says
they cannot distribute Internet in their parks.
Almost every park in the USA has or will have
this problem.”
The CAS is a private system for alerting and

punishing Internet-subscribing customers of
AT&T, Cablevision, Time-Warner, Verizon and

Six Strikes’ Internet – continued on page 29

Brian Scheaffer

Steve Anderson

The Morgan RV Resorts website currently
touts having “over 30 resorts in 14 states.”

MECOA Lobbies Against Specter of 
Maine Adopting a Local Option Tax

ASSOCIATION ROUNDUP



Park Trailer Shipments Gain Strength:
Shipment reports released by the Recre-
ation Vehicle Industry Association (RVIA)
show that after a steady 2012, park model
shipments were up sharply to start 2013.
RVIA is reporting that 2,770 units were
shipped in 2012, a small improvement
over the 2,761 units that the Recreational
Park Trailer Industry Association (RPTIA)
reported were shipped by manufacturers
in 2011. However, according to RVIA Ex-
ecutive Director of Recreational Park Trail-
ers Matt Wald, through February 2013,
park model shipments are about 75%
higher compared to the first two months
of 2012.

Airstream CEO Co-Chairs Go RVing:
Go RVing has selected Bob Wheeler,
president and CEO of Airstream Inc., to
serve as co-chairman of the Go RVing
Coalition, the RV industry’s national ad-
vertising and market expansion initiative.
Wheeler joins RV dealer Tom Stinnett of
Tom Stinnett Derby City RV as co-chair-
man of the industrywide coalition, replac-
ing Bob Olson, who retired from
Winnebago Industries in 2012.

RV Medics Launches Mobile Service:
RV Medics LLC of New England an-
nounced the opening of its mobile RV
service, parts and accessories operation,
enabling owners of all types of RVs from
popups to bus conversions to receive ex-
pert, dealer-level RV service, parts, satel-
lite systems, accessories and appliances
for their RVs at their home, campground
or most any other location. RV Medics of
New England currently serves Western
Massachusetts, Northwest Connecticut,
Southern Vermont and New Hampshire,
and the Capital Region and Hudson Val-
ley of New York.

OIA Releases State-by-State Report:
The Outdoor Industry Association (OIA)
has released figures quantifying the eco-
nomic 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.
The state-by-state figures expand upon a
national report OIA published in June
2012, which found that nationally Ameri-
cans spend $646 billion each year on out-
door recreation, directly supporting 6.1
million jobs and generating nearly $80 bil-
lion in tax revenue.

ELS: Profit NearlyTripled Over 2012’s
Q1: Equity LifeStyle Properties Inc. (ELS)
announced improving results for the quar-
ter ended March 31. Funds From opera-
tions increased $5.3 million, to $64.0
million, compared to $58.7 million, for the
same period in 2012, ELS stated in a news
release. Property operating revenues, ex-
cluding deferrals, increased $8.2 million to
$182.2 million, compared to $174.0 million
for the same period in 2012. Income from
property operations increased $4.3 million
to $108.1 million compared to $103.8 mil-
lion for the same period in 2012. As of April
22, ELS owned or had an interest in 383
properties in 32 states and British Colum-
bia consisting of 142,682 sites.

2013 Elkhart County Open House Set:
Senior management teams from Forest
River Inc. and Thor Industries Inc., both
based in Elkhart, Ind., have announced
that this year’s Elkhart RV Open House
Week will be held Sept. 17-19. The annual
trade event, now in its fifth year, draws an
estimated 4,000 dealer personnel to
Elkhart’s RV-building zone. WCM

NEWS
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Horizon RV Resorts Sees Rise in New Projects

Randy Hendrickson, co-founder of
Westlake Village, Calif.-based Horizon RV
Resort Development, reported in early April
that he is seeing a large increase in inquiries
and interest in new RV resort development
projects.

“We’re seeing a dramatic increase in calls
about ‘greenfield’ RV resort projects from all
over the United States in prime locations. It
is no secret there has been plenty of money
that has been on the sidelines, and it’s great
to see that forward-thinking investors are
now finally looking to put their land, and
capital, to work,” Hendrickson stated.

David Simms, another of the co-
founders, is seeing several major trends in
development including:

• RV resorts as family outdoor recreation
destinations. “These facilities are in loca-
tions close to large population centers, are
high-end in nature and have extensive en-
tertainment and recreation complexes that
provide a draw for those seeking a cost ef-
fective get-away for the entire family,” said
Simms.

• Native American casinos also appear
to be examining adding RV resorts on the
casino properties. According to Simms, “In
a very competitive environment, casinos are

looking to add RV facilities in order to at-
tract new customers that typically have a
high demographic profile and will actively
use the casino facilities.”

• RV parks as affordable year-round liv-
ing. “We are seeing a number of markets
throughout the United States where there
is a need for affordable living for both work-
ers and retirees who want to stay in a nice
facility at a budget price. These properties
have complete but value oriented facilities
that are very attractive.”

• RV parks in oil and gas shale regions
that serve as facilities for extended stay
workers. 

Simms added that the key to maximizing
any RV development is to exhaustively un-
derstand the market, and build a facility

that fills an underserved niche and provides
an attractive alternative to the area compe-
tition. Of course, the projects always have
to provide an attractive rate of return based
on attainable, conservative and achievable

assumptions.
Tony Caputo, the company’s third co-

founder, has an extensive background as a
developer of RV resorts. He stresses that it
is important to always “right-size” the RV
facility and balance the density of sites with
development costs.

“The type of RV facility greatly influ-
ences the actual design features,” said Ca-
puto. “For example, RV check-in staging
and pull through sites are important at RV
resorts that have a high proportion of tran-
sient traffic. That is not as important in
properties that cater to long-term renters or
that sell deeded RV lots. Unless you have a
background in RV resorts and thoroughly
understand the market, there are a lot of
mistakes that can be made in design such

as the width and length of the RV site, the
angle of the site to the street and the proper
location of the utilities. Coordination with
the engineers is also critical to ensure a
good outcome for an RV resort.” WCM

Randy Hendrickson

A site at a Horizons RV Resort. Company co-founder David Simms is seeing several major
trends in development including RV resorts as family outdoor recreation destinations.

In an entirely new twist for the RV in-
dustry, former Thor Industries Inc. execu-
tive Dicky Riegel in May will launch
Airstream 2 Go LLC, a company that plans
on renting to retail consumers Airstream
travel trailers hitched to GMC Yukon 
Denali SUV tow vehicles.

Campgrounds in the West may begin
seeing these iconic trailers from Airstream
2 Go in the near future.

“Airstream 2 Go is entirely new for peo-
ple who never have had the experience of
an Airstream,” said Riegel, former president
of Airstream Inc. and senior president of
Thor Industries, Airstream’s parent com-
pany.

Airstream 2 Go initially will make avail-
able through facilities in Las Vegas and Los
Angeles a fleet of 20 Airstream International
Signature travel trailers 23 and 28 feet in
length with interiors by noted designer
Christopher C. Deam.

Rates for a weeklong rental will range
from $5,300 for people who just want to
pick up a trailer/tow package and range up
to $7,500 for a customized itinerary devel-
oped by Airstream 2 Go’s partner Off the
Beaten Path, a Montana-based travel plan-
ning and outfitting company. Riegel noted
that Airstream 2 Go would limit rentals to
a minimum of five days.

Also as part of its game plan, Airstream
2 Go has an exclusive arrangement with

Airstream Inc. to provide rental travel trail-
ers to the public, which had previously not
been available.

Riegel said Airstream 2 Go over the next
three to five years expects to establish facil-
ities in Florida, Texas, the Pacific North-
west, Illinois and New England, “among
other attractive locations.  Ultimately, the
consumer will tell us where they want to
go.” — Bob Ashley WCM

Airstream 2 Go RV Rental
Firm Launches in the West

TACO/Campground Manager
Form Strategic Alliance

Dicky Reigel

The Texas Association of Campground
Owners (TACO) and Campground Manager
Software recently formed a strategic alliance.
Under the program TACO will encourage its

400-plus member campgrounds to use Camp-
ground Manager Software systems to manage
their front office registrations and/or facilitate
their online reservations, according to a news
release. In addition, Campground Manager
Software will discount their initial set-up fee
by $300 for each TACO member that sub-
scribes to Campground Manager Software.
This alliance is the result of a survey taken

of TACO members back in November 2012
where the results showed 100% of TACO
members with Campground Manager Soft-
ware were either satisfied or extremely satis-
fied with their service. This compared to just
39% of TACO members being satisfied or ex-
tremely satisfied with other providers.

Brian Schaeffer, executive director/CEO of
TACO, said, “Campground Manager Software
and Book Your Site are excellent tools for our
member campgrounds to facilitate their online
reservations and manage inventory while
feeling secure about their funds. It’s a win/win
alliance.”
Campground Manager Software has been

providing front office and/or online reserva-
tion services to RV parks since 1991 with
clients ranging from Yogi Bear franchisee to
independent operators across North America.
For more information about Campground
Manager Software visit www.Campground-
Manager.com or call (800) 547-9147. WCM
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Midwestern floods damaged several
campgrounds in mid-April.

The most severe flooding may have
struck Sugar Creek Campground, a 65-
site park near Crawfordsville, Ind.

Floodwaters from Sugar Creek crested 7
feet above flood stage on April 19, inundat-
ing the park, the Crawfordsville Journal Re-
view reported

“The most important thing is that we got
the people out,” said Ken Yager, co-owner
with his wife, Julie. “When you have a
flood like the one we had, all we care about
is the safety of the people. The material
things can be replaced.”

The Yagers constantly checked water
levels on Sugar Creek on Thursday night
(April 18), but by Friday morning they
knew there was trouble and immediately
took action.

“We started waking people at 3:30 a.m.,”
Julie said. “We needed to make sure we got
everyone to safety. We had one lady on oxy-
gen and we brought her to our house along
with six others.”

Once the Yagers had gotten everyone to
safety they started working to save items
from the campground and even put them-
selves into a dangerous situation.

“My son’s girlfriend and I were in waist
high water trying to save our 30 canoes,”
Yager said. “The current was so strong we
nearly got pulled into it. It was scary.”

The water started to recede Saturday
which allowed the Yagers their first look at
the destruction.

“It is devastating,” she said. “We have
spent nine-and-a-half years working to im-
prove our campground. We have spent a lot
of time and money and now we are going
to have to start all over again.”

On Sunday a group of Crawfordsville
High School students arrived at the camp-
ground to start cleaning up the mess left be-
hind. They were busy finding the many
picnic tables that had been washed away.
Some were deposited in the nearby trees.
Much of the park’s items were not recov-

ered, including two campers and a 500-gal-
lon propane tank.

Even with the setback of the flood, the
Yagers are ready to start all over again.

“Ken says we are shooting to be back
fully operational by Memorial Day,” she
said while looking over the volunteers
working at the campground. “We might as
well be optimistic.”

Elsewhere, in Illinois, parts of several
state parks remained closed Monday be-
cause of last week’s heavy rains and flood-
ing, The Times, Ottawa, reported.

An Illinois Department of Natural Re-
sources spokeswoman said Monday the
only trails open at Starved Rock State Park
are the trail to Starved Rock from the lodge
and the trail to St. Louis Canyon. A stretch
of Route 71 east of the park’s south en-
trance was closed.

The Visitors Center was flooded and
closed, but the Lodge and Conference Cen-
ter, as well as the campground, were open.

At Matthiessen State Park, the lower
dells trails, horse trails and mountain bike
trails were closed.

Buffalo Rock State Park is closed be-
cause there is no road access, as Dee Ben-
nett Road has been closed. Parts of the
Illinois & Michigan Canal Towpath also
were washed out.

It is unknown when the parks and tow-
path will be back to normal.

Meanwhile, the U.S. Army Corps of En-
gineers says several recreation areas are
closed because of high water along the Mis-
sissippi River.

The closed areas include Shady Creek,
Clark’s Ferry, Blanchard Island, Andalu-
sia Slough, Kilpeck Landing and Ferry
Landing recreation areas, WQAD-TV,
Quad Cities, reported.

Camping reservations for two weeks after
April 21 have been canceled and the corps
said those campers will get a full refund.
Campsites will be reopened when areas have
dried out enough and debris has been re-
moved to allow safe access by vehicles.  WCM

Mid-April Floodwaters Strike 
Several Midwestern RV Parks

Philip J. Koch, owner and president
of Lake Rudolph Campground & RV
Resort in Santa Claus, Ind., passed
away April 9, surrounded by his family
at Deaconess Hospital in Evansville,
Ind. He was 47.

Koch suffered cardiac arrest while
in Evansville on April 1. His funeral
was on April 12.

Koch was CEO of HO HO Holdings
LLC, the parent company of Lake
Rudolph Campground & RV Resort,
the Santa Claus Christmas Store,
Kringle Place Shopping Center and
Santa’s Land LLC. Under his direction,
the RV park grew from a 100-site
campground to a 500-site destination
resort including more than 270 cabins
and rental RVs. He helped design the
layouts for Lake Rudolph’s King Size
Rental RVs and Rudolph’s Christmas
Cabins.

Lake Rudolph was voted as a Top
10 favorite park nationally in 2011 by
readers of Woodall’s Campground Di-
rectory. The National Association of
RV Parks & Campgrounds (ARVC)
has awarded Lake Rudolph several
honors, including the 2004-’05 and
2008-’09 National Large RV Park of
the Year. Other awards include the
Spencer County, Indiana, Regional
Chamber of Commerce 2008 Business
of the Year.

He was passionate about continu-
ing his father’s legacy, the late
Bill Koch, to build and promote the
tourism industry in Santa Claus. The
town’s slogan, “America’s Christmas
Hometown,” was one of Philip’s
many ideas.

Born and raised in Santa Claus,
Koch attended Heritage Hills
High School in Lincoln City, Ind.,
graduating in 1983. He graduated
from Purdue University in 1988 with
a BS in Business Administration
and Management.

Koch is survived by his wife, Carol,
and two children, Alexa and Logan.
He is also survived by his mother, Pat,
and siblings Kristi, Dan and Natalie. In
lieu of flowers, as per Philip’s wishes,
please make all donations to the Santa
Claus Museum. The family will create
an antique historical train room in his
honor. WCM

Philip Koch Led Lake 
Rudolph Campground 
to Prominence

Parks Canada is warning that deteriorating
heritage buildings, visitor centers and other as-
sets in Canada’s national parks and historic sites
are at “significant risk” and in desperate need
of repair.

The federal government is boosting some
user fees in 2013 to cover increasing operating
costs and to help address the infrastructure
backlog, at the same time it is cutting millions of
dollars and hundreds of jobs from the agency,
The Windsor (Ontario) Star reported.

The eroding infrastructure also means Canadi-
ans can expect temporary closures of facilities and
highways, and reduced levels of service in national
parks across the country, according to a new
Parks Canada report on its plans and priorities.

Parks Canada — which administers 44 na-
tional parks, 167 historic sites and four national
marine conservation areas — will also establish
two new national parks by 2015 (in Nunavut and
Labrador). But it must do so with significantly
fewer resources. The 2012 federal budget cut
Parks Canada’s funding by $29.2 million over
three years, resulting in potentially 600 job losses
across the parks system.

The more immediate needs, however, appear
to be crumbling facilities and roads, as Parks
Canada’s $15 billion assets are aging and in
growing need of repair. Approximately one-third
of cultural resource assets (including historic
buildings and fortifications) are in “poor condi-
tion,” according to the report, while one-third of
Parks Canada visitor facilities — which help im-
prove visitor experiences and generate revenue
— are also currently in poor condition.

Moreover, more than half of the agency’s as-
sets are dams, highways and bridges – of which
more than 50% are also classified as being in
poor condition.

Andrew Campbell, Parks Canada’s vice
president of visitor experience, stressed that
while infrastructure in poor condition requires
repairs, the facilities are safe for Canadians to
use and enjoy.

Last month’s federal budget announced $19
million for upgrades to highways and bridges in
national parks, he noted, and the agency is
hopeful it will receive additional long-term fund-
ing from the government’s renewed, multibillion-
dollar Building Canada Plan. WCM

Parks Canada Warns of 
Deteriorating Conditions

www.fairmontparktrailers.com
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MODERN MARKETING

With the wild proliferation of digital
marketing platforms today, each one tout-
ing itself as the place to be, the most fre-
quent question I get asked is where park
managers and/or marketers should be
spending their online marketing time. After
all, being everywhere is not only impossible
but stretch yourself too thin and your mes-
sage — thus it’s effectiveness — runs the
risk of missing its mark due to inconsis-
tency, infrequency or a stretch for relevant
content.

Begin with the end in mind. Know your
audience. Take the time to figure out ex-
actly whom you are trying to reach. De-
velop specific, measurable digital marketing
goals and put them in writing. Review your
plan at least quarterly and make adjust-
ments as necessary. Don’t jump in feet first
everywhere. Move slowly so you can deliver
a consistent, relevant presence and grow
your plan wisely.

Whether you are a new digital marketer
or have been in the game a while, two
“hard-and-fast” rules apply as we begin
thinking of optimum digital platforms and
tools: be present where the majority of your
customers “reside” — and deliver interest-
ing, relevant, timely information. There’s an
online “home” for every demographic out
there. However, years of outdoor recreation
industry experience, observation, and
teaching have led me to recommend four
platforms or tools that I suggest you begin
incorporating into (or bulking up on) your
online marketing to target the majority of
your customers. 

The Big Four
As we begin to think about attracting at-

tention and creating relationships, we want
to think in terms of both push (sending
your message out) and pull (bringing peo-
ple in) marketing with attention to the writ-
ten word and images. And never fear, for
those audiophiles there’s a simple solution
for a spoken word option that can be
blended into the mix. 

Having a well-designed, frequently up-
dated website is a given these days, so I won’t
expound upon that in this column. How-
ever, the big four I’ll suggest can and should
play an integral part with your website.

1 and 2: Old School — Blogs and
Newsletters

Let’s begin with two old “push” market-
ing standbys that can work hand-in-hand:
blogs and newsletters. In a recent seminar I
taught, a hand went up as I spoke about
blogs. “Aren’t blogs just a personal “ranting”
platform? I mean, who besides the blogger’s
friends and family even reads those things?”
she asked. The fact of the matter is that
blogs are as diverse as the population. Some
are big business, like The Huffington Post,
while others are personal, meant for a select
group of readers. But there’s a perfect place
in between the two for the outdoor recre-
ation industry operator.

Blogs are short, subject-specific stories,
approximately 350-500 words, heavily but
conversationally spiked with keywords and
phrases, that provide an interesting read

about topics that your customers care
about. Your blog should be updated at least
once a week but no more than daily. You
can create a blog on your website or
through WordPress or Google’s Blogger
platforms and encourage folks to subscribe.

Newsletters have evolved into electronic
documents sent to an opt-in subscriber
group, typically distributed monthly or bi-
weekly, containing four or five short sub-
ject-specific stories made up of one to three
succinct paragraphs. Your e-newsletter can
be archived on your website if you wish so
visitors can peruse past issues.

There are two simple ways to make these
digital marketing tools work together to
provide maximum impact. If you put to-
gether an e-newsletter, you can slightly re-
work each story to be published on your
blog — once a week — giving you four or
five weeks of content. If you choose to blog
as a primary information source, you may
arrange for your ESP (e-mail service
provider) to push the blog out in an e-
newsletter format on a regular basis —
again, bi-weekly or monthly. Either way,
this method is a “two-fer” — allowing you
to appeal to different information-gathering
personalities with the effort and work of de-
veloping just one main product.
Quick audio idea: Some folks enjoy get-

ting their news and information from the
screen. Others however, may prefer to listen
— think along the lines of audiobooks. If
you’d like to expand your reach into the
audio world, consider creating podcasts by
simply doing a lively reading of your blog
using one of the low- or no-cost, easy-to-
use podcast-hosting companies such 
as PodBean.com, PodOmatic.com or 
Libsyn.com. Once created you should 
promote these all across your digital mar-
keting landscape.

3: Facebook Still Reigns Supreme
There are a number of social platforms

that may be effective in reaching your au-
diences, but Facebook still rules the roost.
As a business, you should be using a Face-
book Page — not a personal profile, claim
your “vanity URL,” and wisely begin post-
ing content. By the way, your blog and e-
newsletter (plus podcast if you go that
direction) make ideal and relevant content
to share on Facebook. And while you cer-
tainly want to grow your following, avoid
purchasing “likes.” Doing so may up your
numbers but won’t result in an interested
audience. They’re simply numbers.

4: Pinterest — A Paradigm Shift
“Mind expanding,” “daydreaming,” and

“genuine” are just a few terms Pinterest
users used in a recent study to describe
their experience on the site. Pinterest is the
fastest-growing social network ever and,
with the majority of users being female and
heavily skewed between the ages of 25 and
44, evocative “pinned” images can capture
the imagination of camping consumers
everywhere. Additionally, 50% of Pinterest
users have children. Stop and ask yourself
this obvious question: who is the vacation
decision maker in the typical American
household? Your answer should make it
abundantly clear why Pinterest is a great fit
for outdoor recreation.

Take some time to peruse the image-rich
site, develop a content strategy, create a Pin-
terest for Business account, build your pro-
file out and begin creating boards full of
outdoor eye-candy.

Whether you develop a Pinterest ac-

Evanne 
Schmarder

The Big Four: Where to Spend Your Online Marketing Time
count for your business or not, you must
begin thinking in images — using beautiful
images on each and every digital marketing
platform you have a presence on, including
your website, blog and your Google Local
Place Page. Why? Web surfers have the
ability to pin images from your digital prop-
erties, even if you do not have a Pinterest
account.

My Crystal Ball
So what’s the next big thing? Wouldn’t

we all like to know! Seven-year-old Twitter
works well for some but is too much trou-
ble for others. Instagram is hot… for now.
Vine, not so much… but one never knows
what the future holds. One social platform
that I’ll be ramping up for my business this
summer is Google Plus For Business. They
entered the market, made changes and im-
provements as they grew, and are emerging

as a real player.
Try taking advantage of my big four by

developing a written, targeted plan, easing
into your perfect digital marketing envi-
ronment, tracking your results, and adjust-
ing as necessary. I think you’ll find a strong
plan and well-thought-out execution can
deliver for you, in the end, increased occu-
pancy. After all, that’s the goal we’re really
shooting for.
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

www.jamestownadvanced.com


INSITES

As parks across the northern tier of the
U.S. and Canada gear up for a strong sum-
mer season, here are a couple of thoughts
that I’ve had recently on the ever-increas-
ing interest in rental units in parks.

It’s hard to escape the apparent enthu-

David 
Gorin

Time to Redesign Park Models & Cabins for This Growing Market?
siasm that seems to be enveloping the
park industry over the addition of rental
units in parks around the country.
Whether I’m feeling the hype being put
out there by park model, cabin and yurt
manufacturers, the enthusiastic reports of
rental unit growth in the KOA system or
the frequent news accounts of parks ex-
panding their rental unit inventory, there’s
no doubt that the addition of rental units
in campgrounds and RV parks has every-
one’s attention and interest.

Having done a bit of traveling in the
last month or two — and having stayed in
a couple of rental units in parks — and

having looked into the question of the
typical length of stay in the units, it seems
that it’s time to consider changing the typ-
ical rental unit to better align with the
consumer use.

Does every park model need a full
kitchen with a full-size refrigerator, stove,
oven, dishwasher and cabinets? With
many parks reporting an average park
model stay of 2-3 nights, perhaps a unit
with a smaller kitchen would enable the
manufacturer to enlarge the bedroom,
maybe add a second small bedroom with
bunk beds or expand the living area. Or,
maybe a smaller overall unit would lower

the cost of the unit without impacting its
desirability to the consumer. Just because
we’re used to the 400-square-foot size,
maybe a 350-square-foot unit designed for
short stays for couples or small families
would work.

How about park models or cabins de-
signed for different uses? The possibilities
are numerous, including, perhaps:

• An extended-stay model for stays of
a week or more.

• The “overnighter” edition for 2-3
night stays.

• A family bunkhouse unit with extra
sleeping accommodations for larger fami-
lies.

• A “suite” with two bedrooms/two
baths and living space — but no real
kitchen — for two adult couples traveling
together?

In a related vein, how about changes to
interior décor? Last fall, I was fortunate
enough to visit a few parks in Europe.
One of the most impressive features of the
parks I visited was the sleek, modern in-
terior design of the rental units in many
of the parks. Very attractive. Very space ef-
ficient. Typically, Europeans are used to
living on a different scale — smaller, en-
ergy efficient — and that reflected in their
park homes. I think it’s time to experi-
ment with new interior designs in rental
units.

Also, in many, many jurisdictions,
stick-built or kit-built cabins have become
acceptable. Is it time for the industry to
begin to push more aggressively to ex-
pand the definition of a campground to be
broader — and for cabins, cottages or
whatever term is used, to be acceptable
within a campground? The “built-on-a-
chassis-with-wheels-and-a-tongue-and-a-
400-square-foot- limit” is confining in
terms of design; it leads to the “bowling
alley” feel of a park model interior.  If
many places have accepted yurts and
many do accept stick-or kit-built cabins,
I would hope that this will lead to new di-
versity and new opportunities for the
rental units in parks.

Just thinking out loud on this. Com-
ments?
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
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Manufacturers of Quality Recreation FUNniture

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

2061 Sulphur Springs Rd
Morristown, TN 37813

www.evergreenusa.com
www.parkequipment.com
www.minigolfinc.com
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GUEST VIEW

Yes, our national parks are grappling
with the loss of millions of dollars due
to the failure of Congress and the
Obama administration to treat the
country’s ailing fiscal condition. But
they’re still spectacular places to ex-
plore.

I say that after having recently visited
Canyonlands and Capitol Reef na-
tional parks, where rangers were avail-
able for leading hikes into the past,
campgrounds were full with laughing

children darting about on bikes, and
budget cuts were carefully tucked out of
sight.

Indeed, around the National Park
System parks seem to be “making do.”

At Yellowstone National Park in
Wyoming, the budget situation pulled
communities together to help the park
crews clear the interior roads of snow in
time for the normal spring opening.
Farther north at Glacier National Park
in Montana, the Glacier National Park
Conservancy contributed $10,000 to
the efforts to plow the 50-mile Going-
to-the-Sun Road so it can open on
schedule as well.

At Acadia National Park in Maine,
the spring opening is being pushed back
a month to save money and avoid im-
pacting the bulk of the vacation season
later this summer. Along the Natchez

Kurt 
Repanshek

National Parks Remain a Unique Natural Wonder, So Get Out and Visit Them!
Trace Parkway that rolls from
Nashville, Tenn., to Natchez, Miss., of-
ficials are juggling as best they can the
hours of visitor centers and comfort sta-
tions to maintain a semblance of nor-
malcy this summer.

In short, park managers are trying to
make do. No doubt, as the high season
begins to swing into gear we’ll notice
things when we visit the parks. Not as
many ranger-led programs. Locked
doors and shorter hours at some visitor
centers. Closed campgrounds that make
the ones remaining open more of a chal-
lenge to land a site in.

But by and large, the simple fact is
that the parks are not closed, the views
remain spectacular, and the access is
largely up to you.

That, actually, is pretty much the
model the Park Service long has oper-
ated under — come to the parks, enjoy
yourself, and appreciate these natural,
historic, and cultural treasures. Since
boyhood in New Jersey to my current
grounding in Utah, I’ve had wonderful
opportunities to explore the parks quite
literally from A to Z (Acadia to Zion) —
and never come away disappointed.
Even if there are fewer ranger-led pro-
grams this summer, you won’t want for
enjoyment.

Parks Remain Open
When my wife and I hit the road on

Easter weekend to visit the Horseshoe
Canyon unit of Canyonlands National
Park in Utah, we happened upon a
ranger ready to lead a tour into the
canyon to view the Great Gallery rock
art. This magnificent open-air gallery,
created thousands of years ago by ar-
chaic nomads, rises solemnly above the
wash. Painted, as well as chiseled, into
the sandstone cliff, the images are mys-
terious as well as baffling. What thought
spawned the Holy Ghost? How did the

artists manage to create an 8-foot-tall
figure so high on the sandstone wall?
What messages were travelers supposed
to take away from these images?

We had planned to do the hike our-
selves, but we couldn’t pass up a chance
to share the experience with the ranger.
It turned into a private tour, as no one
else showed up. She added to the rich-
ness of our hike with a geology primer,
details on the efforts decades ago to find
oil that led to the trail down into Horse-
shoe Canyon, and in discussing both
the rock art and the ecology within the
canyon.

While these ranger-led hikes to the
Great Gallery have been reduced from
both Saturdays and Sundays to just Sat-
urdays, and will end May 25, the
canyon won’t be locked: you’ll still be
able to hike down yourself and stand in
awe before the rock art that has endured
for thousands of years.

Elsewhere, both the Skyline Drive
through Shenandoah National Park
and the Blue Ridge Parkway that
roams farther south down to Great
Smoky Mountains National Park re-
main open to motorists, as do their sur-
rounding landscapes for hiking, birding,
and picnicking.

The surf continues to pound the cob-
bled shores of Acadia, Cape Cod Na-
tional Seashore’s beaches will still be
available for cooling off this summer, as
will those at Fire Island National
Seashore and the other national
seashores and lakeshores in the park
system.

You still can stand alongside the tow-
ering sequoias in Kings Canyon and
Sequoia national parks in California,
explore the tide pools of Olympic Na-
tional Park in Washington state, and
vanish into the mountains of North
Cascades National Park, also in the
Evergreen state.

Going forward, what will be interest-
ing to see is whether this turns into a
long-term scenario, and if so, how will
park managers cope, and how will visi-
tors react? What will the on-the-ground
impact be? Can the national parks
somehow absorb these cuts and wel-
come the public with reduced services
long-term?

And how will the public react? Will
they read stories of diminished ranger
ranks, fewer interpretive programs, and
harder to find campsites, then stay
away? Or will they turn out regardless
to enjoy these pleasuring grounds, to
take advantage of programs offered by
national park friends groups and coop-
erating associations, and to even pause
to lend a hand with collecting litter or
maintaining a trail?

These are still our national parks,
and they’re waiting for us.
Kurt Repanshek spent 14 years with The

Associated Press before embarking on a
freelance writing career focusing on the
outdoors. He launched National Parks
Traveler in August 2005 to promote the
public lands, environmental and outdoors
writing and it has evolved into a vehicle
for both promoting the national parks and
nurturing advocates for them. With nearly
1.4 million annual visitors, NationalPark-
sTraveler.com is the nation’s top editorially
independent website dedicated to coverage
of national parks. You can reach Kurt at
kurt@nationalparkstraveler.com. WCM
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www.yourelectricalsolutions.net
mailto:sales@yourelectricalsolutions.net


WOODALLSCM.com May 2013  -  11

Invest in the Best Park Models, Cabins and Lofts!

www.athensparkhomes.com

Proudly built at
these locations:

Athens, Texas
800-738-0392
• • • • • • • • • • • • • • • •
Chandler, Arizona
877-738-8838
• • • • • • • • • • • • • • • •
Lake City, Florida
800-589-8942
• • • • • • • • • • • • • • • •
Lindsay, California
800-451-4951
• • • • • • • • • • • • • • • •
Salisbury, North Carolina
800-749-5203
• • • • • • • • • • • • • • • •
Sangerfield, New York
800-937-3911   
• • • • • • • • • • • • • • • •
Weiser, Idaho
877-540-4906
• • • • • • • • • • • • • • • •
York, Nebraska
800-752-7906
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Snowbirds heading north in mo-
torhomes were stopping with some fre-
quency at Lakeside RV Park in
Livingston, La., the week after Easter.

“We can start the day with one mo-
torhome checking in and by the end of the
day we’ll have 10 or 15,” said Toni Nezat,
who’s entering her eighth season as man-
ager of the nine-year-old, 139-site park.

Lakeside is built on 35 acres in a horse-
shoe design around a 17-acre lake with a
perimeter concrete path where a white
swan often can be see gliding along the sur-

face. Fishermen are allowed on the lake to
try to catch bass, catfish and bream, but
only in rowboats — the only nonhuman
power sources allowed are electric trolling
motors.

Seventy-three of Lakeside’s concrete RV
sites literally are lakeside with most of the
balance forming a single-row opposite.
Thirteen-pull through sites are available at
one end of the park opposite the entrance
and there also are lakeside cabins to rent.

The park features two open-air pavilions
that can be rented out for wedding recep-
tions. “We get quite a few of those,” Nezat
said. “And we get a lot of groups at the
park.”

Other amenities include a new open-air
pergola with a swing and chairs, a large
swimming pool, playground and a new
campers’ lounge where visitors can relax
and watch movies or read.

Lakeside also is pet friendly with the en-
closed “Central Bark,” where dogs are al-
lowed to run off-leash.

With between 10 to 12 employees, de-
pending on the time of year, those arriving
in their RVs are escorted to their site and as-
sisted with basic setup if needed. Park staff
also does garbage pickup at the site and, for
long-term RVers, will have propane tanks
picked up and delivered.

A concierge desk helps direct folks to
local events nearby and to New Orleans an
hour away or Baton Rouge, which takes
about 40 minutes to get to.

The area isn’t big on seasons, which al-
lows the park to stay open year-round. “We
don’t have four seasons,” she said. “We
have two seasons — hot and cool.

Nezat said the park gets a lot of local visi-
tors, particularly around the themed holidays.

The types of RVs that pull into Lakeside
vary according to the time of year. “Now we
are seeing more motorhomes going north,”
she said. “I call it the ‘snowbird move.’ It’s
pretty predictable every year,” Nezat said.
“If they are local people who come for the
holidays or to stay awhile, they come with
travel trailers and fifth-wheels. If we are a
stop in between somewhere and some-
where else, we see more motorhomes.”

Nezat knows the benefits of a mo-
torhome existence, living in a 38-foot Dis-
covery diesel pusher on the property with
her husband, Dave.

The couple also uses their Discovery to
take trips to see family. “We have children
that live all over the country,” she said. “A
lot of our travel is visiting grandchildren.”

Nezat, who holds a certified park opera-
tor certificate from the National Association
of RV Parks and Campgrounds (ARVC),
currently is secretary/treasurer of Louisiana
ARVC and a member of the Good Sam Park
Advisory Council. The park also was des-
ignated as one of Good Sam’s Top
100 parks.

* * * * *
As it does at many parks, spring brought

fix-up season to Sun Roamers RV Resort,
a 152-site campground in Picayune, Miss.

“We are in the process of a little renova-
tion,” said manager Edwin Johnson.
“We’re blacktopping the roads, adding con-
crete to some sites and updating our seven
cabins and we’ve (wood) stained the wel-
come center.”

The heavily wooded park — about 45
miles west of New Orleans and 30 miles
from the Gulf of Mexico — is open all year
and gets an influx of snowbirds going back-
and-forth during the shoulder seasons as
well as a strong summer crowd.

“We’re not directly in the city, so people
can stay out here and relax away from the
noise,” Johnson said. “We get a lot of clubs
that come through here all year.”

So far, spring has been busy,’ he added.
The park predominately draws motor-

ized RVs, although some travelers pull tow-
able RVs.

“By far, we see more motorhomes than
we do trailers,” Johnson said.

Besides RV sites, the park has seven cab-
ins that are popular with travelers.

The park has an Olympic-size swim-
ming pool, a nondenominational chapel for

Sunday services, and a five-acre fishing
pond. “The fishing pond is sort of catch-
and-release, but it’s pretty much up to the
person catching them,” Johnson said.

* * * * *
The seasons are a bit reversed for the

Yogi Bear Jellystone Park-Resort in
Madison, Fla., where workers were in-
stalling a lazy river and splash pads antici-
pating an influx of families this summer.

While snowbird parks were emptying in
early April after a busy winter season, Madi-
son Yogi Bear was preparing for an active
summer.

“Right now, we’ve got some spring
breakers and we get people passing
through, overnighters usually,” said Julie
Brooks, assistant manager at the 175-site
park on 125 acres. “Memorial Day starts the
biggest part of our season and we will be
busy all summer long.”

The new water features are “a big deal,”
she said.

The park, about 60 miles east of Talla-
hassee off Interstate 10, also has 21 cabins
that are occupied mostly during the sum-
mer along with 16 primitive sites for tenters
and 33 others that have water and electric
service only.

Twenty-nine sites sit on a “Camper’s
Lake — with Boo Boo’s Island in the middle
— that features paddle boats, a swimming
area and a separate area for toddlers.

“Our park is all for the kids, basically,”
Brooks said.
Bob Ashley is a veteran newspaper writer

based in central Indiana who specializes in cover-
age of the RV and campground industries. WCM

ON CAMPGROUNDS

Reports from 
the field: 

Bob Ashley

This aerial view shows how most of Lakeide's concrete RV sites ring the 17-acre lake.

Sites are neat and tidy at Lakeside RV Park.

One of the new features at Lakeside RV Park
is this pergola with swing and chairs.

Gulf Coast-Area Campgrounds Prepare for Active Summer Season

www.campgroundmanager.com
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under-managed or poorly managed the
new properties they bought. Observers
speculate that the company took out too
much cash for other, unrelated invest-
ments and did not invest enough to keep
up their new holdings.

The result has been underperforming
properties that frustrate their guests,
some of whom have commented to WCM
about their displeasure.

Maine Investment
Morgan’s deteriorating condition was

apparent in Maine, where it formerly op-
erated three parks and had been members
in good standing with the Maine Camp-
ground Owners Association (MECOA),
reported Rick Abare, MECOA executive
director.

“They advertised and marketed in our
guide and on our website. To that extent,
they have been good members of the
Maine Campground Owners Associa-
tion,” Abare told WCM.

“Beyond that, the whole concept of the
larger, corporate park and what that
means as opposed to family owned-and-
operated parks is an important factor in
Maine. Maine lends itself to family
owned-and-operated businesses. Sixty
percent of campers in Maine are Mainers
and they look for a management style
most conducive to family owned busi-
nesses. That’s not to say there aren’t cor-
porate successes in Maine. ELS does a
wonderful job in the Bar Harbor region.”

Indeed, the Maine properties’ appeal
caught the eye of Sun Communities,
which corralled several of Morgan’s
Maine parks in its December 2012 pur- chase, including Wild Acres at Old Or-

chard Beach, and retained its manager,
Jessica Doane.

“She had been with Morgan in the past
and did a great job as manager,” said
Abare. “We have a great relationship with
her.”

He noted that she represented Sun
Communities and the Old Orchard Beach
parks at MECOA’s RV show in Portland
in early April. “There will be consistency
in management in those parks, which will
go a long way in helping Sun Communi-
ties, their seasonals and transient guests
make the transition easier.”

Unfortunately, the Sun purchase came
after MECOA’s 2013 guide was pub-
lished, which has created some confusion
among prospective campers who still
think the parks are owned by Morgan,
Abare noted.

New Hampshire Auction
Nearby in Raymond, N.H., 50 to 75

seasonal campers from the 421-site Pine
Acres Campground, recently owned by
Morgan RV Resorts, turned out for a bank
foreclosure auction of their campground
on April 1.

“They were fearful of what was going
to happen,” explained Mia Johnson, a
campground and RV park broker based
in Rhode Island, who specializes in
properties listed in Maine and New
Hampshire and attended the event as an
interested spectator.

The only bid was for $2 million, well
below the appraised value of $5 million,
so the bank basically bid on its own prop-
erty and took it back. “Once the auction
ended, the bank announced that it had
hired a property-management company
to run the campground,” Johnson told
WCM. “The local manager announced to
all the seasonals they will honor any pay-
ments they already made to Morgan. The
crowd cheered. They are very happy the
bank took this over for Morgan.”

Two well-liked managers, Troy Bit-
tner and Daryle Edyars, will return to
manage the campground, another piece
of news that elicited cheers from the
campers, the New Hampshire Union
Leader reported.

Up until the day of the auction, Mor-
gan representatives had been pressuring
seasonals to pay for their 2013 season
sites and offering incentives, Johnson
said.

The Janus Management Co. is now
the property manager for Pine Acres and
three parks in Maine that Morgan’s lender
has foreclosed on.

The other three parks up for auction
are Megunticook RV Resort and Cam-
den Hills, both near Rockport, Maine,
and Flagg’s RV Resort in York, Maine.
No suitable bidders bid on the Rockport

properties, so the bank took them back,
like it did with Pine Acres.

In court records, Flagg’s is listed as a
Delaware company, and in 2007, was
among seven campgrounds Morgan used
as collateral toward a $38 million loan
from Countrywide Commercial Real
Estate Finance Inc.

The Countrywide loan was transferred
several times, and the mortgage is now
held by a limited liability company from
Delaware called MLCFC 2007-9 ACR
Master SPE LLC.

MLCFC 2007-9 ACR Master SPE LLC
sought to foreclose on all the properties
and scheduled the Flagg’s auction, ac-
cording to the published notice of the
sale.

Morgan asked the court on March 22
for a restraining order to halt the sale of
the Flagg’s resort, however, and the judge
agreed, granting a 60-day stay.

NASCAR Scheme
Morgan owners have tried a variety of

investment plans to right their ship, most
notably a co-branding experiment with
NASCAR.

Morgan and NASCAR launched the
co-branding experiment in 2009 under
the brand name NASCAR RV Resorts.
Despite an optimistic assertion from a
Morgan official that the brand would be
carried to 500 parks, public response has
been tepid at best.

The prime source of venue for Morgan
was to be from the sale of NASCAR RV
Resort franchises and royalties, including

the sale of NASCAR merchandise at the
resorts.

“The NASCAR concept never caught
hold in the Old Orchard Beach area. It
made it tougher for them to create any-
thing of any substance,” said MECOA’s
Abare.

The partnership soured, leading
NASCAR, through its affiliate Racetime
Investments LLC (RTI) to file an $11.6
million suit against Morgan RV Resorts,
Racetime RV Resorts LLC (JV) and ex-
ecutives Robert Morgan and Robert
Moser in August 2012 in a Virginia court,
claiming breach of contract and fraud.

According to the suit, the NASCAR af-
filiate paid $1,619,182 upfront with the
understanding that Morgan would pay an
equal amount and convert at least 13
Morgan RV parks to NASCAR-branded

Morgan RV Resorts—from page 3

The company recently brought current delinquent tax payments on its Indiana Beach 
Amusement Park property in Monticello, Ind.
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parks and pay franchise fees and royalties.
The NASCAR affiliate claims Morgan

RV Resorts has failed to pay the franchise
fees and royalties.

The NASCAR affiliate accuses Morgan
of converting some of its parks, including
the Endless Caverns & RV Resort in
New Market, Va., to NASCAR RV Resorts
but failing to pay the full franchise fee
and royalty. Morgan now calls the park
Endless Caverns Recreation Destina-
tions and still brands it as a NASCAR RV
Resort.

NASCAR claims Morgan has converted
10 of its parks to NASCAR-branded parks
without paying franchise fees.

NASCAR says it has repeatedly been
stymied in attempts to examine records
of Morgan’s transactions. Amidst the dis-
pute, Morgan reportedly fired its CFO,
Ron Mniechowski, and “paid him a sig-
nificant severance that was contingent
upon his agreement to be bound by a
broad confidentiality agreement,”
NASCAR claims in its suit.

Hey-Day Not Long Ago
It wasn’t always this contentious.

Robert Morgan founded Morgan Manage-
ment in 1976 and initially focused on
manufactured housing communities. In
its 37 years of operation, the enterprise
expanded to include a variety of real es-
tate ventures. In its hey-day, which 
was approximately from 2007-2009, the
company expanded into a number of 
lucrative markets and built the RV chain
up to some 45 parks, mostly located in
the East.

According to a review of the com-
pany’s website, the chain now numbers
just 21 parks in 11 states: Florida (2), In-
diana (4), Maine (3), Massachusetts (1),
Michigan (1), New Jersey (1), New York
(5), Ohio (1), Pennsylvania (1), Virginia
(1) and Wisconsin (1).

Morgan attempted to locate several
park models in its Flagg’s RV Resort in
York, Maine, last year but was met with
an uproar from guests and the county
government, which deemed the venture
illegal. That venture eventually was aban-
doned.

But the chain’s rapid expansion did not
come without a stiff price, and Morgan’s
cash flow problems began to gain atten-
tion in recent years.

In the summer of 2012, CMBS Trust
held an auction to sell the securitized
loans to Morgan RV Resorts totaling more
than $149 million. The debt represented
mortgages Morgan RV Resorts or an affil-
iated business took out on a total of 21
properties in states, mostly in the East.
The notable RV resorts were located in
Geneva, Ohio; Old Orchard Beach,
Maine; Lake George, N.Y. and Cape
May, N.J.

In Indiana, Morgan fell way behind in
its tax payments for its Indiana Beach
Amusement Park in Monticello, Ind.
The company recently paid nearly
$350,000 that it owed the Hoosier county
after neglecting several years’ worth of
property and innkeeper’s taxes.

Leisure Systems Inc., franchisors of
the Yogi Bear’s Jellystone Park Camp-
Resorts, once had four of its franchisees
in the Morgan chain but filed a federal
lawsuit in Cincinnati, Ohio, against Mor-
gan claiming non-payment of royalties
and misuse of trademark in connection
with Roundup Lake.

LSI, which prevailed in that suit in a
ruling handed down in April, declined to
comment on the suit. There are no LSI
franchisees now in the Morgan network.
— Steve Bibler WCM

For their 2013 season, Lake Rudolph
Campground & RV Resort in Santa Claus,
Ind., is investing approximately $4 million
in additions and improvements.
Lake Rudolph is adding five new water

slides in a complex called Santa’s Splash
Down WaterPark. Two are fiberglass
slides that were previously owned by Hol-
iday World & Splashin’ Safari. In addition,
an inflatable water slide called the Trippo
will feature three slides. The water slides
will open during the 2013 summer season,
according to the resort.
The first fiberglass slide will be open

and partially enclosed with a length of 
344 feet. The second slide will be en-

closed and 296 feet long. Both fiberglass
slides will use inner tubes. At three 
stories tall, the Trippo is the world’s
largest inflatable water slide. It will be a
wet slide in summer and may be used as
a dry slide during non-summer months.
The longest and center slide is 136 feet in
length and the side slides are 113 feet
long.
Lake Rudolph will also be adding 23

additional Rudolph’s Christmas Cabins,
one of which will be handicap accessible.
With these additions, 54 Rudolph’s Christ-
mas Cabins will now be available. These
cabins accommodate eight people, fea-
ture a master bedroom with a King-size

bed, large loft with a queen mattress and
four twin-size mattresses, three flat
screen TVs, electric fireplace, gas grill
and a large covered deck.
Other improvements include more

parking, new sidewalks and road widen-
ing to improve traffic flow.
Lake Rudolph Campground & RV 

Resort features 501 family lodging op-
tions, including rental RVs, cabins, full-
hookup RV sites and tent sites. The resort
is open daily May 1 through Oct. 31.
Rudolph’s Christmas Cabins will also be
available for lodging on weekends during
the Christmas season, Nov. 29 through
Dec. 30. WCM

Lake Rudolph Campground Invests $4 Million for 2013 Camping Season

www.yurts.com
www.bookyoursite.com


Want to See Just How Well a Multi-Generational Business 
Can Function? Visit the Bells’ San Diego Metro KOA

CAMPGROUNDPROFILE

WCM: What, in your own opinion,
does your park do best?
Bell:We are probably best at anticipat-

ing and serving the needs of every guest
that walks in the door, whether it’s an RV,
tent, deluxe cabin or camping cabin client.
They all have varying needs. Over 45
years, we’ve gained the experience and
ability to anticipate what those needs
might be and deliver on them. Guests
come away with a strong sense of satisfac-
tion.
WCM: So, customer service is your

long suit, so to speak?
Bell: Yes, but it goes beyond that. It’s

not just reactionary customer service —
it’s proactive customer service. We rely on
the experience we’ve had over the years to
help guide us to develop facilities, ameni-
ties and offerings here at the park that we
anticipate our customers, our guests,
would want to have.

Proactive customer service is some-
thing we practice before every reservation
walks in the door. We spend hours pour-

ing over reservation notes and requests
and opportunities to deliver customer
service. If somebody calls in and says, “I’m
new to camping,” we’re sure to inform
everybody on the staff that that individual
is going to have a few stumbles and trips,
and send someone down to help them get
hooked up, get their rig set up, start their
fire or set up their tent. We try to ask those
questions and create a customer experi-
ence that is individualized, although we
see a lot of these kinds of situations every
year.
WCM: How, for instance, do you ef-

ficiently communicate the fact that they
are first-timers to your staff?
Bell: Through our KampSight (KOA’s

proprietary campground management sys-
tem) software system, we provide notes
and communicate electronically so that
any customer service or guest receptionist
can see those notes that are automatically
added to that file. So, we create a customer
profile so that we are sure to meet those
needs.

If you’d like a glimpse of just how well a three-generation, family-run business
can work, stop by the San Diego Metro KOA Campground — where the Bell family
seems to have mastered that delicate challenge to the extent that they recently
earned Kampgrounds of America Inc.’s Franchisee of the Year honors for 2013.
In fact, the Bells, who also own Williams/Grand Canyon KOA in Arizona in

addition to their 280-site Southern California facility, are the first repeat winners
of KOA’s coveted top franchisee award in the company’s 50-year history, having
first been named in 1985. “The Bell Family is a perfect choice to be our top camp-
ground for 2013,” said KOA President Pat Hittmeier. “The Bells have three gen-
erations currently working at the campground. That park has literally been their
lives for the past 45 years.”
Indeed, founders Ted and Carol Bell first established the San Diego Metro KOA,

described by Hittmeier as “a tree-lined jewel in the heart of Chula Vista, just south
of downtown San Diego,” in 1967 with a couple of partners while Ted was still
working as a detective for the Chula Vista Police Department. Those partners sub-
sequently pulled out, but the Bells stayed. Ted and Carol’s son, Mike, now presi-
dent, worked at the campground since age 13 and made the KOA his full-time job
right after college in Arizona. Mike’s sons and daughter — Josh, Clint and Molly
— were all raised at the campground, digging ditches, cleaning bathrooms and

sweeping and raking and mowing. And they all play vital management roles today.
San Diego Metro KOA today sits on 43 acres near the junction of the U.S. 5 &

U.S. 805 freeways and offers RV sites, deluxe cabins, traditional camping cabins
and tent sites. The 35-employee park can service RVers with rigs as long as 75
feet with full 50- amp service, patios and the like, and the Bells also operate an
RV storage facility in an effort to “handle every need an RVer might have.”
“Our deluxe cabins are full turnkey with linens, dishes, while our classic camp-

ing cabins have been a staple for the KOA system and our park for the last 27
years,” said Clint, a co-owner, corporate secretary and director of operations. “The
grounds are fully inclusive of everything you might find at a campground — swim-
ming pool, Jacuzzi, rock-climbing wall, playground, meeting facilities, store and
office, game room, recreation center and a big one-acre grass park out in the back
just for hanging out plus a 7,000-square-foot dog park.”
The Bells, as you might suspect, all seem to harbor warm memories of growing

up in a campground environment doing literally “whatever had to be done” in a
family business in which all three generations share ownership and most still work
there today on a daily basis. That includes patriarch Ted Bell, now a vice president,
who shows up like clockwork every day at 7:30 a.m. to do an array of jobs. Josh,
CFO, telecommutes from Denver, while sister Molly Crawford also serves as an
on-site vice president. “My first job, and I think Josh’s first job as well, was as an
orange juice filler at the pancake breakfast,” quipped Molly. “It’s a quality job.
You must be very detail-oriented.”
“It was a real education, growing up,” added Clint, who previously worked for

the University of Colorado as an admissions recruiter and counselor and currently
serves as the campground’s corporate secretary. “Each one of us, all the kids in-
volved actually, had the opportunity to go and do different things, work for differ-
ent companies and institutions, and I think it says a lot that we all migrated back
to the park because it’s what we know. RVs are in our blood. Campgrounds are
just a part of our genetic makeup and it’s been a great experience growing up in
one.”
“It’s been very gratifying for me certainly to see those kids voluntarily come

back and get involved in the business because I love having them here,” observed
Mike Bell, adding that the fourth generation of youngsters is now waiting in the
wings. “They’re all smart, capable and ambitious. So it’s been a real fun experi-
ence.”
Here’s the highlights of a recent chat WCM Publisher Sherman Goldenberg

conducted with Clint Bell in a busy upstairs office — and during a golf cart tour
— at San Diego Metro KOA.

“It’s been very gratifying for me certainly to see those kids vol-
untarily come back and get involved in the business because I
love having them here,” observed President Mike Bell, adding
that the fourth generation of youngsters is now waiting in the
wings. “They’re all smart, capable and ambitious. So it’s been
a real fun experience.”

San Diego Metro KOA is a true multi-generational Bell family affair. Pictured: (back row, L-R):
Rowena Bell, Clint Bell, Mike Bell, Ryan Crawford; (front row, L-R): Courtney Bell, Callen Bell
(on lap), Ciela Bell, Carol Bell, Ted Bell, Molly Crawford, Parker Crawford (on lap). Not pictured:
Josh Bell, Nannette Bell, Fiona Bell, Lachlan Bell.

WCM: Do the people who stay at
your park tend to be overnighters or
more long-term campers?
Bell: It started out as a place for travel-

ers to spend the night, just as KOA was
started. It was intended to handle over-the-
road traffic, and what we’ve come to learn
over the last 45 years is that the market is

Photos by Nick Gast

The office at the San Diego Metro KOA has a warm glow, even at nighttime.
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substantially changing. No longer are peo-
ple using us just as a place to go and ex-
plore San Diego. They are coming to us as
their destination, as their vacation, as their
recreation because of the amenities and fa-
cilities we’ve added over the course of
time.
WCM: At the same time, your park

is rather metropolitan — like its name
implies — compared to so many North
American RV parks and campgrounds,
which really makes it unusual.
Bell: Yes, it is metropolitan in nature.

We are not in a woodsy environment.
Every tree on the property, we planted 45
years ago and some have become over-
grown and we’ve had to take some out. It’s
a fully landscaped park with concrete
roads and pads, manicured grass and
hedges. We have 270 different rose bushes
on the property that are hand-trimmed
and manicured — between sites, at the
restroom facilities and by the playground.
In fact, the entire entrance is lined with
roses. We take a lot of pride in the out-
ward appearance of the park. We think
that creates, even in an urban environ-
ment, a very pleasing setting for some-
body to relax in.
WCM: Who, if you don’t mind us

asking, has the time and patience to do
all this hand-trimming?
Bell:One person — Lisa Rimlinger, our

landscape architect — hand trims them
every February. She’s passionate about
roses. She’s brought rose societies and gar-
den clubs down to see them. She’s very
good at what she does.
WCM: To what extent is seasonality

a factor at your SoCal park?
Bell: For us, the summertime is the

busiest. It’s not hot. We see temperatures
very rarely scraping the low 90s. Most of
the time we are sitting at 75 to 82 (de-
grees) with overnight lows in the 60s.

This area of San Diego has a very mod-
erate climate for nine months out of the
year. Three months out of the year — De-
cember, January and February — it can get
a little cold. But we are a destination in the
wintertime for folks from the north who
want to come south. They want to get out
of the snow. They come and just relax, stay
for a month and enjoy the southern Cali-
fornia atmosphere.

They like to go to the beach, fish, enjoy
the weather and the camaraderie of other
campers and they get out and about in San
Diego — the theater, the arts, shopping
and so forth. They enjoy the farmers mar-
ket and some of the sights, but, for the
most part, it’s a wonderful relaxing envi-
ronment.
WCM: Staff longevity, the cultivation

of an experienced long-term staff, seems

to be an important element at your
park. 
Bell: Like any campground, we’ve ex-

perienced lots of fluctuations is staff —
lots of short-term folks that have been here
and left. But in recent years, we’ve been
able to attract and retain staff that is in-
credibly loyal to the operation and are
driven by some of the same passions that
we share for the camping public.

Our lead maintenance foreman, who is
going to be retiring this year, has been with
us for 32 years. Our mechanic has been
with us for 33, my assistant manager,
Ramon Becerra, has been with us for 30.
There are very few people who are here
that have been with us for less than
five years, and that really is tied back to
one of my grandfather’s philosophies: If
we train young people, high school stu-
dents, how to work effectively with the
public, not only do we help grow their
skills for future opportunities, but we have
a workforce that is young and energetic
that’s willing to get involved.

We’ve employed a lot of kids from 14
when they got their first worker’s permit
all the way to where they graduated from
college. They’ve stayed with us a couple of
years, then gone on to have successful ca-
reers of their own. We always are recruit-
ing younger generations to start off at the
ground level with our activities staff and
work their way up.
WCM: You mentioned earlier that

you didn’t lay anyone off during the re-
cession, despite the headwinds you all
faced.
Bell: That’s true. We tightened up on

other things. One of our best assets is our
staff. They are great at what they do and it
shows with the care that they take. It was
important not to add to the woes of a re-
cession, especially in our small commu-
nity, which is where we draw most of our
staff . Yes, 2008 and ’09 were some of the
worst years as far as camper nights, vol-
ume, that were on the books. But we hung
tight and pushed it through, and we are
seeing things climb up again. They have
stuck by us and we made the commitment
to stick by them.
WCM: All of which plays into your

original point — the development of
top-grade customer service, does it not?
Bell:When you have a staff that knows

the nuts-and-bolts of the operation, the
day-to-day tasks, they can better focus on
the customer and how to handle each one
that comes in the door or calls on the
phone as a new and very important guest,
which they all are.
WCM: Let’s talk about cabins, a

trendy topic in this business and some-
thing in which you have invested in sub-

stantially at both your parks.
Bell:Out of our 280 sites in San Diego,

27 are classic camping cabins — log cabins
bought in kits through Prairie Craft out of
Montana. They have log exteriors, log fur-
niture inside, but no facilities outside of
electricity and beds and the like and are
still a wonderful product. Then, we have
eight deluxe cabins, essentially deluxe
hotel suites — the kind of thing that has
been taking the RV industry by storm.
WCM: So, this cabin trend is for real

in your view?
Bell: We are getting bullish on it. It’s

truly a burgeoning market and one that
deserves attention and some investment.
And in my opinion, there are a number of
operators out there, KOA and non-KOA
alike, who are realizing the strategic and
financial benefits of providing an accom-
modation like that for people other than
the RV market — the traditional self-sus-
taining, self-reliant adventurer of the past.
Our clients are changing; the market is
changing. We now have more blended
couples where one is an outdoors type
while the other is not comfortable being
away from electronics and coffee.

Now the camping industry has an ac-
commodation to meet that need. You
know, that’s where a good portion of the
market is going. RVs are wonderful and
there are still a ton of them out there and
thank goodness the last couple years have

seen a growth in the manufacturing mar-
ket. At the same time, we’re seeing more
and more people wanting more than the
base necessities of a tent trailer and mov-
ing up to fifth-wheel toy haulers that meet
both of those needs. People want to find
the comforts of home that they didn’t nec-
essarily need in years past.
WCM: The financial aspects of cabin

rentals speak for themselves, don’t
they?
Bell: Yes, from a business standpoint,

cabins give you full-year capabilities, and
the financial returns are three times what
a normal RV site would do. Regular camp-
ing cabins go for $78 to $112 a night, sea-
sonality dependent. Deluxe cabins rent
between $185 and $235 a night, based on
seasonality.

Consider that each one of our deluxe
units does about 142 nights, roughly —
eight units at 142 nights per unit. The pay-
back is tremendous on them, and there’s a
choice of manufacturers. Ours are all
Cavco (Cavco Industries Inc.) units.
Cavco established itself early on as a mar-

ket leader. We get them out of their origi-
nal plant in Goodyear, Ariz., to minimize
shipping costs. Plus, they have a great re-
lationship with our franchisor, KOA, and
there are some great KOA-specific floor-
plans that we can enjoy.
WCM:What about those storage fa-

cilities you mentioned earlier?
Bell:We have a 600-site storage facility

on the property for any RV type, whether
it’s RVs, boats, trailers or motorhomes. We
started that early on because, being in the
area that we’re in, there are very few areas
where storing an RV on your own property
is an option — and it fits in well with some
of the other services we provide such as
propane, dump station, water, etc.

In addition to our regular service,
where we take a customer’s trailer from
our storage yard and set it up on site, we
now offer a Gold Level of service where we
will pull the trailer out, set it up, push out
the slide, turn on the refrigerators, set the
temperature on the air conditioner or
heater so the folks that are arriving can
enjoy their unit. Then, we put it back
away. We found this very popular when
gas prices were exceedingly high even for
people who didn’t live that far away.
WCM: And finally, can you tell us

how the Bells have apparently managed
to avoid the many pitfalls into which so
many family-owned outfits fall?
Bell: Statistics show that more than

74% of family businesses fail before the
third generation. That’s a staggering num-
ber when you consider that most busi-
nesses in the United States were begun as
family businesses.

There’s definitely a cohesion and
strength built into a family business that
you can’t go out and get on the open mar-
ket. It does come with its challenges and
intricate details. But in 45 years, ours has
remained very strong. It’s been a central
focus. It goes back to the foundation that
Ted built in the 1960s, which was, as a po-
lice officer, he didn’t think he was going to
get his kids through college and he had
three at the time.

So, he started a family-based business.
And to fast forward to 2013, not only did
he put his three kids through college, but
the business itself put his five grandkids
through college and helped to spur and
blossom an industry. Now, there is a com-
ponent of luck, but ours is a family dy-
namic that is very strong. It’s not based on
autocratic dictatorship from the top down.
It’s based on love and compromise. WCM

Out of 280 sites at the San Diego Metro KOA, 27 are classic camping cabins — log cabins bought
in kits through Prairie Craft out of Montana.

Campers now come to the San Diego KOA to use as a vacation destination because of the 
amenities and facilities the owners have added through the years.
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VendorScapes: New and Exciting Products for the RV Park & Campground Market

VENDORSCAPES

Commercial Recreation Specialists
(CRS), provider of recreation equipment
and structures, uses the slogan “Serious
About Fun,” and it’s evident that they mean
it. The company’s both at the 2013 Wiscon-
sin Association of Campground Owners
(WACO) Convention in March often
looked less like a product exhibit and more
like a play area, with passing grown-ups un-
able to resist stopping to stare at the strange
contraptions  —even jumping on them.

That was the X-Wave, described by CRS
president Ron Romens as “four teeter-tot-
ters linked together with a Slinky.” He said
the X-Wave can accommodate about eight
people sitting on it and performing teeter-
totter motions at the same time. “The legs
and seat move and have flexibility, so there
are a lot of moving parts. It’s designed to ac-
commodate multiple kids of multiple ages,”
he explained. “It’s very safe, very user-
friendly.”

The X-Wave, from CRS, can accommodate
up to eight riders simultaneously.

CRS, headquartered in Wisconsin with a
sales office in New Jersey and customers
worldwide, offers furnishings for aqua
parks, splash pads, miniature golf, play-
grounds and sports areas, as well as shelters
and pavilions. Founded in 1999, CRS has
served the campground market since about
2000, which Romens said is a good fit for
their products because of campgrounds’
focus on family fun and CRS’ equipment
that can enhance properties on a modest
budget.

“Our play equipment like the X-Wave is
at a price point where an owner can buy a
piece and put it in at the $5,000-to-$6,000
range, as opposed to $20,000 to $30,000 for
a complete playground structure,” said
Romens. “So we’re really trying to focus on
strong value for the campgrounds and re-
ally accommodate the active families that
they like to bring in.”

For more information, visit
www.CRS4rec.com or call (877) 896-8442
for the office in Verona, Wis., or (888) 411-
4277 ext. 3 for the Eastern sales office in
Edison, N.J.

* * * * *
You probably won’t find anybody as 

passionate about sewer equipment as
Christine Kornely from The Tower Co. in
Manitowoc, Wis., whose nametag bears
only the moniker “Diva of the Dump Sta-
tion.”

“Being the ‘Diva of Dump Stations’
means that I sell you the water towers for
your RV dump station and your accessories
for your dump stations, including signage
and sanitary hatch covers,” Kornely ex-
plained. “If you need anything for your
dump stations, come to the Diva. We will
take care of you. We love our customers
and we really love to provide for them.”

While dump station equipment is some-
thing nearly every campground needs, un-
like variable purchases such as recreation

supplies and camp-store inventory, Kornely
has still had to ride the recession with the
rest of the industry, though her comments
reflect the cautious optimism that’s circu-
lating amid reports of post-recession RV
sales numbers and campground reserva-
tions increasingly on the rise.

“Business has stayed very consistent
over the winter months, and it’s been
good,” she stated. “We had some very large

sales during the winter. I’m talking to
campground owners and they’re buying.
They feel they had a good year last year and
they’re expecting a good year this year.
Sometimes the Wisconsin market is satu-
rated, but sales are good.”

For more information, visit www.tower-
company.com, call (800) 945-1532 or e-
mail salestower@comcast.net.

* * * * *
Red Rover Camping, a reservation

system provider, just completed the
“March Madness” of campground associa-
tion conferences and trade shows, attending
the Mid-Atlantic, Ohio, New England, Wis-
consin and Michigan conferences.

Top Dog for Red Rover Camping, Ben
Carr said in a news release, “Once again we
were taken back with how many camp-
ground owners and operators commented
that Red Rover is ‘a no-brainer’ or ‘win/win’
once we were able to spend a few minutes
explaining the concept” of the service. On
top of the many campgrounds signing up
at the conferences, Carr stated that the re-
sponse from the recently announced al-
liance with the Texas Association of
Campground Owners (TACO) has been
overwhelming. “We anticipated camp-
grounds to trickle in as the word got out,
but our phone and e-mails fired up imme-
diately after we announced it and has not
stopped since.”

“The team at TACO has gone all out to
promote the alliance and their effort is cer-
tainly making an impact,” said Carr. Since
the alliance with TACO was announced
several other state associations have con-
tacted Red Rover regarding a similar
arrangement and Carr is hoping for many
more. For more information regarding Red
Rover Camping contact Robert Bouse at
rbouse@redrovercamping.com or call (888)
833-8399 ext. 4086.

* * * * *
New to the commercial market for the

2013 season is Firesafe, a combination
camp stove and fire pit that is an extremely
effective wildfire prevention device that can
be used in campgrounds, day-use areas, RV
parks, backyards, and cabin environments
— virtually anywhere an open campfire
poses a wildfire threat.

Firesafe comes from Westland Re-
sources LLC, a Trinidad, Colo.-based com-
pany that operates a 100-site

A 4-inch site sewer cap from The Tower Co.

mailto:sales@airwaveadventurers.com
www.airwaveadventurers.com
mailto:salestower@comcast.net
www.towercompany.com
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campground/fishing resort in Trinidad and
is entering the manufacturing sector with
its inaugural product.

“We’re pretty confident in what we have
come up with,” Mike Robb, president,
told Woodall’s Campground Management.
Robb tested a prototype of his new product
during the past 18 months at Monument
Lake Resort, which he leases from the city
of Trinidad, and received strong consumer
support for his patent-pending invention.

The all-steel Firesafe comes in four sizes
and provides an enclosed flame that is vis-
ible from all sides of the fire pit yet does not
allow sparks to shoot out. The small model
is designed for day-use areas, a standard
size will accommodate most campsites and
a larger model is for group camping; an
ADA-compliant model is also available.

Firesafe has a fire chamber and front ac-
cess door, a cooking grate and a covering
lid. The door provides easy access to the fire
chamber for loading wood, charcoal or
other fuel and enables the user to load with-
out disturbing the cooking surface. This
easy access is also convenient for cleaning.
The cooking grate is positioned directly
above the fire chamber and provides a large
cooking surface for either direct placement
of food to be cooked (burgers, steaks, hot
dogs, etc.) or for using pots, pans or other
cooking vessels. 

In the closed position, the lid contains
the fire and threatening sparks and provides
a warming surface for items such as coffee
and bread. It also provides an “oven effect”
that aids the cooking process. The “oven”
can be used as a slow smoker if the fire is
properly regulated.

Robb is targeting the campground sector
at the outset but hopes to expand into the
retail market at a later date.

For more information, contact Robb at
(719) 680-2288 or visit his website at
www.firesafe1.com.

* * * * *

Bike trails are a popular attraction in
parks and campgrounds. But even recre-
ational bikers need a secure place to park
their rides. The new Pilot Rock Hitchin’
Post Group Rack is a secure, all-steel rack
that will park up to eight bikes. It will hold
bikes of all kinds and support them at two
locations, vital features for bicycle owners.
The steel pipe stalls can be galvanized or
powder-coated in a choice of eight colors.
The surface rails can be anchored for max-

imum security.
Pilot Rock park equipment is designed

and manufactured in the United States by
R.J. Thomas Mfg. Co. Inc., Cherokee, Iowa,
since 1959. The Pilot Rock product line in-
cludes picnic tables, pedestal grills, park and
street site benches, campfire rings, bike
racks, trash and recycling receptacles and
lids, lantern poles, custom signs and more.

Shop online at www.pilotrock.com or
call (800) 762-5002.

* * * * *
Of all the thousands of products carried

by LCN Outdoors LLC, Windsor, Conn.,
the Stand Up Paddleboards might be the
most intriguing new product for RV parks
and campgrounds, said Norman Boucher,
president.

“It’s becoming pretty popular because
it’s more of a total-body experience and is
being taken on by younger people. They
provide a pretty rigorous workout,” he said.

The plastic boards began appearing sev-
eral years ago in the South and have made
their way up North and in the West at in-
dustry trade shows. “More and more camp-
ground owners are seeing it,” Boucher said.

The boards come with a push pole with
a paddle on one end. Kids’ models (about
eight feel in length) and adult models (11
feet) are available at prices beginning
around $400. Much like the kayaks a few

years back, which became more popular
once the prices came down, Boucher ex-
pects the Stand Up Paddleboards to gain
traction as producers make prices more ap-
pealing.

For more information on this or other
products, visit www.lcnoutdoors.com or
call (800) 552-2267.

* * * * *
Gerber Manufacturing Ltd., Madison,

Wis., is finding a growing popularity for its
maintenance-free picnic tables made
from recycled plastic bottles. The tables
come in lengths from 4 feet to 12 feet and
are made from high-density polyethylene
recycled bottles wrapped around a steel-
welded frame.

Owner Chuck Gerber reported that
campgrounds like the many features of the

tables: they never need painting, the color
is molded throughout the material, there is
no chance for splinters, they weather well
in extreme temperatures and they come in

The new Pilot Rock Hitchin’ Post Group
Rack from R.J. Thomas Mfg. Co. will secure
up to eight bikes.

Westland Resources’ all-steel Firesafe al-
lows campers an outdoor fire while captur-
ing all sparks.

Stand Up Paddleboards, available through
LCN Outdoors LLC, provide water enthusi-
asts with a fun workout.

An ADA-compliant picnic table from Jamestown
Advanced Products. The company also offers a
hardware pack to convert a Jamestown table
into an ADA-compliant model.

VendorScapes – continued on page 32

mailto:pilotrock@rjthomas.com
www.pilotrock.com
www.checkboxsystems.net
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QUESTIONS&ANSWERS
Leisure Interactive: Staying on the Cutting Edge in Time of
Rapid Change in Outdoor Hospitality’s Online Technology

One of the pioneers in providing real-time, online reservations for the camp-
ground industry, Leisure Interactive has been shaping the way campgrounds,
RV parks and resorts process and manage their reservations since 2003. Orig-
inally founded as Friend Communications Inc., the company changed its name
to Leisure Interactive three years ago following the redesign of its online reser-
vations software into a cloud-based front desk management system called Her-
cules. The Orange, Calif.-based company has also diversified its business base
to include public parks and marinas, the latest of which are the South Dakota
state park system and the Santa Catalina Island Co., which provides both
campground and marina reservations for the vacation resort located 15 miles
off the coast of Los Angeles. Woodall’s Campground Management Senior Ed-
itor Jeff Crider recently caught up with Leisure Interactive President and CEO
Gary Pace, who spoke with WCM from his corporate headquarters in South-
ern California. Following are highlights of their conversation: 

WCM: How did your company
evolve from its focus on online reserva-
tions to providing parks with a com-
plete front desk management system?
Pace: Our vision was always to build

integrated software that allowed busi-
nesses to service the full experience of the
consumer. But the technology was not
available at the beginning. We really
couldn’t build an efficient property man-
agement system that was totally cloud-
based because the technology wasn’t
mature. When the technology finally
evolved, we completely rewrote our entire
system from scratch to take advantage of
cloud architecture. Then we migrated all
of our customer data for them so they
would not have to experience the pain of
setting up a new system.
WCM: In the early days, parks used

to have to allocate however many sites
they wanted to make available for
reservation online. Now, with your
Hercules system, park operators no
longer have to allocate sites for online
reservations.
Pace: Absolutely. Our system is inte-

grated so whether a booking is coming
from a remote portal, the website or the
front desk, the site is immediately placed
on hold for 20 minutes and you can’t sell
it (through another channel). So if a guest
is standing at the front desk and you’re
trying to book a site and tell the con-
sumer, “I’ve got this site available,” no-
body online can take it out from under
you. You don’t want to go through that
whole process with a guest over the
phone and then say, “Sorry. Someone on-
line has just reserved that site.” So I guess
you can say reservations are sold “first
come, first served” through all channels
— based on whoever starts the process
first.
WCM: Your marketing materials say

that your system is “cloud-based.”
What does that mean?

Pace: You hear a lot of people talking
about “the cloud.” A cloud environment
means a lot of different things to different
people. For Leisure Interactive, it means
there is no software to install locally —
we manage and maintain the servers,
backups, software updates, PCI compli-
ance and many other issues. The biggest
differences in cloud-based solutions for
the RV park and campground industry is
the number of installations the supplier
has to manage and whether the cloud is
scalable for short bursts of high demand.
The more software installations you sup-
port, the harder it is to keep all versions
patched and secure. Hercules was de-
signed to take advantage of the cloud, so
it is not a reworked version of locally in-
stalled software running on a central
server.
WCM: Are there any updates or new

versions of Hercules that your cus-
tomers have to obtain to stay current
as the technology evolves?
Pace:No. Hercules is updated contin-

ually. That’s one of the big differences (be-
tween locally installed reservation
management software and true cloud-
based systems). Software companies typ-
ically produce new versions that have to
be installed and managed for each instal-
lation of the software. But because Her-
cules operates as a single large installation
in a cloud environment, we don’t have to
deliver ongoing upgrade versions. Our
clients just log in and they can immedi-
ately take advantage of the new features
without having to run any updates.
Everyone is upgraded at the same time.
We can install security patches and our
clients don’t even know that we just im-
proved their security.
WCM: So you don’t have customers

working on different versions or differ-
ent iterations of the same reservation
system?
Pace: Our customers are always on

the same version of the software. Hercules
is one giant installation where updates
and security patches can be installed once
and they are effective for the entire client
base. It makes it so much more efficient
and secure to support our customers this
way. We take a tremendous amount of
pride in the customer support we provide
and having everyone on the same version
makes it much easier for us to provide
world-class support. Everything is cur-
rent.
WCM:We understand that Hercules

is being used by marinas as well as
campgrounds.
Pace: Yes, the Santa Catalina Island

Co., which manages moorings all over the
island, is using Hercules to manage its
moorings just like a campground man-
ages RV spaces. They use small boats with
Wi-Fi connections to direct the larger
yachts to the appropriate moorings and
check them in right on the water. Catalina
also has dry camping facilities and they
are using Hercules to manage their reser-
vations and equipment rentals.
WCM:What other kinds of features

does Hercules have?
Pace:We’re rolling out a point-of-sale

system so we will give our customers the
ability to transfer charges from conven-
ience-store purchases to guest statements.
The point-of-sale system also includes in-
tegrated permit- and entry-fee manage-
ment in addition to a new gift-card
system. We have also expanded new
choices for our customers in terms of
credit cards and how they want to get
paid. We’ve integrated GuestReviews into
our system and built in the management
feedback system that is integrated in it
into our online booking engines. We are
also working on a new version of the on-
line booking engine that includes new ad-
vanced availability features.
WCM: Do you have any idea what

percentage of private parks are now

using online reservations?
Pace: I think a majority of them use

something, whether it’s “real time” online
reservations or e-mail request forms or
things of that sort. The majority of them
are doing something because the con-
sumers are asking for it. But the commer-
cial segment is still growing much slower
than the rest of the industry. We think it’s
primarily because a large part of the in-
dustry is made up of monthly parks or
combination parks or winter parks and
many parks don’t put their long-term sites
online.
WCM:What are the online reserva-

tions statistics like for the parks that
use the Hercules system?
Pace: If you just look at our front-of-

fice customers, we’re seeing about 25% to
30% of the bookings being done online
with an average growth of 2% to 4% a
year. Some parks are doing significantly
better than that. The public agency side
is doing much more in terms of online
bookings. It’s in the 60% to 80% range. In
some cases, they only reserve online. In
others, they offer consumers a choice —
online or call centers. But the consumers
are still choosing to go online because it’s
faster and they don’t have to wait through
call center queues.
WCM:How big is your customer base?
Pace: We have a customer base of

about 800 and we’re increasing volumes
with some public agencies. They really
like Hercules because it’s a whole inte-
grated property-management system.
This year, we’ve had the busiest winter
that we’ve had in a while. We took on the
South Dakota state park system and they
went live in the first two months of 2013. 
WCM: How has Hercules been able

to handle the volume of reservations
produced by a state park system?
Pace: South Dakota had a history of

their system bogging down on Jan. 2 be-
cause previous systems couldn’t handle

The company’s new cloud-based reservation sys-
tem allows for immediate ‘holds’ placed on sites
without requiring locally installed software and 
updates. ‘Hercules was designed to take advantage
of the cloud, so it is not a reworked version of 
locally installed software running on a central
server,’ noted President and CEO, Gary Pace.

Gary Pace, president and CEO of Leisure Interactive
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the surge in volume very well. It kind of
snowballs when consumers can’t get on-
line or have long waiting times in the call
center. The natural reaction is for the con-
sumer to get more family members to go
online or call, and the system gets slower
and slower with increasing demand. But
we took Custer State Park live on Jan. 2
and they did more reservations in the first
15 minutes than many commercial parks
book online over a whole year — and the
system never slowed down.  One of the
advantages we have is scalability. Last
year, we moved the system over to Mi-
crosoft’s Azure Cloud. It is a highly scal-
able cloud network so we’re not paying
for idle servers sitting around all year
waiting for the few days of peak volume.
With the Microsoft network, you pay for
what you use. If we need 20 servers on
one day, we can expand to 20 servers and
then throttle back to four servers the next
day as the volume spike settles down.
That seems to be a real advantage with
the seasonality of our industry.
WCM: Are park operators embrac-

ing front-desk management technology
more than they used to?
Pace: The industry, for a lot of people,

is still about land investment. The opera-
tors that are committed to the hospitality
mindset in terms of how they operate are
definitely embracing this type of technol-
ogy. But you still find a few people using
paper or pegboards or even spreadsheets.
The new people coming into the industry
are embracing front-desk management
systems because many of the new owners
want to focus on customer experience
once the campers are in the park instead
of focusing on chores like reservation
processing. They’ve used Quickbooks and
increasingly expect to be able to use high-
value front-desk management systems
where the online booking engine and in-
tegrated property-management system do
most of the work. IT professionals are
also more likely to want to outsource
front-desk management functions be-
cause they don’t want the PCI liability.
WCM:What kinds of security issues

are related to credit cards and make
parks more likely to want to outsource
their online reservations systems?
Pace: There are huge fines when

blocks of credit card numbers are stolen
— in the $20,000-to-$50,000 range for
the first occurrence, and larger thereafter.
The initial PCI focus has been on online
transactions because that is where large
amounts of credit card data are stored.
However, we also expect the PCI audits to
expand their focus to local network secu-
rity and access to hard-drives on local
PCs. Older versions of software have
weaker credit card encryption storage. A
stolen PC with encrypted credit card in-
formation can be set up with encryption
hacking software running 24/7 because
the stolen hardware is no longer in control
of the owner. We have also seen instances
where workampers save credit card infor-
mation in notes fields, which are not en-
crypted at all.  This is a huge risk for park
operators. Also, we expect the PCI audits
to start focusing on paper storage where
numerous documents with full credit card
information are readily available. Taken 
as a whole, we are seeing a move to out-
source credit card storage and limit the 
access that employees and work campers
have to credit card information. Hercules
provides access to card usage without ac-
cess to the card information. WCM

RVC Completes ‘Garden of the Gods’ Upgrade

RVC Outdoor Destinations, a leading
provider of U.S. outdoor resort properties,
announced April 17 that it had completed
the renovation of Garden of the Gods

Campground in Colorado Springs.
Now operating as Garden of the Gods

RV Resort, the facility offers 173 RV sites,
including six new executive pull-through
sites, and 29 upgraded lodging units. In ad-
dition to renovating all of the buildings,
various improvements and amenity addi-
tions include a new lobby, the Midland Trail
gateway, a bark park and a fully remodeled
Garden Studios & Suites. Other upgrades
are a new pool deck, new fencing, road and
landscape upgrades, upgraded Wi-Fi, a new
business center and new picnic tables. Also,
a new base camp area has been created that
includes upgraded bunkhouses and family
suites that surround a community campfire
and grill.

After purchasing the property in 2012
and investing more than $800,000 in im-

provements during the last year, Garden of
the Gods RV Resort is one of the “most at-
tractive outdoor hospitality properties in
the region,” said RVC. The property’s logo,
website, social media presence and signage
have also been updated to better reflect the
improvements. 

“Garden of the Gods RV Resort is one of
the strongest properties in the western
United States,” said RVC President Andy
Cates. “RVC is upgrading it from an already
attractive and well-located campground to
an RV Resort by adding the right amenities
and improvements.”

In addition to Garden of the Gods in
Colorado Springs, RVC currently operates
outdoor destinations and RV resorts in
Arkansas, Florida, Georgia, North Carolina
and Tennessee. WCM

Garden of the Gods RV Resort

www.jumbobait.com
mailto:jumbo@jumbobait.com


related. Abare said a significant benefit will
be MECOA staff’s capability to directly man-
age content at their offices rather than relying
on a programmer to make changes for them.

Jeff Sims, director of state relations and
program advocacy with the National Asso-
ciation of RV Parks and Campgrounds
(ARVC), “Skyped in” to give an ARVC update,
“so we had him on screen and it was nice to
hear from him about all the great things that
ARVC is doing,” said Abare.

Lastly, a small increase in dues was ap-
proved by unanimous vote and the following
board members were elected for a three-
year term:

• Michael Baptista of Acres of Wildlife
Campground, Steep Falls.

• Jim Halle of Paradise Park Resort, Old
Orchard Beach.

• Tiffany Luczko of Green Valley Camp-
ground, Vassalboro.

• Todd Southwick of Kokatosi Camp-

ground, Raymond.
• Heather Thompson Ring of South Arm

Campground, Andover.

Legislative Concerns
Going forward, Abare said MECOA’s leg-

islative concerns for 2013 include state
budget pressures and the looming threat of
Maine adopting an option tax.
“Like most states, we have a budget

crunch in the state of Maine,” he explained.
“We already have a lodging tax, which ap-
plies not only to hotel rooms but to campsites,
and we continue to fight to keep that lodging
tax at the 7% that it’s at now. We continue to
strive to mitigate a local option tax, which is
something that several communities are ask-
ing the state for…we don’t (currently) have a
local option tax in Maine and we don’t want
one, so that’s an issue for us. We’re working
on legislature on tax issues this year.”
The campground convention dovetails

into the association’s Vacationland RV &
Camping Show, a consumer event held on the
Saturday and Sunday at the Portland Sports
Complex following Friday’s MECOA meeting
day. Abare reported over 50 campgrounds
and five RV dealers exhibiting. “It was really
successful,” he said. “We had some record
attendance.”
That’s just one of the portents of good

business for Maine campgrounds this year,
said Abare. “I had the opportunity to talk to a
lot of my members, and consistently I’m hear-
ing that reservations are good, ahead of last
year, and we’re looking forward to a great
2013.” – Barb Riley WCM

MECOA—from page 3

ASSOCIATION ROUNDUP

MOARC Appeals to Campgrounds
On Fringes of Neighboring States
The Missouri Association of RV Parks

and Campgrounds (MOARC) is looking be-
yond its borders to expand its organization.
MOARC has begun to invite RV parks and

campgrounds located in adjoining states
near the Missouri border to its annual spring
convention. One campground, from Missis-
sippi, was among the 22 campgrounds that
attended MOARC’s 45th annual convention
March 7-9 in Springfield.

Larry Helms, MOARC president and man-
ager of the Boiling Spring Campground LLC
in Dixon, said MOARC will target camp-
grounds in Arkansas (which does not have
a state association) in the coming years to
take part in MOARC activities. MOARC sent
out invitations to 80 border campgrounds for
the March event, he said.
Helms said the convention was an up-

beat event with owners and operators
sounding confident as 2013 approaches.
MOARC’s lobbyist briefed members on

three legislative issues — dealing with
evicting non-paying customers and how to
handle abandoned property — that face
campgrounds in the state legislature this
year, Helms said.
Eight vendors displayed products and

services at MOARC’s trade show.
Award winners were:
• Compton Ridge Campground, Branson,

Large Park of the Year.
• Osage Beach RV Park, Lake of the

Ozarks, Medium Park of the Year.

• Huzzah Valley Resort in Steelville,
Large Park Brochure of the Year.

• Branson KOA Convention Center, Bran-
son and Pin Oak Creek RV Park, St. Louis,
tied for Large Park Website of the Year.

• Candy Cane RV Park and Campground,
Steelville, Small Park Website of the Year.
• Linda Alcorn, MOARC executive direc-

tor, and Anita Brooks, Ozark Outdoors,
Leesburg, Co-Members of the Year.
A special guest speaker at the MOARC

convention was Dan Lennon, deputy direc-
tor of strategic communications for the Mis-
souri Division of Tourism, who outlined the
state’s efforts to market to adjoining states
and how campgrounds might use this mar-
keting data to further their own parks.
New MOARC officers were elected at the

convention. They are:
• Larry Helms, Boiling Spring Camp-

ground, Dixon, president.
• Patty Claney, Big Creek Campground,

Annapolis, vice president.
• Eleanor Maggard, Jayson Place Camp-

ground, Salem, secretary.
• Robert Speight, Compton Ridge Camp-

ground, Branson, treasurer.
• Carolyn Strong, Sundermeier RV Park

and Conference Center, St. Charles, imme-
diate past-president.
Looking ahead, Helms said members

would like to expand their fall meeting to in-
clude educational seminars and a social
time. – Steve Bibler WCM

CCLOA Hires Civica Management
to Handle All Association Services
The board of the Colorado Campground

and Lodging Owners Convention (CCLOA)
has voted to retain Civica Management to
handle its association services, including
membership management, marketing, publi-
cation and distribution of CCLOA’s Camp Col-
orado consumer guide, bookkeeping and
annual conference management.
The board took action following a presenta-

tion Civica gave during CCLOA’s annual meet-
ing and convention, titled “At the Junction
Where Great Park Owners Meet,” March 11-13
at the Clarion Inn in Grand Junction, Colo.
Civica succeeds Dana Foran, who served

as CCLOA’s administrative assistant for the
past 10 years. Civica began its CCLOA duties
effective April 1.
“The CCLOA convention held in Grand

Junction offered educational and informative
sessions, opportunities to share and learn
from other park owners, and entertainment,”
said Dee Ozburn, convention committee
chairperson and owner with husband Jim
Ozburn of Falcon Meadow RV Campground
in Falcon, Colo. “There was time to relax and
have fun and an auction to raise funds for the
association.”
According to Dee Ozburn, 24 members

representing 14 campgrounds were in atten-
dance, with 11 vendors exhibiting supplies
and services for campgrounds. Guest speak-
ers included Debbie Kovalik, president of the
tourism industry of Colorado; John Ricks, as-
sociate director of the Colorado Tourism Of-
fice; and Paul Bambei, president and CEO of
the National Association of RV Parks and
Campgrounds (ARVC).
Several other seminars were conducted

on topics including employee and work
camper issues, insurance, good business

practices and employee performance man-
agement, disability law compliance and mar-
keting & advertising materials.

The board officers elected were:
• President Rick Stauter of Cutty’s Haden

Creek Resort, Coaldale.
• Vice President Tom and Mari Garland of

Junction West RV Park, Grand Junction.
• Secretary/Treasurer Marlin Ness of

Greeley RV Park, Greeley.
• Past President Mari Garland of Junction

West RV Park, Grand Junction.
Re-elected board members were Roy

Youree of Riverview RV Park, Loveland; Pat
and Stan Stehwien of Gunnison Lakeside
Resort, Gunnison; and Ian and Sally Steyn of
Yogi Bear’s Jellystone Park, Larkspur. New
board members elected were Lars and
Tamara Karlsson of Chalk Creek Camp-
ground, Nathrop.
Awards were presented to Mari and

Tom Garland for their service to the associa-
tion as immediate past president and grant
writer for the association, respectively.
The Garlands served as co-presidents for

the first two years of their term and then Mari
served the third year as president on her
own. During all three years, Tom wrote an-
nual Colorado Tourism Office grant proposals
for co-marketing funds, which yielded over
$50,000 in joint marketing funds for CCLOA.
“There was a positive feeling throughout

the convention about the future of the indus-
try and the possibilities for the association,”
Ozburn said. “The only sad notes were that
Dana Foran, who has served as the adminis-
trative assistant of the association for the
past 10 years, will no longer be serving us;
and Jim and I are leaving the board after over
10 years of service.” – Barb Riley WCM

CARVC’s New Board

The newly elected board of the Carolinas Association of RV Parks and Camp-
grounds (CARVC) comprises (from left) Rebecca Murphy, secretary, Myrtle

Beach Travel Park; Sela Hobby,
Moon Landing RV Park and
Marina; Dee Witting, vice president,
Peace Valley KOA; Jay Coyle,
Apache Family Campground; Mike
Way, Greensboro Campground; Barb
Krumm, president, Ocean Lake Fam-
ily Campground; Jimmy Tumblin,
Leavitt Hospitality Insurance; Darin
Almond, Norwood Camping Resort;
and Carson Durham IV, treasurer,
Ocean Aire Travel Park. WCM
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“Under the Big Top” was the theme of the
Association of RV Parks and Campgrounds
of Michigan’s (ARVC Michigan) spring con-
vention, which welcomed 100 members from
49 campgrounds March 25-27 in Lansing,
Mich. The trade show featured 64 exhibitors.
Both attendance and vendor participation
was up from last year, reported Lori Tews, ex-
ecutive director of ARVC Michigan.
“The mood of Michigan campground

owners was pure excitement,” Tews noted.
“I believe they are all looking forward to the

upcoming camping season. Plus, with all the
seminars we offered I’m sure they walked
away with new and fun ideas for their
campers.”

Steve Yencich, president and CEO of the
Michigan Lodging and Tourism Association,
spoke during the opening lunch about taking
a grassroots effort to greatness and the
power of member support. He expressed that
when the entire hospitality industry works to-
gether, it can achieve great things for the
state of Michigan.

Scott Everett, ARVC of Michigan’s new
legislative consultant from Fraser Consulting

of Fraser Treblicock law firm, outlined his
current work for the association. He is seek-
ing legislation to clarify that campgrounds are
not “resellers” of electric but are merely re-
imbursed for the power their customers use.
He also is working on legislation to address
excessive regulations and fees on both
wastewater discharge and water withdrawal
and to clarify the difference between resort
cabins and camping cabins.
On the social front, the Murder Mystery

Dinner was exceptional, Tews said, and
members enjoyed magician John Dudley. –
Steve Bibler WCM

Scott Everett addresses the ARVC of Michi-
gan spring convention.

Part of the crowd that attended the ARVC of Michigan convention in Lansing.

The Mid-Atlantic Coastal States Confer-
ence for Campground Owners convened
March 5-6 at the Dover Downs Casino Hotel
in Dover, Del.
Campground owners and managers from

New Jersey, Maryland and Delaware assem-
bled for two days of educational seminars
and a trade show. Many of this year’s topics
focused on “Emergency Preparedness” with
Jim Eberwine, former meteorologist with the
National Weather Service, as the keynote
speaker for the opening luncheon, according
to a news release. The region sustained ex-
tensive damage during Superstorm Sandy
last fall, making the topic most timely.

Edward McDonough from the Maryland
Emergency Management Agency addressed
the group and Guy Gagnon from Evergreen
USA hosted a seminar titled “Developing a
Risk Management Attitude.”

Paul Bambei, president of the National
Association of RV Parks and Campgrounds
(ARVC), opened the conference, highlighting
the benefits of ARVC membership.
Marketing topics included the “441 of On-

line Marketing — Do you Pinterest, Blog and
Tweet?” “How to Recruit, Hire and Retain
New Employees Including Teenagers” and
“Working With Your Local Chambers of 
Commerce.” WCM

Michigan Parks Upbeat for 2013 Season
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The 2013 Ohio Campground Owners As-
sociation (OCOA) Spring Conference and
Trade Showwas held March 8-9 at the Em-
bassy Suites Columbus Airport with nearly
100 campground owners, representing ap-
proximately 45 campgrounds in attendance.
The Trade Show featured 32 vendors. As

always, attendees enjoyed networking with
their fellow campground owners in a re-
laxed, learning environment, reported Kristy
Smith, OCOA executive director.
“We had several conference sponsors

and because of their generosity, we were
able to keep attendance costs low and add
refreshment breaks to our meeting,” she
said. “A huge thanks to our sponsors, which
included the following: Gold level – Leisure
Systems Inc. and Henley Graphic Commu-
nications; Silver level – Evergreen USA; and
Bronze level - Kampgrounds of America
Inc. (KOA) and TengoInternet.”
The event kicked off with a pre-confer-

ence Wastewater Training Course led by
the Ohio Environmental Protection Agency.
The daylong course offered 6 1/2 hours of
Ohio EPA approved “OM” hours for owners
and operators wastewater systems. The
course had approximately 25 attendees.
On Friday, March 8, the conference

started with the Conference Welcome and
Opening by OCOA President Bob Romeyn.
Soon after, Glen Cobb, deputy director of
the Ohio Department of Natural Resources
(ODNR) and chief of the Division of Parks
and Recreation, made brief remarks to the
group, gave an ODNR update and took
questions from the audience.
Next, attendees heard from keynote

speaker Barb Youmans, senior director of

Mid-Atlantic States 
Discuss Emergency 
Preparedness in Wake 
of Superstorm Sandy

LSI Holds Successful 
Spring Conference

Leisure Systems Inc., franchisor of the
Yogi Bear’s Jellystone Park Camp-Resorts,
reported that it had a successful Spring
Conference with 34 parks represented and
over�80 attendees at the event held during
the first week of March in Covington, Ky.
The Spring Conference was held in tan-

dem with the Yogi Advisory Council (YAC)
meeting and the annual C.A.R.E. Confer-
ence to discuss recreation ideas.
During the Spring Conference, fran-

chisees discussed Stephen Covey’s book,
“The 7 Habits of Highly Effective People” in
a training class sponsored by the YAC. In-
structor Annis Davis explained through real
life examples ways to become a “principle-
centered leader.” �YAC has purchased a
copy of Covey’s book for each park, re-
ported Mike Ciero, YAC chairman. 
The keynote speaker for the CARE Con-

ference was Dr. Jim Cain, author of five ad-
venture-based teambuilding texts. Every
C.A.R.E attendee left with a bag full of good-
ies to take back to their park to incorporate
into their recreation program. All of the
homemade apparatuses were appropriate
for any size park, could be used for campers
or staff, and encourage integrity, morale
and team building skills, reported Darcie
Lowe, assistant general manager for the
Jellystone Park at Lake Monroe in southern
Indiana.
New seminars for 2013 included “Finding

the Right Staff: Interviewing,” presented by
Rachael Stine and Bridget Bender. Also
new for 2013 was “Managing Multiple Pri-
orities and Projects,” which Lowe pre-
sented during the last session to a small but
eager group. WCM

OCOA Holds Annual Spring
Conference & Trade Show

ground, Sunbury.
• Secretary – Joan Faneuff, Leafy Oaks

Campground, Clyde.
• NW Trustee #1 – Elaine Harris,

Bluffton/Findlay SW KOA, Bluffton.
• NW Trustee #2 – Chris Rubeck, Walnut

Grove Campground, Tiffin.
• NW Alternate Trustee #1 – Charles

Knight, Camp Sandusky, Sandusky.
• NE District Trustee #2 – Peggy Mc-

Quaide, Clay’s Park, Canal Fulton.
• NE Trustee #4 – Aaron Grey, Kenisee’s

Grand River Camp and Canoe, Geneva.
• NE Alternate Trustee #4 – Brenda

Lucas, Camp Toodik, Loudonville.
• Central Trustee – Richard Felber, Dog-

wood Valley, Mount Gilead.
• Central Alternate Trustee – Mark

Kasper, Lazy River at Granville, Newark.
• SW Trustee – Jeremiah Anglin, Cedar-

brook Campground, Lebanon.
• SW Alternate Trustee – Annmaire 

McClellan, Arrowhead Campground, New
Paris.
The Trade Show followed the annual

meeting with 32 vendors marketing all types
of products and services in attendance.
Following dinner with the vendors, the

night closed with the annual auction and
fundraiser. OCOA members, Trade Show
vendors and other supporters generously
donated items toward the auction and silent
auction. The event raised almost $8,000 for
OCOA. 
In addition, OCOA held a 50/50 drawing,

which raised funds for the OCOA PAC. The
winners of the 50/50 drawing were Bill and
Brenda Lucas of Camp Toodik who gener-
ously donated $300 of their winnings back
to the PAC. After the Lucas’ donation, 
the 50/50 raised over $540 for the PAC.
OCOA also received an additional $375 
in donations to the PAC throughout the 
conference. WCM

membership and education for the National
Association of RV Parks & Campgrounds
(ARVC), focused on how to use industry in-
formation for better business decision-mak-
ing practices. In particular, she discussed
the ARVC Operations Report (a business
analysis of member parks which asked a
multitude of questions about business last
year and compared that to two years ago)
and the 20 Group Report (a financial analy-
sis of all 20 Group parks). She also dis-
cussed current trends and where attendees
could go for the most up-to-date informa-
tion.
The first set of breakout sessions fol-

lowed lunch and included the following op-
tions: “Making ADA Compliance Work For
You” led by L. Scott Lissner of The Ohio
State University; and “How to Maximize Re-
lationships with Tourism Ohio” led by the
Ohio Office of Tourism - Pat Barker, direc-
tor, and Eric Herzog, tourism
information/research manager.
The OCOA General Membership Meeting

followed the breakout sessions. OCOA lob-
byist Carolyn Towner gave a legislative up-
date, including an in-depth discussion 
on newly proposed Ohio sales taxes, includ-
ing those on campgrounds and related
services.

New Board Elections
The following were elected as OCOA

board members and officers:
• Vice President of Government Affairs

– Steve Cross, Cross Creek CampinResort,
Columbus.

• Vice President of Public Relations –
Chip Hanawalt, Autumn Lakes Camp-
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The Louisiana Association of RV Parks
and Campgrounds (LARVC) conducted its
2013 Annual Convention on March 11-12 at
Yogi Bear Jellystone Park in Robert, La. Ac-
cording to association manager Lisa Thibo-
daux, 30 members were in attendance from
14 parks in Louisiana and Mississippi, with
seven vendors on site.
Thibodaux said the venue was changed to

a campground this year rather than a hotel or
casino to cut back on expenses in consider-
ation of those who are still recovering finan-
cially from damages sustained — and
business lost — due to hurricane activity dur-
ing Memorial Day weekend last year.
“Some of them are still dealing with the

downturn from Hurricane Isaac. Every-
body’s up and running – nobody was devas-
tated or anything – but they’ve felt the
money pinch,” she explained. “That’s one of
their big weekends.”
A general membership meeting was held

which included election of the following

board members.
Officers:
• President Maurice LeBlanc Jr. of Yogi

Bear Jellystone Park, Robert.
• Vice President Tom Baehr of Twelve

Oaks RV, Lake Charles.
• Secretary/Treasurer Toni Nezat of Lake-

side RV, Livingston.
• Past President Renee Givens of Silver

Creek Campground, Mt. Hermon.
Board members at large are:
• LeAnne Everhardt of Land-O-Pines, Cov-

ington.
• Bonnie Pitre of Lakeview Park, Eunice.
• Mildred Broussard of KOC Kampground,

New Iberia.
• Nate Gaarder of Pontchartrain Landing,

New Orleans.
In addition, several awards were brought

out of hiatus and reintroduced to the line-up
for 2013. “We gave a bunch more awards this
year that we haven’t done in a long time,” Thi-
bodaux stated. “We gave out quite a few dif-

ferent things that haven’t been given out in a
while to recognize folks that helped us get to
where we are today.”

• Founder Awards – Maurice “Ranger”
LeBlanc Sr. of Yogi Bear Jellystone Park,
Robert; and James Williamson of Land-O-
Pines, Covington.

• Past President Awards – Maurice
LeBlanc Jr. of Yogi Bear Jellystone Park,
Robert;and Duane Alleman of KOA Lafayette,
Lafayette.

• Volunteer of the Year Award – Land-O-
Pines, Covington.

• Best Website – Land-O-Pines, Coving-
ton.

• Best Print Brochure – Lakeside RV Park,
Livingston.

• Special Event of the Year – “Cajun
O’Limp Hicks” at Silver Creek Campground,
Mt. Hermon.

• Best RV Park / Campground Portfolio –
Yogi Bear Jellystone Park, Robert.
Other activities during the convention in-

cluded seminars on marketing, campground
management software and quality manage-
ment strategies; an open-panel round table
discussion; and a conference call with Jeff
Sims, director of state relations and program
advocacy with the National Association of
RV Parks and Campgrounds (ARVC).

The special event of the convention, 
Thibodaux said, was having Louisiana Lt.
Gov. Jay Dardenne as the keynote speaker
for the second consecutive year. “The lieu-
tenant governor presented to us what his
plans are for the year and how much of an
impact the tourism industry helps the
Louisiana economy,” she stated. “I have a
very good working relationship with him,
and (our membership was) very happy to
see that he is a supporter of our parks.”

Two Initiatives
Coming up this year for Louisiana are two

initiatives, the first of which is ramping up the
introduction of a voucher program for new RV
owners. LARVC is currently working with 16
RV dealers throughout the state and 28 asso-
ciation parks to offer free camping to new RV
owners.
“When someone purchases an RV, our

dealer partners give them a voucher that they
can use for one year after the date of pur-
chase, and they can go to all of our parks that

are giving away free weekends,” explained
Thibodaux. “They hopefully will find the parks
they like and will frequent.”
Another initiative is membership expan-

sion. While this is something every state 
association is familiar with, Thibodaux takes
it a little further — even across state lines.
LARVC currently has four campground
members in Mississippi and four in Texas.
Mississippi does not have a state associa-
tion, “so we’ve been kind of reaching out 
to them,” she said. The four parks in Texas
are under one owner who reportedly told
Thibodaux that the moderate cost of LARVC
membership, even on top of his existing
Texas Association of Campground Owners
(TACO) membership, made it an attractive
investment.
“This was kind of strange at first. I asked

them, ‘Aren’t you members of TACO?’ And he
said, ‘Yes, we are, but we’re pretty close to
you guys, and for the cost of your member-
ship, we want to be in it just to be on your
website and in your directory,’” she related.
“He can’t get this type of advertising for that
price (in Texas). So now he’s a member with
us too.”
Thibodaux takes out-of-state members

gladly and has consequently pledged to
travel to more sites in Mississippi in addition
to her planned tour throughout Louisiana to
conduct even more of what she calls her
“meet and greet” meetings, wherein she vis-
its an area with existing members and invites
prospects to come and “chat.”
“It’s not a scheduled meeting. It’s come-

and-go as you will, and it’s mixed with cur-
rent membership and potential membership.
And we ask them, ‘What are your strug-
gles?’ It’s not about our association. It’s
more, ‘What can we provide for you?’” Thi-
bodaux described. “We just sit down and
chit-chat. That’s the type of service and net-
working I feel is important. It’s just talking to
your neighbor.”
She said she schedules these open meet-

ings during the week in order to avoid camp-
grounds’ busy weekend business days, and
she comes to them so they don’t have to go
very far. “Some of these people are the own-
ers and the workers of their parks and they
can’t just leave. I try to make it convenient for
them.”
Thibodaux said the association’s in-

creased outreach over the last two years —
and unexpected response from neighboring
states — leave LARVC’s future and possibil-
ities wide open.
“We’ve been reaching out and getting

ourselves in more faces than what we have
in the past,” she said. “Who knows where it
will go? We’ll just be a one-stop shop even-
tually.” – Barb Riley WCM

Louisiana ARVC Reaches Out to
Parks in Mississippi and Texas 

Louisiana Lt. Gov. Jay Dardenne (fourth from left) stands with new officers of the Louisiana
Association of RV Parks and Campgrounds. They are (from left) LeAnne Everhardt of Land-O-
Pines Family Campground, Covington; Bob Connor of Whispering Meadow, West Lake; Renee
Givens of Silver Creek Campground, Mt. Hermon; Tom Baehr of Twelve Oaks RV, Lake Charles;
and Maurice LeBlanc of Yogi Bear’s Jellystone Park, Robert.

mailto:pcroteau@sbcglobal.net
http://www.greenlightfirebag.com/
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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
PRODUCTS

Beats therubber donut

The “New Gator”
hose restrictor 
bites the RV 
sewer hose, leaving a secure
fit and minimal odor.

The self-closing “New 
Footloose” now comes in
“Threaded and Hammer On.”
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Spring MAC Pre-Conference Meeting 
Analyzes Website Visitation, Legislation
The spring Maryland Association of

Campgrounds (MAC) meeting was held on
March 4 at the Dover Downs Hotel and
Casino in Dover, Del., on the day prior to the
Mid-Atlantic Conference to help boost atten-
dance at the conference. The meeting was
well attended (13 campgrounds were repre-
sented) and everyone is anticipating a good
season ahead, reporeds Deb Carter, MAC ex-
ecutive director.
This was a veteran gathering as the aver-

age number of years they had been in the
campground business was 44 years per
campground. “That’s pretty amazing to think
that we are small businesses, with all of the
economic challenges we face. One of our as-
sociate members, Silvertop, has been in busi-
ness for 66 years,” Carter said.

Peter Pelland, Pelland Advertising, 
prepared an extensive report on Google 
Analytics from the MAC website, 
www.mdcamping.com. Some of the high-
lights:
• Total of 68,322 unique people (out of

84,151 visits) spent an average of 4.18 minutes
on the site between March 1, 2012 and Feb.
28, 2013.
• Average visitors viewed 3.35 pages of

content; approximately 80% were new visi-
tors.
• 98.14% of the traffic came from within

the United States, followed by 1.06% from
Canada.
• Demographically the states leading the

traffic in order were Maryland, Pennsylvania,
District of Columbia, Virginia, New York and
New Jersey.
• Increased viewership: Michigan (92.61%

increase); Illinois (up 58.82%); Wisconsin (up
by 61.68%) and Iowa (increase of 141.67%).
• Numbers suggested MAC could benefit

through greater promotion in the Midwest.
• Drops in traffic from California, Texas,

Maine and Oregon.
• Total of 560 direct clicks from listings to

e-mail inquiries.
• 61,094 clicks from the website listings to

external websites over the past year. 

Virginia Park Owners Hear Thought-
Provoking Seminar on Accessibility
The Virginia Campground Association

(VCA) met April 9-11 at Yogi Bear Jelly-
stone Park in Gloucester Point, Va., for the
VCA Spring Convention & Expo. David
Gorin, VCA executive director, said about
70 people attended with 14 vendors ex-
hibiting, some of which were new to the
event.
Those familiar with VCA may have

noted this convention’s timing to be differ-
ent than usual. “We normally meet in Oc-
tober, but the last fall meeting was delayed
by Hurricane Sandy,” Gorin explained.
“We will go back to the October time
frame. That was pretty clear.”
Guest speakers included a “Camping Is

Fun” presentation by Bud Stier of Bud
Stier Associates and seminars by RVing
Accessibility Group President/CEO Mark
Douglass and Virginia State Parks Chief
of Interpretation Christen Miller.
“The seminar on (disabled) accessibil-

ity in parks was very interesting,” Gorin

said. “Mark talked about how to make
your park accessible, not just with swim-
ming pool lifts but all kinds of things, and
the benefits of having accessible parks.
He was really quite knowledgeable.”
Gorin also said Miller did a “terrific

seminar on family programming based
around nature and the outdoors — low-
cost but high-impact nature programming
for kids. She was very good.”
The convention included “good discus-

sion” about issues regarding landlord/ten-
ant legislation. “We’re going to do some
work on that during the upcoming year to
clarify RV parks as recreation. Unfortu-
nately, they’re mostly treated almost the
same way a residential or mobile home
park would be treated, so we’re going to
work on addressing that in the next couple
of years,” he reported. “It’s going to take
some time, but we’ll try to do that.”
New VCA officers are:
• President Karl Littman of Candy Hill

Campground, Winchester.
• Vice President Ray Barker of Tall

Pines Harbor Campground, Sanford.
• Treasurer Phil Upton of Holiday

Travel Park/Best Parks in America, Vir-
ginia Beach.

• Secretary John Waggonhoffer of Yogi
Bear Jellystone Park, Emporia.

• Executive Director David Gorin.
New board members are:
• John Waggonhoffer of Yogi Bear

Jellystone Park, Emporia.

• Brock Ward of Ed Allen’s Camp-
ground, Lenexa.

• Mary Evans of Chesapeake Bay Camp
Resort, Reedville.

Re-elected board members are:
• Bob Aldrich of Madison Shenandoah

KOA, Madison.
• Ray Barker of Tall Pines Harbor

Campground, Sanford.
• Scott Daniel of Cozy Acres Camp-

ground, Powhatan.
• Joe Elton, director of Virginia State

Parks, Richmond.
• Ken Gedicke of Yogi Bear Jellystone

Park, Gloucester Point.
• Mike Johncox of Riverside Camp,

Lenexa.
• Karl Littman of Candy Hill Camp-

ground, Winchester.
• Phil Upton of Holiday Travel

Park/Best Parks in America, Virginia
Beach.

“Most campgrounds are saying their
early-season business is better than it’s
been in a long time. Not crowded, but way
fuller than usual,” said Gorin. “Everybody
had a good time. It was a good meeting.”
– Barb Riley WCM

MAC Praises ARVC
“Our members are very happy with the

work being done at ARVC, and praised ARVC
President Paul Bambei, Board Chairman Rob
Schutter, Past Chairman David L. Berg, the
ARVC board and the support staff that works
very hard to fulfill their mission of promoting
the success and growth of RV parks, camp-
grounds and the Outdoor Hospitality indus-
try,” Carter said.
In February a conference call was held

with Carter, Bambei and other ARVC staff as
part of a new affiliated state association con-
tact effort initiated by ARVC. “We discussed
marketing and membership — trying to find
ways to work more closely together,” Carter
said.
MAC members also discussed bills before

the Maryland General Assembly whose ses-
sion ended April 8. Among the proposals
were increases in taxes/fees to aid with
transportation funding, a study to move the
school start date back until after Labor Day,
construction of a third crossing of the Chesa-
peake Bay, offshore wind energy, swimming
pools, gun restrictions and table games in
casinos.
MAC is looking forward to the CAMP

meeting and National Issues Conference in
May, Carter said. “We continue to work
closely with the Maryland Office of Tourism
Development, the Maryland Tourism Council
and the Destination Marketing Organization
of Maryland. In Maryland, at least 43% of our
residents participate in outdoor recreation
each year. That generates $9.5 billion in con-
sumer spending, generating $2.8 billion in
wages and salaries and $686 million in state
and local tax revenue.” WCM

www.envirodesignproducts.com
mailto:wwatts@gate.net
www.gerbertables.com
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Workamping job(s) they are looking for —
including where and when they want to
Workamp — into the company’s searchable
resumé database. Job seekers have the pre-
ferred option of posting photos of them-
selves and their rigs with their online
resumé. Access to the database is provided
with an EmployerPlus subscription.

• Workamper NewsMagazine: Potential
employers may place a Help Wanted ad in
one or more bimonthly issues of Workam-
per News magazine, published and mailed
to subscribers six times a year: February,
April, June, August, October and Decem-
ber. Today, Workamper News generally
contain 64 to 72 pages of information about
job vacancies from coast to coast, as well as
features on great Workamping destinations,
happy Workampers and general informa-
tion pertaining to Workamping and RVing.

•Workamper Hotline: The highly 
successful Hotline online site was created
to give employers immediate access to
Workampers in order to fill immediate

openings (jobs starting within the next two
months). The Hotline is updated each busi-
ness day, and a Hotline ad can be run for
one or two weeks. A one-week Hotline ad
is posted online on the Hotline page and
also included in the Hotline e-mail sent to
Workampers on the first day of the sched-

uled week. 
• Featured Employer Page on Workam-

per.com: The company can develop a re-
cruiting page for an employer on the
Workamper News website. Anderson says
this page is an excellent way to recruit
Workampers and meet staffing needs year-
round. The FE cost provides an Employer-
Plus subscription, additional exposure to
Workampers and a recorded audio inter-
view placed on your page. 

• Jobinars: A Jobinar is an online job-
fair-style event. The purpose of a Jobinar is
to provide employers the ability to present
their opportunities as they would on a Job
Fair floor with anyone who is interested in
learning more about their operation. Again,
this will all be accomplished via computer
and phone. There will be no need for 
the Employer or Workamper to travel
great distances to take part in the Job Fair 
experience.

Anderson the Coach
As one might imagine, Anderson, who

has a long history in HR, spends a lot of
time coaching employers. His magazine
columns are packed with tips for employers
and employees.

“I explain that the Workamper isn’t nec-
essarily looking for a job but an experience
and helping them understand that,” Ander-
son told WCM. “If they can’t wrap them-
selves around that concept, they shouldn’t
hire Workampers. A Workamper is a differ-

ent kind of hire from a local hire. The good
news is, you can gain a lot more from a
Workamper than from a kid from the local
community. But you have to learn how to
manage that individual.”

Some Workampers can almost come
across as prima donnas and tend to go from
job to job on a whim.

As he stated in a 2011 column, “I am not
saying you don’t expect them to do their
jobs! What I am saying is realize WHY they
are doing the job. When you develop an
understanding of this one concept — YOU
will begin to shift your paradigm with re-

gard to how you communicate, hire and
manage your Workamper staff.”

While still employed at the amusement
park, Anderson was seeing the power of the
Internet in the hiring process and pushed
the Robuses to develop an online resume
clearinghouse, which they dubbed “Awe-
some Applicants” and matches employees
with employers in an easy and fast mode.

In 2012, in response to employers’
needs, Anderson developed an accountabil-
ity system for Workampers. He called it
Workamper Agency Services LLC. Em-
ployers wanted something akin to a data-
base of “naughty” Workampers, a process
that Anderson knew from his man years in
HR would have been illegal.

Instead, Anderson came up with a sys-
tem whereby employers could submit the
names of Workamper hires into a database
that is available for searching by employers.
As employers list the names of their hires
into the system, they are building a data-
base that can be searched for verification
that a new hire is committed to the position
that an employer is offering.

It allows employers to check this to see
if a prospective Workamper has signed on
to take another job.

“The process of submitting hired
Workampers should become a step in your
hiring process,” Anderson explained. “You
will inform the Workamper that you will be
submitting their name to Workamper
Agency Services LLC and that they will be
receiving an e-mail asking them to verify
the information.

“A lot of Baby Boomers are accepting
multiple positions and do not let their em-
ployers know they are not coming,” Ander-
son said, referring to perhaps employers’
No. 1 gripe with Workampers. “It’s an in-
tegrity issue. The more we studied it, the
more we realized the older generation just
didn’t do this. It’s a different generation
now. Boomers are coming in from multiple
careers and jobs. It’s the new paradigm.”

Anderson thinks his idea was a good
one. 

“The sad news is, a year into the pro-
gram, getting employers to use it is like
pulling teeth. They want to be proactive
only if they are having a problem.”

On the other side of the aisle, Anderson

encourages Workampers to become well-
informed on the topic by reading every job
opportunity in Workamper News,
Workamper Hotline and Workamper.com.

Anderson also is a prolific writer and
speaker, penning frequent columns for his
print and online clients.

In a 2012 column in his “Employer Con-
nection” e-newsletter on tips to employers,
Anderson advised that “one secret is to con-
sider the Workamper applicant’s outcome
when marketing and hiring. The majority
of Workampers are not living the lifestyle
for the job experience. This is not true in

Workamper News—from page 3

Hiring Seasonal Workers for Army Corps
of Engineer Campgrounds in Arkansas
Spawned the Workamper Movement

Greg Robuswas a park ranger with the U.S. Army Corps of Engineers in Arkansas and as
part of his duties, he was responsible for recruiting seasonal attendants to live and work at
the entrance of Corps of Engineers’ campgrounds along the Arkansas River. During his 13
years as a ranger, he had worked with hundreds of mostly retired or semi-retired singles and
couples who worked as gate attendants, and he was impressed with their work ethic and
adventuresome spirit. If other agencies and private employers knew about this potential labor
pool, he was convinced there would be a tremendous demand.
In the summer of 1986, Robus filled four gatekeeper vacancies from nearly 100 applicants.

At that time, potential applicants had to individually contact each of the more than 400 corps
field offices nationwide for job availability information. Some parks received too many appli-
cants and some not enough. One of the most common questions Robus received from the
gate attendants he worked with was, “How can we find out about these jobs at other Corps
parks and other agencies around the country?” Robus had suggested that the corps establish
a national clearinghouse for such information — but when that didn’t happen, he began to
wonder if there was some way that he and his wife, Debbie, could fill the gap. 
The couple began exploring the possibility of combining Robus’ experience with Debbie’s

expertise in publishing a newsletter, typesetting, graphic design, handling mass mailings,
writing and more, to create a newsletter for this niche market. 
The couple’s research quickly revealed that there were many opportunities awaiting

RVers. Working for the Corps of Engineers was the tip of the iceberg. Many hours of talk and
research and tossing names around resulted in the word “Workamper,” now a registered
trademark. While campground jobs would be the initial focus, the term would apply to anyone
who combines any kind of work with the camping lifestyle. 
Recognized by major RVing publications and organizations as an indispensable source

of information for working RVers, Workamper News grew and expanded its services as out-
lined earlier. Additional services and features to Workamper News include the Workamper
Viewpoint forum, edited by Jaimie Hall-Bruzenak, Workamper Canada, Workamper Book-
store, and Featured Employers pages on the website. Debbie’s mother, Arline Chandler,
writes “Workamper Journals,” a feature since the inception of the publication. Following the
Andersons’ purchase of Workamper News in 2005, their daughter, Jody Duquette, joined the
company and is now in charge of graphics and web support. Her husband, Luke Duquette,
is web manager. WCM

Workamper News owners Steve Anderson and his wife, Kathy Jo (seated), with their
daughter, Jody Duquette, editor and graphic designer for Workamper News, and Jody’s
husband, Luke, web editor.

Hundreds of Workampers and those just dreaming of the lifestyle flock to Heber Springs, Arkansas
for the Workamper Rendezvous, a three-day event put on by Workamper News annually. 

Terry Cooper, The Texas RV Professor, is an RVDA/RVIA Master Certified RV Technician and
professional trainer who shares his knowledge during multiple seminars at the Workamper
Rendezvous live event.
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all cases, but is true for the vast majority.
Their outcome, or overall Workamping ex-
perience, is going to be determined more by
the program and how management staff in-
teract and develop a stronger understand-
ing of the Workamper’s paradigm. This is
key to developing a strong Workamper pro-
gram.�So, why do some employers pro-
grams stand out in the crowd? They have
figured out this one element – the stronger
a relationship their business develops with
the Workamper, the greater the outcome
will be for the Workamper. This in turn im-
proves performance, allegiance, happiness
and the possibility of them wanting to re-
turn for another season.

“Just as the business owner has an
agenda of what the Workamper can do for
their business, the Workamper has expec-
tations of their outcome from the
Workamping experience. When these meet
and strengthen each other – awesome pro-
grams emerge.”

Anderson has written a book on the
topic of Workamping. In January, Workam-
per News released on Kindle “Live Your RV
Dreams – The Beginners Guide to
Workamping for the Part-time or Full-Rime
RVer” and it is now available in paperback
on Amazon. This book will serve as a
roadmap for future Dreamers who are con-
sidering the lifestyle.

The Future?
While Anderson feels Workamper News

has been on the cutting edge of technology
under most of his tenure, it may have lost
some ground the past year or so.

“We lost membership when fuel prices
went sky-high and had a lot of people who
hung up their keys. That smoothed out
once they figured out that gas prices are not
going back down. The days of cheap fuel
are past. Our membership base has not
dwindled much from where it was in 2008-
‘09, but we’re also not seeing major growth.
Part of my frustration, to be honest with
you, I think is in part because our online
presence is “old school” — we’re not smart-
phone-friendly yet.”

He also wonders whether the sector he
serves is ready to embrace the technology
his companies offer.

“Two years ago, we added an option for
employers to do up to an audio recording
to share with a potential applicant as much
info as they can in 10 minutes. This linked
with their hotline ad. The ones who have
done it are successful. But some Workam-
pers say they want to read, not listen to em-
ployers talking.”

“We are just beginning a process to com-

pletely rebuild the website and on the back-
side,” he added. “What we’re looking at
now was developed in 2008. We have to be-
come more iPhone and iPad friendly and
will put a heavy emphasis on that for the
rest of 2013.”

For example, he needs a separate web-
site just to harness the resources available
through Workamper University and the
many hours of webinars that are available
through it.

The University has branched out far
from the original emphasis on how to find
a job to all aspects of life for workampers,
such as how to buy the right RV, how to
care for an RV and how to help campers
with their RV.

For example, Terry Cooper, “the
Texas RV Professor” from Mobile RV
Academy, will be teaching a week-long,
location-based training course in May in
Heber Springs after which Workampers
will be able to return to their camp-
grounds and help campers with all aspects
of RV repair.

The hands-on training will include RV
electrical systems, propane systems, water
systems, RV appliances and RV exterior sys-
tems. Graduates will gain the ability to re-
solve some 80% of the mechanical
problems that RVers encounter on the road,
Anderson predicts, while earning the title
of “RV Maintenance Technician for Camp-
grounds.”

Anderson also expects to be on the road
a lot this year promoting his service
through state associations. “I believe there
has to be a way to develop some educa-
tional events for them,” he said.

Meanwhile, Anderson will sponsor a
Rendezvous Oct. 22-24 in Heber Springs
for some 250 people, equally divided be-
tween veteran Workampers and “Dream-
ers” who are getting ready to enter the new
lifestyle.

Anderson, who turns 60 in September,
doesn’t see any reason for slowing down.
His business is growing and has many 
challenges just ahead. – Steve Bibler WCM

Jim and Margie Crofoot have been full-time RVing since 2003, but took their first Workamper
position in summer 2012 at Yellowstone Holiday RV Resort in West Yellowstone, Mont. They
are returning for a second season, as managers this time, for 2013.

How to Learn More About
the Workamping Lifestyle
Employers can find articles and more

on The Employer Connection blog at
www.workamper.com/employerconnec
tion. How to recruit Workampers, a sample
work agreement, recorded educational
webinars and more can be found on the
Workamper Employers website at:
www.hireaworkamper.com. WCM

Delivering Breaking
News Directly to You!
Want to read the same extensive coverage of the outdoor
hospitality industry found in this issue ofWoodall’s Camp-
ground Management — every business day?

Here’s where you’ll find it.

Updated more than a dozen times daily, the Woodall’s Campground
Management website — www.woodallscm.com — is the “go to” 
Internet news address for owners and operators of North America’s
RV parks and campgrounds, as well as executives and managers of
companies providing the industry with products and services.

NOW, we’ve made it even easier to stay current with events that 
impact your workplace. When you subscribe to the WCM news feed,
we deliver Breaking News briefs directly to your email! 

Subscribing is simple.
• Log on to the Woodall’s Campground Management
website at: www.woodallscm.com

• Go to the “Campground Management News Delivery”
box on the right side of the page.

• Enter your email address in the box.
• Click on the green “Go” button.
• That’s it — you’re done!

Please note: All subscriptions to woodallscm.com’s
daily email news updates are authenticated by our
subscription service. Once you enter your email ad-
dress and submit the form, you will receive a veri-
fication message which requires that you respond
to it before your subscription is activated.
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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

     

• Murbles are the inexpensive maintenance free Activity 
• Murbles Activities/Tournaments sets for 2 to 16 players
• Murbles are available in 20 colors for customized sets
• Murbles require no setup time or designated playing area
• Murbles are light weight and fun for all ages and abilities
• Murbles with your LOGO make a Great Souvenir/Advertisement

“Murbles”
OPEN A BAG OF FUN

OUTDOOR RECREATIONAL GAME PROUDLY AMERICAN MADE!!

M U R B L E G A M E . C O M

ARVC AGENDA

The National Association of RV Parks
and Campgrounds (ARVC) has added a
new member benefit provider, Refuse Spe-
cialists.

Refuse Specialists acts as an off-site
waste hauling and recycling department for
your campground. They’ll save you time
and money by acting as your agent with
your current hauler to “right size” your
pricing and create efficiencies in the logis-
tics. They also employ a proprietary soft-
ware system to audit every line of every
hauler invoice every month to ensure your
bills are 100% accurate. Call ARVC at (303)
681-0401 to start taking advantage of the
new opportunity.

Digital Services 
Joins Supplier Council

Digitalway Services is a turnkey solution
for Cable TV, Wi-Fi and security. Digitalway
installs cable networks for custom direct
television solutions, robust high-speed In-
ternet service via cable or wireless net-
works, and CCT security to ensure peace of
mind for you and your guests. Call ARVC
at (303) 681-0401 to begin working with
the new supplier.

OHCE 2013 Early Bird 
Rates Now Available

Outdoor hospitality is all about enjoying
the great outdoors, so naturally, we’re ex-
cited to have the beautiful Great Smoky
Mountains as our backdrop for the 2013
ARVC Outdoor Hospitality Conference &
Expo (OHCE). OHCE is the only national
education and expo venue that brings to-
gether 500-plus park owners and operators
along with 100-plus exhibitors. Save $100
on your registration fee when you register
today. Go to www.arvc.org/ohce to register.

ARVC Launches New 
Association Website

ARVC has successfully launched a brand
new website for the association,
www.ARVC.org.

“We’re really pleased with the way the
site has come together,” said Jennifer
Schwartz, ARVC’s senior director of mar-
keting communications and partnerships,
adding that ARVC tapped Indianapolis,
Ind.-based WebLink International Inc., a
leading provider of websites for trade asso-
ciations, to develop the new site.

“ARVC.org has been redesigned to incor-
porate the most relevant and compelling
content,” Schwartz said. “It provides en-
hanced functionality and easy to use tools to
better serve our members as a more com-
plete, centralized member resource for mem-
ber benefits, news and upcoming events. It’s
everything you need to know about ARVC
and ARVC-related opportunities.”

The website features ARVC’s educational,
operational and marketing resources, up-
dates on legislative and regulatory affairs, as
well as information on ARVC Foundation
programs and industry support.

“We anticipate that ARVC.org will
quickly become the ‘go to’ resource for our
members,” Schwartz said, adding that the
website also has an online community
forum where ARVC members, supplier
partners, and state leaders can exchange
ideas and opinions about topics of interest
to them.

“The website also includes a searchable
database of suppliers that we didn’t have
before,” Schwartz said. “Now it’s very easy
for our members to find providers of prod-
ucts or services they are searching for.
We’ve also made it so that suppliers can up-
date their business listings whenever they
want to ensure that they can keep the most
accurate and up-to-date information in
front of our members.”

ARVC members can also use the website
to process payments for membership dues
as well as their attendance at conferences
and workshops provided by the association.
— Jake Poterbin, ARVC Marketing Commu-
nications Coordinator WCM

By Jake Poterbin, Editor, ARVC Voice

ARVC Launches New Website, Adds
New Member Benefit Provider

Manufacturers of Quality Recreation FUNniture

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

2061 Sulphur Springs Rd
Morristown, TN 37813

More than 282 million people visited Amer-
ica’s national parks in 2012, an increase of
more than 3 million over 2011.
It was the sixth-highest annual visitation

in the history of the National Park Service, de-
spite nearly 2 million fewer visitors as a result
of park closures caused by Hurricane Sandy,
according to a news release.

Most Visited Places of the National Park
System (2012) with number of visitations for
each park.
1. Blue Ridge Parkway: 15,205,059.
2. Golden Gate National Recreation Area:

14,540,338.
3. Great Smoky Mountains National Park:

9,685,829.
4. George Washington Memorial Park-

way: 7,425,577.
5. Lake Mead National Recreation Area:

6,285,439.
6. Lincoln Memorial: 6,191,361.
7. Natchez Trace Parkway: 5,560,668.
8. Gateway National Recreation Area:

5,043,863.
9. Gulf Islands National Seashore:

4,973,462.
10. Delaware Water Gap National Recre-

ation Area: 4,970,802.

Most Visited National Parks (2012)
1. Great Smoky Mountains National Park:

9,685,829.
2. Grand Canyon National Park: 4,421,352.
3. Yosemite National Park: 3,853,404.
4. Yellowstone National Park: 3,447,729.
5. Rocky Mountain National Park:

3,229,617.
6. Zion National Park: 2,973,607.
7. Olympic National Park: 2,824,908.
8. Grand Teton National Park: 2,705,256.
9. Acadia National Park: 2,431,052.
10. Cuyahoga Valley National Park:

2,299,722. WCM

Work campers gathered on March 20 at
the KOA Campground in Branson, Mo., for
an extensive one-day training program during
the third annual Kampgrounds of America
Inc. KOA Work Kamper Boot Camp.

The group included both new and sea-
soned members of KOA’s exclusive KOA
Work Kamper Program, which now has
more than 1,600 active teams working at
KOA campgrounds throughout North
America, according to a news release.

The Branson Boot Kamp included ses-
sions on KOA history, customer service and
cleaning practices, as well as specialized
training on KOA’s proprietary KampSight
campground operating system.

The KOA Boot Kamp session also in-
cluded a live Job Fair that included 14 KOA
owners — some interviewing participants
for jobs live online using Skype technology.

Through the KOA Work Kamper Pro-
gram, KOA Work Kampers are able to
search for available jobs at KOA camp-
grounds throughout North America via the
www.WorkAtKOA.com website. The site
allows Work Kampers to post their re-
sumes and search all jobs posted by KOA
owners. The cost of the program is $35 per
year, and gives participants full access to
resume management tools, job postings,
online training seminars and on-site train-
ing. The Boot Kamps are free to all regis-
tered Work Kampers. WCM

National Park Visitation
Topped 282 Million in 2012

KOA Hosts Own Work 
Kamper Boot Camp 
at Branson Campground

www.chadwickmfg.com
mailto:sales@chadwickmfg.com
http://murblegame.com/
http://www.silver-top.com/
www.parkequipment.com
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Comcast. It monitors use via home networks
that access alleged copyrighted material
from a list of specific entertainment corpora-
tions and their CAS registered content. 
The consortium that manages the pro-

gram has branded it as the “six strikes pro-
gram.” The system is intended to be a
graduated response wherein participating In-
ternet service providers (ISPs) send up to six
electronic warnings notifying subscribers of
alleged copyright infringement, as reported
by a monitoring service working on behalf of
participating copyright owners.
If copyright infringement is reported

after a final warning, the ISPs have agreed
to implement “mitigation measures,” which
can include penalties such as bandwidth
throttling.
Fallout from the anti-piracy program

could shut down some business broadband
accounts, including public Wi-Fi hotspots
that are not authorized to share their band-
width but have nonetheless been getting
away with it.
For RV parks, this can occur if the park op-

erator maintains its Wi-Fi service on a “resi-
dential” account rather than a “business”
account or the terms of service for the Inter-
net did not include sharing, explained Eric
Stumberg, president of TengoInternet. Some
park owners opted for the cheaper residen-
tial account to reduce overhead expenses
and have skated through detection.

Stumberg said he has heard of various vi-
olations in recent years, but the penalty has
been lenient.
Now, the providers are clamping down on

enforcement.
The multiple movie downloads on a resi-

dential account by the park’s many guests
would constitute a violation of its service
agreement, Stumberg explained.
A park with a business account would be

allowed to let multiple users download
movies and would not be in violation of 

Six Strikes’ Internet—from page 3 the law.
“I don’t think the sky is falling, but I do think

it is a very good opportunity to review what
is prudent business practice for anyone op-
erating a shared network for their guests,”
Stumberg said.
The key points for park owners are to re-

view whether they operate on a residential or
business account, review their terms of serv-
ice and ensure they can comply/prevent
guests from downloading illegal content.
In an analogy, Stumberg likened sharing

and six strikes enforcement to a person rent-
ing a car. Even though there may be several
passengers in the car, only one person is au-
thorized to drive it unless you have permis-
sion from the rental company. When terms of
the agreement are violated, such as allowing
unauthorized drivers or, in the case of driver
behavior, speeding or drunk driving, the per-
son no longer has the right to drive that car.
Likewise, the traffic violation goes on the 
driver’s record, just like being caught illegally
downloading movies goes on a Wi-Fi user’s
record.
Once alerted by the service provider of a

violation, TengoInternet is able go back in his-
tory on that given date, find out who illegally
downloaded the movie and quarantine that
guest from using the service again.
“We have not seen this issue yet at any of

the 3,500 properties that we serve,” Jim Gan-
ley, managing partner of CheckBox Systems,
Gray, Maine, told Woodall’s Campground
Management. “I am not sure if this is an iso-
lated incident, or a coming trend, and I am not
sure if it is tied to the six strikes law as much
as it is the service provider’s desire to either
upsell properties or push users to a wireless
plan.”
The latter concerns Stumberg, who won-

ders if the stricter enforcement of the six
strikes policy is mere “saber rattling” to scare
customers into buying bulk-rate Internet
service from the cable provider for their
campgrounds.
TACO’s Schaeffer was more adamant.
He envisions “the cable company is ask-

ing parks to install boxes on every TV in every
RV that enters their parks. Are you kidding
me?! When the RV drives out with these de-
vices still on board, then the park has to buy
more devices or charge the RV owners for
them. I thought this might be strictly a TV-
provider issue but now it’s coming together
as to what it really is.
“This could get really ugly really fast —

and it isn’t about piracy. It’s about greed and
wanting every citizen to pay for every ounce
of Internet and TV they use, even in RV
parks.” — Steve Bibler WCM

Eric Strumberg

Hoosier Park Welcomes Veteran Families
For a third year, Topeka, Ind.-based CrossRoads RV will be partner-

ing with Yogi Bear’s Jellystone Park Camp Resort at Barton Lake in
Fremont, Ind., to provide free lodging for any active-duty military per-
sonnel and their families.

The program was introduced by CrossRoads President Don
Emahiser in 2010 as a way to “give a little back for the sacrifice our local
military families have gone through and provide some well-deserved rest
and relaxation.”

Jellystone donates a seasonal lot while CrossRoads RV supplies a lux-
urious Hampton destination trailer. The program began April 14 and runs
through the camping season. Located in Northeast Indiana 50 miles north
of Fort Wayne, Yogi Bear’s Jellystone Park Camp Resort in Fremont offers
fun for the whole family including indoor and outdoor swimming pools,
water zone, boat rentals, miniature golf, a playground facility and horse-
shoe pits.

For more information on the Operation Appreciation program or to
make reservations, contact Kathy Fuller at (888) 226-7496 or at
kfuller@crossroadsrv.com. WCM

www.phelpshoneywagon.com
www.hireaworkamper.com
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CAMPGROUND INVESTMENT OPPORTUNITIES

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

Classified Advertising Rates are $1 per word, minimum $15 per ad. Payment
must accompany order. Closing date is the first of the month preceding
month of publication. Published monthly. Make remittance payable to
Woodall’s Campground Management, 2901 E. Bristol St., Ste. B, Elkhart, IN 46514

CLASSIFIEDS

HELP WANTED
SEEKING RETIRED COUPLE TO
manage 84 space mobile home
park in Panama City, Florida.
Handyman experience required.
Reply to acf2121@gmail.com.

WANTED
LOOKING TO BUY RV AND/OR 
mobile home parks nationwide. 
Call Clark at (850) 980-2323 or email 
fastandfair@gmail.com

ATHENA REAL ESTATE 
Wanted: To Buy High Quality MHC/
RVPs on US East Coast (recently
closed on two FL Parks). Ask for 
Rick O’Brien, (203) 942-2745 x 110.
www.AthenaRealEstate.com
info@AthenaRealEstate.com

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

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 (115 Waterfront Sites)
•    81 +/– acre lakefront site
•    7,000 +/– Ft. of shoreline
•    Zoned LR (leisure recreation)
•    Public water/sewer available

Greg Smith
863.774.3542

Greg@SRDCommercial.com

http://www.srdcommercial.com/
www.lovelandrvresortauction.com
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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

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

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

LEADVILLE RV CORRAL
33 spaces, 16 city lots, full hookup with
WIFI. This is a dream come true for the 
Developer. Near ski area, world class bikers,
hikers, runners, photographers, hunters and
many more. Located in historic Leadville
near highest mountain in Colorado, Mt. 
Elbert (14,433). Asking $675,000

Randy Klucik 303-905-1537(cell)
or 719-486-3111(business)

CAMPGROUND INVESTMENT OPPORTUNITIES

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: $1,725,000
vince.reynolds@cbre.com

858-546-4636

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 $595,000!
Call 919-414-7847, Ask for Ray or
Email FancyGapCabins@embarqmail.com

“FLORIDA SPECIALIST”
WWW.FORTUNEREALESTATE.COM

Starting from $100,000 down payment
Florida Campgrounds, RV Resorts and Mobile Home Communities

Over 27 years experience in Brokerage & Park Ownership

CALL THE EXPERTS!! FORTUNE REAL ESTATE
1-800-226-3839 or 941-755-1339

13  Listings motivated sellers with financing, 1 Under Contract
1SOLD!

“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

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.

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

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

www.fortunerealestate.com
www.campgroundsforsale.com
mailto:hess@campgroundsforsale.com


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
Covington, Ky.
Contact: (800) 626-3720

18-22: IAAPA Show
Orange County Convention Center
Orlando, Fla.
Contact: (703) 836-6742

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

DECEMBER

3-5: RVIA's 51st Annual 
National RV Trade Show
Kentucky Expo Center
Louisville, Ky.
Contact: (703) 620-6003 WCM

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)
Contact: (888) 303-2887
www.largestRVshow.com

10-11: The Great Escape
for NCA Members
Pleasant Acres Family Campground
Sussex, N.J.
Contact: (860) 684-6389

OCTOBER

11-20: RVIA’s 61st Annual
California RV Show
Los Angeles County Fair 
& Exposition “Fairplex”
Pomona, Calif.
Contact: (703) 620-6003

31-Nov. 2: Campground Owners of New
York 50th Annual Convention & Expo
Kaatskill Mountain Club

CALENDAR OF EVENTS
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several colors. They are also handicap ac-
cessible.

Gerber Manufacturing makes a variety
of picnic tables, park benches, campsite
grills and bike racks. For more information,
visit www.gerbertables.com or call (800)
393-9923.

* * * * *
Frosty Kimbrough, owner of Frosty’s

Park Equipment in Morristown, Tenn.,
continues to enjoy steady business as 2013
unfolds. His small firm builds a wide assort-
ment of park furniture and accessories and
ships throughout the U.S. and Canada.

Since its founding in 1982, when the
firm built some 2,000 picnic tables for the
World’s Fair in nearby Knoxville, Frosty’s
Park Equipment has developed a loyal fol-
lowing and changed many lives in deliver-
ing a quality product and an essential
message. His low-key approach to doing
business one-on-one has proven to be suc-
cessful for more than 30 years as he has
many repeat customers.

“Campground owners know what they
need more than I do so I ask them what
they need and I can build it for them,” he
said in explaining the origin of many of the
custom products he builds.

For more information, visit www.parke-
quipment.com or call (800) 376-7897.

* * * * *
Dog waste containers, dog park acces-

sories, fire rings, picnic tables and power
outlets are the hot items so far this spring
at Jamestown Advanced Products,
Jamestown, N.Y., said Doug Dalton, sales
manager.

The longtime campground vendor also
is getting some traction on its ADA-compli-
ant products, such as picnic tables, Dalton
said. The company offers a hardware pack
whereby a customer can take an existing
Jamestown picnic table, add a bracket and
brace and convert it into an ADA-compliant
model, he said.

For more information visit
www.jamestownadvanced.com or call
(800) 452-0639. — Steve Bibler WCM

VendorScapes—from page 19

mailto:sales@bbelec.com
http://firesafe1.com/

