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Youngsters enjoy a lazy afternoon, paddling across an inlet at the Rustic Inn, a
high-end resort in Jackson Hole, Wyo. Photo courtesy of Cavco Industries Inc.
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We’ve probably all considered the issue of diversity in camp-
ing and why we’re such a predominantly Caucasian form of
recreation.

So, too, have the Recreation Vehicle Industry Association
(RVIA), the Go RVing Coalition and camping-related groups
like Kampgrounds of America Inc. pondered this very same —
and rather delicate — question and why, as relatively recent stud-
ies have shown, 87% of American campers are Caucasian,
whereas 66% of the overall U.S. population is white. A total of
6% of U.S. campers are Hispanic, even though they comprise
15% of the U.S. population. Three percent of the camping public
is African-American, an ethnic group that represents 14% of

America’s ethnic makeup. And 4% of campers are Asian — a participation level that is rather
similar in their case to their 5% share of the population.

Again, this interesting state of affairs hasn’t been lost on anyone, least of all James Ashurst,
vice president of advertising and public relations for RVIA, the day-to-day administrator
of the Go RVing campaign, a pan-industry marketing program funded by RV manufacturers
and dealers that has, as part of its ongoing promotions, been reconfiguring some of the national
digital and print media ads it purchases based on input from an agency that specializes in tar-
geting minorities. “We specifically set aside promotional dollars to focus on the English-dom-
inant Hispanic market,” said Ashhurst, “because research shows that an interest in that group
(English-speaking Hispanics) in RVing and being outdoors is significantly greater than any
other ethnic group — including Asians and African-Americans.”

So, why don’t parks, both public and private, attract more minorites? As part of a panel dis-
cussion recently convened by Outside magazine, Stephen Lockhart, an avid camper and
climber, said it’s discouraging not to see more people of color like himself enjoying national
parks. He believes that parks hold not just educational, but also economic opportunities for
young people.

Audrey Peterman, an author and co-founder of Earthwise Productions, an environmental
advocacy and consulting group, said national parks don’t attract more African-Americans be-
cause the media doesn’t portray images of people of color using them. In fact, she said, out of
more than 6,000 photos published in Outside magazine during a 10-year period, just over 100
featured African-Americas.

Suffice to say that it’s an ongoing conversation in which we should all participate. WCM
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Jim Rogers, CEO of Kampgrounds of
America Inc. (KOA), for years has called on
the RV industry and the outdoor hospitality
(campground) business to work more
closely for the betterment of both parties.
On May 9, he repeated that message to

the rank-and-file within the RV industry at
the inaugural “RV Industry Power Break-
fast” sponsored by RVBusiness magazine,
sister publication to Woodall’s Campground
Management.
It’s too early to gauge whether the mes-

sage got any traction, but if it didn’t, it won’t
be for lack of enthusiasm on the part of the
affable campground promoter.
Rogers left the speaker’s podium often

throughout his 20-minute presentation and
waded deep into the crowd of 400 gathered
at the RV/MH Hall of Fame in Elkhart, Ind., to
cajole a cross-section of the RV manufac-
turing and supplier sectors into the merits of
industry cooperation.
“We are an adventure that is yet to be

discovered” by most Americans, Rogers

said, citing research from KOA and the Out-
door Industry Association (OIA) — implying
that just a fraction of Americans camp. OIA
data shows that 14.9% of all Americans
camped in 2011. That reveals a huge market
RV Power Breakfast – continued on page 30

KOA CEO Jim Rogers urged campgrounds and
the RV manufacturing-and-selling sector to
work more closely together during the RV 
Industry Power Breakfast.

In this, its golden anniversary year,
Family Motor Coach Association
(FMCA) would like to expand its
campground network and bring more
campgrounds into the Campground
Connection program, which results in
discounts on camping nights for mem-
bers and encourages campgrounds to
help FMCA with member recruitment.

Launched in 2011, Campground
Connection program is a system of
FMCA commercial member camp-
grounds that have agreed to offer
FMCA families a discount of at least
10% off their campground fees. These
FMCA campgrounds also have joined
FMCA in its member recruiting efforts
and thus are authorized to sell FMCA
memberships on the spot to customers
who own motorhomes but do not yet
belong to the association.

FMCA has 650 campgrounds that
are commercial members of FMCA.
Most offer discounts but not all have

jumped on board with this new pro-
gram, noted Pamela Kay, director of
communications and publishing.
FMCA hopes to increase that participa-
tion this year.

Participating campgrounds receive
recruitment materials and signs that
designate them as an FMCA Camp-
ground Connection. FMCA members
can locate campgrounds via a search-
able map at www.FMCA.com, which
includes links to each facility’s website
and lists services and amenities, the
amount of discount offered and con-
tact information.

Campgrounds are required to be an
FMCA commercial member in order to
participate in the Campground Con-
nection program. A one-year FMCA
commercial campground membership
costs $57 ($40 for each subsequent
year). This membership puts camp-
grounds in touch with FMCA’s estab-
lished network of nearly 80,000
motorhoming families.

In addition to the visibility provided
by the online map, FMCA member
campgrounds receive a free listing in
the association’s RV Marketplace,
which is published in Family Motor
Coaching magazine. WCM

FMCA Promotes Campground Connection 
Program, Looks to Expand Park Network

Welcoming Ethnic Campers and Learning to
Plan Ahead Stressed at TACO Spring Meeting
Among the speakers at the annual event was
Robert Bouse of Red Rover Camping, who coached
park operators on how to make an effort to book a
reservation with every caller. ‘You have to ask for
money,’ he said. ‘You have to close the deal.’
How well do you plan your days?
When Lori Severson of Severson & Asso-

ciatesposed that question April 30 to park op-
erators attending the Spring Meeting of the
Texas Association of Campground Owners
(TACO), April 27-30 at the Guadalupe River 
RV Resort and Inn of the Hills Resort & Con-
ference Center in Kerrville, very few hands
went up.
In fact, many park operators acknowl-

edged that their days were also filled with in-
terruptions, from phone calls to impromptu
meetings where someone comes and sits in
their office taking up valuable time.
Severson, who has her hands full running

her own campground and consulting busi-
ness while also serving as executive director
of the Wisconsin Campground Owners As-
sociation (WACO), said there are ways to
control the chaos and make better use of
one’s time. She cited a university study,
which found that every minute spent in work-
day planning can save 10 minutes in execu-
tion.
The key, she said, is not only to plan the

tasks that you need to complete each day, but
to prioritize them. She recommends park op-
erators make a list of the things they need to
do each day and to put an “A” next to the
tasks that have to be completed that day. She
recommends putting a “B” next to the tasks
that are not quite so urgent, and a “C” next to
the easy, routine things to do.

To plan things even better, Severson rec-
ommends numbering the “A” list tasks to pri-
oritize them. She also recommends breaking
the biggest tasks into 15-minute blocks. That
way, they don’t seem so daunting and can be
more easily tackled.
“How do you eat an elephant?” she asked.

“One bite at a time.”
Breaking big tasks into 15-minute blocks

can also encourage better use of time so that
when you find yourself with a small block of
open time, such as the 15 or 20 minutes of
time before lunch, you use it effectively rather
than waste it.
“The more complete your plan, the greater

your likelihood of success,” she said, adding,
“If you say you don’t have time to plan, you
don’t have the time to be successful.”
Severson also recommended using one’s

peak energy for the jobs they dislike the most
and outsourcing those jobs that are beyond
their areas of expertise. And when it comes
to distractions, she recommended dealing
with them — while removing impediments.
For example, if people come into your office
too frequently to talk, take the chairs out of
your office. And, if you’re getting too many
phone calls, put your phone on silent and call
them back after you’ve completed your work.
Severson was one of 16 speakers who

made presentations during TACO’s April 27
- 30 Spring Meeting. Other speakers in-
cluded Eric Stumberg of TengoInternet;

Bruce Bridgewater of Coba Systems; Carol
Weiderman of Peak Energy Technology;
Larry Brownfield of Kampgrounds of Amer-
ica Inc. (KOA); Kelly Jones of Leisure Sys-
tems Inc. (LSI) and Robert Bouse of Red
Rover Camping.
Bouse, who worked for KOA and other

TACO – continued on page 28

Survey Shows Fuel Costs
Not a Major Factor in ’13
RV owners will be on the road in a big way

this spring and summer to enjoy time out-
doors with family and friends, according to a
new survey.
The latest Campfire Canvass survey of 

RV owners, conducted by the Recreation 
Vehicle Industry Association (RVIA), reveals
that 71% of RV owners intend to use their 
RVs more this spring/summer than they did
last year, and 21% say they’ll use theirs 
the same amount. Just 5% said they will use
their RV less, the RVIA reported in its RVIA
Today Express.
The survey of 378 RV owners was con-

ducted by RVIA and Cvent from March 29
through April 22 and has a margin of error 
of 4.7%.
The top reasons for using their RVs more

include enjoying outdoor activities (78%), tak-
ing more mini-vacations (72%), spending
quality time with family (62%), and escaping
the stress and pressure of daily life (51%).
In a significant change from last year’s

survey, just 34% (down from 58%) said fuel
prices will affect their RV travel plans. Those
who say their plans will be affected still plan
to travel in their RVs, but will adjust their plans
by traveling to destinations closer to home
(80%), driving fewer miles in their RV (63%)
and staying longer at one location (59%).
According to the survey, 73% think now is

a good time to buy an RV because RVing is
the best way to travel comfortably and con-
veniently (64%), and great deals now avail-
able (58%). Top benefits of RV travel include
spending more time enjoying outdoor activi-
ties (80%), flexibility (76%), seeing natural
sites and attractions (75%), the ability to bring
pets (60%), and being on the open road (56%).
The research found that traveling with

pets remains popular with RV owners. Sixty-
four percent of survey respondents said they
travel with pets. Of those, 94% bring a dog and
10% bring a cat. WCM

ASSOCIATION ROUNDUP

TACO Executive Director and CEO Brian
Schaeffer (left) and lobbyist Ron Hinkle in
front of the Texas state capitol in Austin.

KOA’s Jim Rogers Calls for Industry 
Cooperation at ‘RV Power Breakfast’
‘We are an adventure that is yet to be discovered’
by most Americans, KOA CEO told 400 RV execu-
tives during early morning program at the RV/MH
Hall of Fame in Elkhart, Ind.
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Wi-Fi Service Provider Warns That Park
Operators Should Brace for Higher Costs

Park operators are increasingly being
contacted by cable companies that are
seeking to step up their collection of fees
for providing wireless Internet service.

“Based on their public comments and
some private actions, cable companies
want to have the same kind of revenue
model for Wi-Fi service that they have with
cable TV,” said Eric Stumberg, president
and CEO of Austin, Texas-based TengoIn-
ternet, the nation’s largest provider of Wi-
Fi products and services for private park
operators.

That increasingly means cable compa-
nies are seeking to enforce the terms of
service of their Internet agreement with
park operators, which may prevent park
operators from operating private Wi-Fi net-
works and offering cable Wi-Fi service or

increase the cost of their service.
Some park operators are using residen-

tial rather than commercial Wi-Fi accounts
to provide Wi-Fi service to their guests.
Others may have commercial Wi-Fi ac-
counts, but do not have agreements in
place that allow them to redistribute their
Wi-Fi signal to their guests.

“Park operators need to make sure that
the terms of service agreements they have
with cable companies allow them to do
what they are doing with their Wi-Fi sig-
nal,” Stumberg said. He added that cable
companies are stepping up their enforce-
ment of “terms of service” agreements as
they seek to generate more revenue from
their Wi-Fi services.

TengoInternet ensures that its cus-
tomers’ contracts with cable companies are
appropriate for the type of Wi-Fi service
they provide for their guests. But even with
these contracts in place, Stumberg antici-
pates cable companies to be seeking higher
fees for the Wi-Fi service they provide dur-
ing the coming year.

Stumberg talked about Wi-Fi during a
presentation to park operators attending
the Spring Meeting of the Texas Association
of Campground Owners (TACO). He was
joined in his presentation by Bruce Bridge-
water of Coba Systems, a McAllen, Texas-
based provider of cable television and Wi-Fi
services for RV parks and campgrounds.

While the potential for increased Wi-Fi
service costs was a key area of focus in their
presentation, Stumberg and Bridgewater
also talked about rising consumer use of
Wi-Fi dependent devices and the need for
private parks to increase the capacity of
their Internet line strength for their Wi-Fi
signals.

Stumberg noted that there has been a
25% increase in the number of devices
using Wi-Fi networks, primarily in mobile
devices, during the past year. In addition,
TengoInternet also documented a 42% in-

crease in Wi-Fi data consumption from
2011 to 2012.

These rising Wi-Fi demands pose signif-
icant challenges for park operators.

Bridgewater noted that 20 guests mak-
ing a Skype or VOIP phone call can poten-
tially consume a park’s entire Wi-Fi signal.
That’s not even counting the growing
number of Wi-Fi dependent devices that
guests are likely to have with them, which
could include computers, tables, smart-
phones, X-boxes, printers, televisions,
cameras and kindles.

Stumberg also noted that many guests

are immediately reporting problems they
have with Wi-Fi service on RV park review
websites rather than reporting the prob-
lems immediately to the RV parks or their
Wi-Fi service providers so that they can
take corrective actions. WCM

Wyoming’s state parks often fall
into the shadows cast by the splendor
of Grand Teton and Yellowstone na-
tional parks.

The number of visitors at the state’s
35 parks, museums and visitor centers
decreased in 2012 and was the same as
in 2007, the Casper Star Tribune re-
ported.

As a result, the Wyoming State
Parks and Cultural Resources De-
partment and a select group of state
legislators are developing a plan to
drive visits and revenues in the state
park system. The goal isn’t to compete
with Yellowstone and Grand Teton. It’s
to keep tourists in the state after they
go to the big destinations, said Mil-
ward Simpson, director of the Parks
and Cultural Resources Department.

“If you can provide cultural tourists
certain products, it affects how long
they will stay in the state, sleep in 

hotels and visit local restaurants,” he
said.

Wyoming will be the first state with
a blueprint aimed at overhauling a
whole state parks system, said Mar-
garet Bailey, senior vice president of
CHM Government Services. The
overhaul is known as the Concession-
aire Master Plan.

The state contracted CHM to over-
see the department’s new investments,
assist in drafting new laws and evalu-
ate the best private companies with
which to work, Bailey said.

CHM has worked with the National
Park Service on a variety of projects
(including one for Mount Rushmore
National Monument), the Bureau of
Land Management, and state parks in
South Dakota, California and New
Mexico. Wyoming will pay CHM
$168,498 for its services.

In a state where tourism is the No.

Wyoming to Overhaul State Park System,
Add Amenities to Attract Tourists Longer

According to TengoInternet President and CEO Eric Stumberg, there has been a 25%
increase in the number of devices using Wi-Fi networks during the past year. Com-
pany also documented a 42% increase in Wi-Fi data consumption from 2011 to 2012.

To help hungry RVers find parks
close to some of America’s top culi-
nary hot spots, the editors and con-
sultants of the Good Sam RV Travel
Guide and Campground Directory
have compiled a list of the “Top RV
Parks for Food Lovers for 2013.” Fea-
turing RV parks from across North
America, the list is tailored for RV
travelers who make great eating a
key part of their travels. Top culinary
picks for 2013 were selected from a
database of over 14,000 RV parks and
campgrounds.
RV travelers who love a great meal

can find more information about
foodie-friendly parks in the 2013 Good
Sam RV Travel Guide and Camp-
ground Directory, which combines
two of the RV industry’s most popular
and respected brands — the Trailer
Life Directory and Woodall’s Camp-
ground Directory— into one compre-
hensive volume. The guide contains
detailed information about 14,967 RV
parks across North America
The guide’s top RV parks for food

lovers are:

Good Sam RV Travel
Guide Picks Top RV
Parks for Food Lovers

2 source of revenue, the attempt at a
fix is a stride toward gaining more cus-
tomers in an economy in which camp-
ing, hiking and sightseeing vacations
are affordable options for families.
There are certain things travelers ex-
pect out of parks, and Wyoming
doesn’t offer them at all locations,
Simpson said.

Zip lines, rock climbing, bike
paths, electrical hookups and updated
campgrounds are all on a list of ideas
to help polish parks in need of
makeovers. The department has used
its website as an online forum for
public input. It was open for sugges-
tions until May 15.

Budget cuts ripped into the state
park’s coffers while visitation has wa-
vered in the past few years, making it
difficult for state officials to accom-
modate travelers’ needs, Simpson
said. WCM

• Coyote Valley RV Resort, 
San Jose, Calif.

• Emerald Desert RV Resort-
Sunland, Palm Desert, Calif.

• Riverwalk RV Park & 
Campground, Fortuna, Calif.

• Road Runner Travel Resort, 
Fort Pierce, Fla.

• Lake Pines RV Park & 
Campground, Columbus, Ga.

• Lafayette Convention & Visitors
Commission, Lafayette, La.

• Pine Crest RV Park of 
New Orleans, Slidell, La.

• Frontier Town Campground,
Ocean City, Md.

• River Ridge RV Resort & Marina,
Stanwood, Mich.

• Signature Motorcoach Resort 
at Bay Harbor, Bay Harbor, Mich.

• Sam’s Town Casino & RV Park-
Boulder, Las Vegas, Nev.

• Ashville Bear Creek RV Park,
Ashville, N.C.

• Portland Fairview RV Park,
Fairview, Ore.

• Salt Lake City KOA, 
Salt Lake City, Utah. WCM

Correction
A story in the May issue of Woodall's

Campground Management incorrectly
identified a suit against Robert J. Moser,
Robert C. Morgan, Morgan RV Resorts
LLC and Racetime RV Resorts LLC with
NASCAR as the plaintiff. The plaintiff is
Racetime Investments LLC. NASCAR is
not part of the lawsuit directly or through
an affiliate. WCM
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Northern Indiana was a touchdown point
recently for “Tornado Jim,” also known as
Jim Rogers, chairman and CEO of Kamp-
grounds of America, Inc. (KOA). After
serving as keynote speaker at the “RV Indus-
try Power Breakfast” (see page 3) on May 9,
Rogers stayed in town to meet with RV in-
dustry players and take tours of RV manufac-
turing facilities before spending the weekend
— KOA’s nationwide Big Weekend event, in
fact — at the Middlebury KOA in Middle-
bury, Ind., with owner Hope Perkins. 

There, he circulated among the campers,
gave on-camera interviews with Woodall’s
Campground Management and RVBusiness
magazines and spoke on the air with a local
radio station remote team during festivities
celebrating the commencement of the 2013
camping season and raising funds for the

KOA Care Camps, 54 specialized camps
across North America for kids with or re-
covering from cancer and their families.

Middlebury KOA’s weekend agenda was
a full one, including a viewing of Rogers’
appearance on the television show “Under-
cover Boss,” a fishing tournament, carna-
tions for Mother’s Day and events for kids
such as tie-dye parties and temporary tat-
toos. “Everybody gets into it. This is ab-
solutely fantastic,” he stated. “We’ve got a
trade show going on here, we’ve got an auc-
tion tonight, we had an ice cream social last
night and we’re going to have a pancake
breakfast tomorrow morning.”

But, Rogers said, the Big Weekend isn’t
the only opportunity for campgrounds to
raise money for Care Camps. “We like to
feel that we care all year long. Throughout
the year our owners come up with clever
ways to provide revenue (for Care
Camps)… And then at the end of the year
we have this huge auction at our annual
convention and raise hundreds of thou-
sands of dollars that go into this pool so
that we might be able to grow the number
of camps that we sponsor.”

KOA has raised about $5 million for Care
Camps, with donations and sponsorships
growing by wide margins over the last few
years. Rogers attributes that to a surging ap-
preciation for the fun and joy of camping.

“There’s a real buy-in on this concept on
getting youth outdoors that happen to be
sick or recovering or really struggling. And
obviously many of our campers know the
joy of being outdoors and what that
means,” he explained. “We believe as out-
door hospitality folks that if we can help
young people that are fighting in these very
difficult times, if we can get them in the
outdoors and have fun with each other,

they might heal a little faster.”
Besides being a core fundraising event

for Care Camps, the Big Weekend helps
KOA campgrounds kick off their season
with a bang through better timing and
deeper engagement with their campers.

“It’s good for us because we get our parks
open earlier. Most people open Memorial
Day, so we kind of get all the cobwebs off, we
get the streets swept, we get the grass cut;
we’re ready to go for the summer season.
This is a great way to start,” Rogers said.
“And our campers are doing the same thing.
They’re out here with their rigs, their tents,
trying out our cabins, and they’re getting the
cobwebs off of their equipment too.”

Camping early may also have an effect
on camping often. According to Rogers,
KOA’s advance reservations are already up
9% over last year, which he said was a
“record year” with 2012 being the com-

pany’s 50th anniversary. “The fact that
we’re building on top of that record year
is awesome,” he said. “I think Americans
are looking at a stable price for gas, an im-
proved economy, and there’s just this
pent-up demand to get out there.” – Barb
Riley WCM

Jim Rogers Touts KOA Care Camps Over 
‘Big Weekend’ at Hoosier Campground

KOA Chairman and CEO Jim Rogers with
Hope Perkins, owner of the Middlebury KOA
in Middlebury, Ind., and a member of the
board of directors for KOA Care Camps.

Middlebury KOA in Middlebury, Ind.

RVIA Begins to Update Park Model
Standards: The Recreation Vehicle In-
dustry Association (RVIA) held its first
standards technical subcommittee meet-
ing on the ANSI A119.5 Standard and
Handbook recently. The subcommittee,
chaired by John Walters of Cavco Indus-
tries Inc., includes Gary Duncan, Forest
River Inc.; Jerry Glenn, Kropf Manufactur-
ing Inc.; Jerry Miller, Woodland Park Inc.;
Bob Phillips, Dutchman Manufacturing
Inc.; Jimmy Sellers, Chariot Eagle Inc.;
and John Soard, Fairmont Homes Inc.
The 2014 revision cycle of ANSI A119.5 is
well under way, with the target date of
publication set for Oct. 15, 2014.

New California Coastal Campground
by 2015: According to California State
Park officials, the state is looking to trans-
form Fort Ord Dunes State Park into an
overnight camping spot. The department
outlined a recent study for its project that
would hold more than 100 sites from tent
campers and recreational vehicles in a
section of coastal land that overloads the
old shooting ranges on Fort Ord. The
camping spots would not be available to
the public until 2015 at the earliest.

Q1 RV Shipments Best in 5 Years:
March shipments of all RVs were reported
at 28,923 units, a gain of 2.8% over this
month one year earlier, the RVIA has re-
ported. Shipments were 10.7% greater
than last month and were the best March
total in five years. First quarter total ship-
ments climbed to 79,422 units, 11.2%
ahead of this same period last year. Tow-
able shipments, and in particular conven-
tional travel trailers, provided a greater
number of units while motorhomes have
recorded the greater percentage increase
so far this year.

Founding Family Reacquires Resort:
After a seven-year hiatus, the Cooper fam-
ily is once again running Streeter’s Resort
near Longview, Wash. The family reac-
quired the property at 120 Lake Drive in
January and reopened it in April. The re-
sort has 30 sites for tents and RVs on the
shores of Silver Lake, cabins, a boat
launch and new bathrooms. Paula Nelson
and DeWayne “Punk” Cooper, are co-
owners, along with Cooper’s wife, Sue.
The other co-owners are Michelle and
Robert Brandhorst. Harvey and Lois
Cooper were the previous owners.

CalARVC Suspends Occupancy Sur-
vey: Since the mid-1980s, the California
Association of RV Parks and Camp-
grounds (CalARVC) has collected, ana-
lyzed and shared the occupancy and rate
data of its members. At its high point, the
survey had a consistent 30% to 33% par-
ticipation rate; today, only 16% to 18% of
members share their occupancy data on a
regular basis, the association reported. So,
CalARVC has opted to drop the survey for
now. “We are hoping to re-instate the sur-
vey sometime next year,” reported Debbie
Sipe, CalARVC executive director.
“CalARVC is renovating its current mem-
ber database management system. As we
implement new technologies, we are ex-
ploring more efficient systems to collect
member data.”

Schmarder/Pelland Work Now an e-
Book: ‘Unconventional Wisdom Works: 25
Marketing Strategies to Build Your Outdoor
Recreation Business Today’ has been re-
leased in e-book format, available for in-
stant download at www.Amazon.com. The
electronic version can be read on a variety
of mobile devices, including the complete
family of Kindles and the iPad. WCM

NEWS
BRIEFS

In honor of its 50th anniversary, Hershey
Highmeadow Campground has been re-
named Hersheypark Camping Resort, and
guests visiting the Hershey, Pa., camping re-
sort are now being fully immersed in the
Hershey experience with camping areas re-
named to reflect areas of the widely known
amusement park.

These and other touches underscore the
fact that visitors are in the Pennsylvania city
of Hershey amid its chocolate-inspired lore
— “the Sweetest Place On Earth” — and are
in a place that’s affiliated with a popular
amusement park consisting of 65 rides and
attractions, including 11 rollercoasters, 20
kiddierides and nine water attractions.

The camping resort has grown since
opening on May 16, 1963, from 50 sites and
one bathhouse to a full-service, 55-acre fa-
cility with more than 300 open and shaded
sites for tenters, RVers and log, extended log

and deluxe cabins.
Hersheypark Camping Resort currently

offers 37 cabins with heat, air conditioning,
flat-screen TVs and DVD players, while the
22 deluxe log cabins have showers and rest-
rooms. Pull-through sites are available, as is
free Wi-Fi.

“We are very excited to welcome our
guests, both new and returning, to Hershey-
park Camping Resort,” Mark Panassow, gen-
eral manager of the resort, told Woodall’s
Campground Management. “We look forward
to providing our guests with the same serv-
ice and hospitality they’ve grown to expect,
with some extra Hersheypark touches along
the way.”

Most recently, Hersheypark Camping Re-
sort has added 10 deluxe log cabins to the
Coaster Crest (formerly Crestview) area,
uniquely built by the local Amish commu-
nity. These popular cabins can accommo-
date up to seven guests each and provide
campers with amenities such as heat and air
conditioning, kitchenette, shower-equipped
bathrooms, living areas with pull-out sofas
and porches with grills and picnic tables. All
10 cabins will have full amenities year-
round. 

An official resort of Hersheypark, Her-
sheypark Camping Resort offers discounted
admission and free shuttle service to the

Hershey Highmeadow Campground Gets 
New Name, Logo and Deluxe Log Cabins 
in Celebration of Park’s 50th Anniversary

110-acre amusement park located less than
three miles away. Park visitors are admitted
free to ZooAmerica North American
Wildlife Park, home to more than 200 native
North American animals. The Boardwalk at
Hersheypark has added two slides and
Shoreline Sprayground for the 2013 season.

Campers staying at the Resort also receive
discounted admission to Hershey Gardens
and The Hershey Story, The Museum on
Chocolate Avenue.

While nearly 97% of Hersheypark Camp-
ing Resort’s guests visit area attractions dur-
ing their stay, those looking for a break will
find an outdoor recreation area that features
two swimming pools, a children’s wading
pool, basketball, volleyball, shuffleboard and
horseshoes. Three laundry facilities, a Fam-
ily Fun Center, and the Camping Resort’s
General Store: Sweets & More (formerly the
Country Store) are also located onsite.

Beyond all those amenities, Panassow
says there’s something about Hersheypark
Camping Resort that keeps visitors coming
back to the extent that it has posted in-
creased occupancy over the last five years
and has a veteran staff that returns year after
year. Panassow attributes the high staff re-
tention to “treating folks right” and encour-
aging employees to “enjoy themselves when
at work.”

“If our staff has fun at work and enjoys
what they do,” said Panassow, “they’re going
to stay with us and they’re going to pass that
on to our guests through guest service. We
like to think we give [guests] exceptional
VIP service. We have a very welcoming,
warm, friendly staff and we hear that often.”
— Dannie Bovay WCM
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INSITES

David 
Gorin

Wi-Fi being a highly valued amenity in
today’s world, lower-priced facilities use
it to attract guests who are price sensitive
but also have indicated their desire for
Wi-Fi.

At the high-priced properties, guests
are assumed to be making decisions
based on the overall higher end facilities,
amenities, location and other similar fac-
tors. While Wi-Fi is important, it doesn’t
factor into their decision-making at
higher levels as it might for the
traveler/vacationer who is more price-dri-
ven.

Here’s another thought: A 200-site
park open year round with a 40% occu-
pancy rate is going to pay $15,000 annu-
ally to provide high-speed Wi-Fi to its
guests. That works out to just 51 cents
per occupied site night. Add $1 a night to
your site rate and you’ve more than cov-
ered the cost.

Another way to thinking about this:
It’s going to cost you $20,000 to install
and operate a reliable Wi-Fi system. At a
$50/night rate, that’s 400 site nights. If
you have an A+ Wi-Fi system that works
basically flawlessly, will that produce 400
site nights each year? Looking at it an-
other way, if you don’t have a flawless sys-
tem, what might that cost you in lost
repeat guests over the year?

There are lots of ways to skin this cat
but the bottom line remains the same:
The best practice is to provide high-qual-
ity, reliable and fast Internet connectivity
at your sites. How you skin the cat will
depend on your particular approach to
your business and your guest experience.

Superior Quality Parks
Thumbing through the recently dis-

tributed ARVC Member Handbook, I
came across an interesting logo that
caught my attention: “Superior Quality
Park” in the shape of a seal with five gold
stars in the middle.

Reading through the accompanying

text, it became apparent that ARVC will
be awarding this designation to parks
where the owners, managers or other key
employees had completed certain certifi-
cates in the new Outdoor Hospitality Ed-
ucation Program (OHEP).

Karl Littman, chairman of the ARVC
Foundation and president of the Virginia
Campground Association (VCA), had re-
ported in passing to the VCA board in
early April that such a designation might
be coming so I was somewhat aware of
the idea, but I was unprepared for it when
I saw it announced in print in the hand-
book that had obviously been to print
well prior to the ARVC Board and Foun-
dation meetings in early April.

It seemed to me that a designation as
strong and clear-cut as Superior Quality
Park seems to be — complete with its five
stars in the logo — is not something that
should be introduced to the park industry
without some pretty broad discussion.

Barb Youmans, ARVC’s senior director
of education and membership, responded
to an inquiry about the new designation.
Here’s Barb’s take on the SQP.
"Just so we are clear, this designation is

not intended to be a “rating” for the park,
but rather a designation that recognizes a
park owner’s commitment to improved
quality service and guest experiences over-
all through learning supported by OHEP. We
believe strongly that individuals who suc-
cessfully complete the criteria for an OHEP
certificate will grow personally and profes-
sionally. With enough full-time (seasonal
and year-round) employees receiving certifi-
cates, we also believe guest experiences will
be positively impacted.
"We want to recognize parks who have

demonstrated their commitment to develop-
ing their employees, who are the ultimate
ambassadors to the consumers and that
strive toward better delivering operational
excellence and experience through those
ambassadors and their participation in
OHEP.
"This was an internal ARVC decision

that was made for the purposes of recogniz-
ing efforts in this area. The program was
presented to the board at the recent Spring
Board meeting as part of the Foundation
and Education update given by Karl
Littman."

Barb’s explanation of the desire to rec-
ognize educational achievements is cer-
tainly appropriate, laudable and no one
would quibble with that.

Still, just to be clear — if awarding the
designation of “Superior Quality Park” is
not offering a rating, exactly what is it?
As a consumer, if you saw that seal on a
park, what would be your logical conclu-
sion? If it’s not a rating, what is it 
and what information is intended for the
consumer?

Participation in the OHEP is one way
for a park to demonstrate a commitment
to developing employees. Is it the only
way? I don’t think so. Is it the best way?
Maybe — but the OHEP program is
brand new and is essentially untried and
untested at this point.

Is this a designation that signifies an
educational accomplishment of an indi-
vidual? What happens when the individ-
ual, maybe the owner, sells the park or
employees leave the park? Is it no longer
a Superior Quality Park? What’s the con-
nection between the educational attain-
ments of an individual or a group of
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My informal poll now shows that after
many years in first place, sewers have
been replaced as the top talking point
among U.S. park and campground oper-
ators by subjects having to do with the
fine art of Wi-Fi technology.

As sewer systems, treatment plants
and related issues were often the bane of
the park owner’s existence, in many cases
that headache today has been replaced by
Wi-Fi. In fact, I've even heard park folks
saying they’d rather unclog a sewer line
by hand than face a customer with a Wi-
Fi complaint. And it’s no longer a matter
of talking about needing to have Wi-Fi:

It’s now moved into the more sophisti-
cated areas of bandwidth, repeaters, con-
trollers, towers and other technology
issues. And of course, is it free or do we
charge for it?

Best practice in the hospitality indus-
try today calls for facilities to provide re-
liable high-speed Internet access where
the guest wants it. In the hotel business
that means in the guest room; in the park
business that means at the site and inside
the RV (or cabin or whatever).

Once that standard is accepted, then
the only remaining question is who pays
for the service. The park owner? The
guest? A combination?

Often heard at these discussions is that
lower-priced hotels are giving Wi-Fi away
free while high-priced hotels are some-
times charging quite high fees.

Why? Perhaps because the guests at
the lower-priced properties are assumed
to be shopping price and looking to get
the best deal for their money. So with 

Gorin Poll: Wi-Fi Takes Over the Top Spot — Sewers Drop to Second Place!

InSites – continued on page 36

www.fluidmfg.com
www.bookyoursite.com
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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

www.athensparkhomes.com


channels, wouldn’t it make sense that the
outdoor recreation and hospitality industry
get connected to have a voice and share in
the economic impacts of travel?

By leveraging the power of the general
travel dreaming-, planning- and booking-
marketing channels, there are several op-
tions for our industry. Of course we all
know the power of online travel sites, both
in our own industry as well as general
travel. I’m sure you’ve wondered how hotels
and airlines are able to satisfy the planning
and research stage of vacation planning and
make it easy to confirm travel plans (do 
any of you still make phone calls to book
airlines or hotels?).

The answer is that they found their voice
together. By building a system that makes it
easy to connect property-owner inventory
to multiple consumer channels, they stay in
control while providing the consumer with
instant access and the ability to serve them-
selves. So whether the guest finds you
through your own marketing (direct) or
through third-party channels (online mar-
keting sites) property owners can maximize
each channel for optimum revenue per
booking and quantify each marketing 
dollar spent. 

According to the Outdoor Foundation,
42.55 million people in the U.S. camp or RV.
During the recent economic recession, the
outdoor recreation industry grew approxi-
mately 5% while other sectors — including
general travel — did not fare as well. Yet
they learned more than ever how important
it is to invest in new technologies to meet
the consumer demand for convenience and
instant access. With mobile-enabled tech-
nologies, near-field communications and so-
cial media, they continue to evolve and lead
with the ability to capture consumer leisure
spending dollars.

With $646 billion spent on outdoor
recreation, it is time for us to be heard —
and by working together, we can make a
difference by leveraging general travel sys-
tems and travel-marketing channels to con-
nect consumers to outdoor hospitality
travel experiences.

Deb Kohls is an outdoor hospitality and
recreation expert on travel industry systems.
She has an extensive background in en-
abling technologies, which connect busi-
nesses with consumer, and serves on the
Camp California board of directors, a
wholly owned subsidiary of CalARVC. Con-
tact her at www.linkedin.com/in/debkohls
or at (714) 269-1264. WCM
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GUEST VIEW

Keeping up with the trends and all the
electronic ways to connect with con-
sumers is vitally important to our outdoor
hospitality businesses. Even the general
travel industry is challenged with manag-

ing all the points of connection with the
digital consumer in today’s instant access
culture. Yet we can learn some very impor-
tant lessons on collaboration strategies,
which enable the travel industry to remain
close to their guests and quantify the value
of such connections.

Finding Our Voice
From websites, mobile apps and mobile-

enabled websites to global distribution sys-
tems and online review sites, consumers are
demanding options, information and im-
mediate gratification. The hotel and airline

Deb
Kohls

Keeping Up With the Evolving Travel Technologies’ ‘Ecosystem’
industries have learned that providing con-
solidated information through an inte-
grated system enables better inventory
control for the individual business owner
— and provides the traveler with greater
single-source information in the trip plan-
ning experience.

As the online consumer expects a greater
level of choice and even a single stop in the
dreaming-and-planning process, the travel
ecosystem is evolving to provide increased
choice about the “where” to go, “why” to
go there, “what’s there” and the “how” to
get there. From travel reviews to booking

Manufacturers of Quality Recreation FUNniture

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

2061 Sulphur Springs Rd
Morristown, TN 37813

www.fmca.com/campgroundconnection
www.minigolfinc.com
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www.breckenridgefinerliving.com
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ON CAMPGROUNDS

At Alamo River RV Resort, in the San
Antonio suburb of Alamo City, Texas,
you’ll find a lot more than a campground.

Spread over 93 acres, the resort also is
a small working ranch and, on any given
day, the park may be hosting a wedding,
church picnic or class reunion on the
banks of the Medina River.

“In San Antonio, we’re the only place
that has the ability to have big church pic-
nics,” said Charlie Brown, 73, a retired
Delta Airlines pilot for many years who,
at the end of his flying career, flew a pri-
vate jet for legendary investor Warren
Buffet.

The afternoon of the day that I talked
to Brown, the park was hit by a tornado
that took down about 100 trees on the

river bottom.
“Nobody was hurt,” he said later, “but

one RV was damaged to the point that the
owner said he would have to buy another
one.”

Brown and his wife, Roxie, bought
the ranch in 1995 and 10 years later built
the RV resort, gradually expanding from
eight sites to its current 52 pads.

They soon realized that side events can
be very lucrative.

“I can get as much for a church picnic
as I can get for a full month for an RV
site,” he said.

For those events, Brown hires outside
vendors to provide food and entertain-
ment such as portable water slides and
tents. “We can cook 1,000 strip steaks for
a meal,” he said. “All this is a very prof-
itable add-on to the RV park.”

The resort also promotes itself as
horse-friendly. “We have miles of trails
with nice soft dirt for the horses’ feet,” 
he said.

And this summer, Alamo River joined
the “Tents for Troops” program that al-
lows free camping for military veterans.

In addition to the RV sites, most of
which are in a former pecan grove, Alamo
River has 60 tent sites in six clusters 
on the river bottom, where groups can
camp. They were not damaged during the
tornado.

On the RV side of the business, “We are
90% to 95% full all the time,” Brown said.

Currently with a single one-bedroom
cabin, Alamo River has six sites that will
be suitable to add others. “We have elec-
tricity, but we have to put the pads and
water in and build a new septic system
that will handle the sites,” Brown said.

Expanding Alamo River “is a real
touchy thing,” he said. “Five years ago we
were ‘blowin’ and goin’’ and then the
banks quit loaning money,” Brown said.

That meant plans for a swimming pool,
outdoor kitchen and landscaping evapo-
rated.

The riverfront campsites, although
popular, are in a flood plain. “You can
back your RV up to the river and put a
line in to fish,” Brown said. “But they
must demonstrate they can move their rig
in 20 minutes. We’ve had two situations
where we thought the river might flood
where we elected to evacuate and moved
them to a location at the top.”

Alamo River has four permanent em-
ployees, and currently three workampers
are helping maintain the park.

On a historical note, Alamo River has
an oak tree that botanists believe is some
600 years old — under which Mexican
General Antonio Lopez de Santa Anna is
reputed to have camped in 1836 on his
way to attack the Alamo. “It’s one of the
oldest live oaks in the United States,”
Brown said.

* * * * *
Many of the Charlottesville, Va., KOA

sites in the foothills of the Blue Ridge
Mountains have been reworked since
owners Dan Martin, his wife, Ashley,
and her father, Bryan Nettleton, bought
the park in 2010.

Founded in 1966, Charlottesville KOA

has 47 RV sites, eight log-kit cabins and
14 tent sites.

“Since we are an older park, we are re-
stricted to our size, so we’ve taken out
some sites,” Martin said. “Two back-ins,
we made pull-throughs, and a couple
other sites that were smaller, we've
worked around them to make them pull-
throughs.”

The heavily wooded park 12 miles
from downtown Charlottesville in central
Virginia has a large swimming pool, chil-
dren’s playground, game room and a
sports field, while offering free cable 
and Wi-Fi.

Beaver Pond also is available for fish-
ing, although the park website reports
that fishing has become difficult because
of an insurgence of lily pads.

Open from mid-March to mid-Novem-
ber, business in mid-May was just starting
to pick up. “Right now, it’s kind of our off-
season, but this weekend is graduation for
the University of Virginia and then Memo-
rial Day is approaching,” Martin said.
“We’ve been a little slower than the previ-
ous years, but our reservations are looking
good so we are not too concerned.”

* * * * *
RVers shouldn’t try to use GPS to find

Prairie Oasis RV Park in Henderson,
Neb.

“It will take you south of Interstate 
80 — and we are north of the Interstate,”
said Donna Bankston, who bought the
35-site park with her husband, Mark,
three seasons ago. “You’ll get lost and
never find us.

“I’ve tried my best to sort if out. They
insist I’m three miles south of the Inter-
state.”

Prairie Oasis has a small lake for fish-
ing, swimming and paddleboats and a
recreation hall that will seat 50 people.

“The park was in need of a lot of TLC
when we bought it,” she said. “It was an
old (franchised) park in the 1960s, and
stopped in the early ’90s.”

That meant the couple had a lot of fix-
ing up to do.

“We have remodeled the restrooms and
dining room and took out a lot of side-by-
side sites so they were longer and a little
more secluded.

“We lost about seven sites, but it was
worth it to make it more modern for the
large rigs with slideouts and all.”

Bob Ashley is a veteran newspaper writer
based in central Indiana who specializes in cov-
erage of the RV and campground industries. He
received the 2013 “Distinguished Service in RV
Journalism” award from the Recreation Vehicle
Industry Association (RVIA). WCM

Reports from 
the field: 

Bob Ashley

Spread over 93 acres, the resort is also a small working ranch.

Charlie and Roxi Brown, owners of  Alamo
River RV Resort

Gen. Santa Anna Camped Here in 1836 on His Way to the Alamo

www.towercompany.com
mailto:salestower@comcast.net
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now several ways to process credit cards.
The standard method is still utilizing a
point-of-sale credit card terminal, which
is hooked up to a phone line. Eighty per-
cent of all campgrounds still use these
machines.

But in the past few years, many own-
ers have switched their processing to
computers, either utilizing a website, a
stand-alone program or a gateway into
other software such as a reservation com-
pany. There are several such companies
that service the campground industry
(some almost exclusively) and some that
have a broader customer base. The camp-
ground owners are familiar with many of
these companies, including Leisure Inter-
active (also called Hercules), RMS (one
of the largest in the world), Campground
Manager, Campground Master, Camp-
ground Automation, Red Rover, Digital
Rez and several others.

Most recently, some campground
owners have decided to go wireless with
their transactions, using terminals that
require neither a phone line nor electric-
ity. Although convenient, transactions get
a bit more costly utilizing these termi-
nals. However, there are places where
they are necessary because of the lack of
a phone or electrical connection.

Finally, the processing industry has in-
troduced swipers that hook up to either
I-phones or Android phones and a pro-
gram which is accessible through the 
Internet.

Many processors (such as my com-
pany) are prepared to allow campground
owners to utilize whatever type of equip-
ment they desire to process credit or
debit cards.
Security: Because the theft of people’s

identities has become the No. 1 crime in
America — encompassing over 68% of
all crime — the processing card industry
took action in 2006 to help prevent these
crimes when they originate through the
theft of credit card data. The industry cre-
ated the PCI-DSS — the Processing Card
Industry Data Security Standards —
which are a set of rules and regulations
that govern all businesses that accept
credit or debit cards. The PCI require that
every business complete a “Question-
naire and Attestation of Compliance” on
a yearly basis and answer questions con-
cerning the security of their transactions
and the record-keeping of the transaction
data. Processors now charge merchants
either a yearly or monthly fee for PCI
compliance. In the event a merchant’s
data is stolen, the industry levies fines on
both the merchant and the processor,
which can range from $50,000 to mil-
lions of dollars depending on the severity
of the data breach.
Litigation: In 2006, many major re-

tailers sued Visa and MasterCard alleging
collusion between the credit card compa-
nies in setting credit card rates. The re-
tailers stated that the two companies had
violated the Sherman Anti-Trust Act and
the case proceeded for nearly seven years
in the U.S. District Court of the Eastern
District of New York (Brooklyn). Late last
year a settlement was reached with some
of the plaintiffs. Visa and MasterCard
agreed to pay $3 billion in fines, lower
the interchange cost 0.10% and permit
merchants to surcharge their customers
for the transaction fees. The latter, how-
ever, entailed some details that camp-

GUEST VIEW

My company, MCPS for Camp-
grounds, has been processing credit cards
for campgrounds since 2006. It amazes
me how far technology has advanced in
the methodology and equipment relative
to credit and debit card transactions.
Also, because the process itself gives us

unusual access to data and statistics
about the finances of several hundred
campgrounds, we are an unparalleled
source of financial information about the
industry. We have constantly informed
our customers, potential customers and
readers of various publications of these
advancements and of the ever-changing
rules and regulations of the credit card
industry. 

Truthfully, there are some campground
owners who find these facts interesting
and helpful but, by and large, owners of
campgrounds are much more interested in
the current local and state rules governing
their campgrounds, what the weather is or

Art
Lieberman

Are Campground Owners Technologically Impaired?
how their customers are treated — and
who can blame them? We are talking
about the hospitality industry!

As a pure businessperson, facts about
the credit card industry should be inter-
esting to owners, since credit/debit card
processing presently averages 72% of all
income of campgrounds. It is true that
many owners are moving toward utiliz-
ing reservation programs through com-
puters and many have figured out that
offering cabins, park models, yurts or
rental units will attract the households
that don’t own RVs, but beyond that,
there is little interest in the advances
made in the technology of credit card
processing — nor the applicable laws
which impact them as merchants. It
dawned on me therefore, that simply stat-
ing what a campground owner can now
do with the new technology, and also ex-
plaining any new regulations, would help
them in their business.

So here, in brief, are some basic credit
card facts that campground owners
should know that might be useful:
Rates: Essentially there are two rate

structures that the processor gives to
merchants. One is called tiered rates,
where the costs are determined by the
method of the transaction. They are
swiped rates, non-swiped rates, rates for
rewards cards and rates on debit cards.
These rates are generally fixed, such as
1.69% on swiped credit cards and up to
3.49% on non-swiped cards such as
reservations taken over the phone. Keep
in mind that swiped debit cards are al-
ways cheaper than swiped credit cards. 

The other rate structure is Interchange
Plus that is based upon the actual rates
offered to acquiring banks to which they
add a small percentage as their profits on
the transactions. Interchange Plus rates
tend to be lower than tiered rates and are
based upon card types rather than the
method of actually doing the transaction.
Processing Equipment: There are

Guest View: Lieberman – continued on page 34

www.dogipot.com
mailto:sales@bbelec.com
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Owners Overcome Hurdles at Jellystone Park at Lazy River in Hudson Valley, N.Y.

When brothers-in-law Glenn Bracklow
and John Lawrence and John’s wife, Heidi
(Glenn’s sister), decided in the early 1990s
that they wanted to go into the outdoor
hospitality business, they had two choices:
start from scratch or buy an existing camp-
ground.

They chose the latter and in late sum-
mer 1991 bought a rundown campground
in the Hudson River Valley near Gardiner,
N.Y. The facilities were meager, John re-
called. There was a single cash register in
the office and a pop machine outside.
“There were a couple of hookups. The

place wasn’t nice,” John said succinctly. But
the site had some special features: The
Wallkill River bordered the mostly level
campground on the east side, thick woods
covered a portion of the park and a stately
barn and 40-foot silo served as a focal point
to the 80-acre property.

They kept the campground open that
first fall but when the season ended in Oc-
tober, they began to gut the barn and up-
date the sites, running water lines and
30-amp service to 100 sites. They added an
inviting covered porch to the barn —
which serves as the office and campground

store — thereby creating a popular gather-
ing place for guests to sit and chat.

When they reopened in May 1992 as the
Lazy River Campground, they had some-
thing they could be proud of.

Today, the 170-site Yogi Bear’s Jelly-
stone Park at Lazy River is one of the top
Leisure System Inc.’s (LSI) franchises 
in the country, earning multiple awards
from LSI and endearing generations of
campers. Sites are spacious. The camp-
ground is gated which gives an added sense
of security.

“We want to make people feel comfort-
able where they can let their kids run
loose” within reason, John said.

Success has not come without a stiff
price. Along the way, these soft-spoken
owners have battled brutal hurricanes, sev-
eral floods and repressive governmental
and lending regulations that hamper the
future of their investment.

Getting Started
The three entrepreneurs were all in their

30s when they bought their campground.
They were neophytes in the business:
Glenn was a machinist and tool-&-die
maker, John was a homebuilder and Heidi
helped in her husband’s business. But they
knew they wanted to offer a campground
that was neat and tidy that would attract
repeat customers. The Lawrences loved to
camp and wanted to share their favorite
pastime with others.

After just two years in business, the own-
ers chose to join Leisure Systems. As John
explained, “We thought LSI is a quality es-
tablishment and wanted to be part of it.
When we were private, people tended to
skip over our park. Being part of LSI takes
that doubt out of their minds. Getting new
people to come here for the first time became
easier. Once people have been here, getting
them to come back was not a problem.”

Indeed, John figures 50% to 60% of Lazy
River’s campers are repeaters. The LSI af-
filiation helped spread the word well be-
yond the Hudson Valley. Not only does the

campground draw much of its trade from
New York and the adjoining states of Con-
necticut, New Jersey and Pennsylvania, but
it also attracts campers from the South and
points West.

The campground started out with four
cabins and added two more a few years
later. In 2000, they added 10 more cabins,
bringing the total to 16. Ten are park mod-
els; the other six are stationary.

They also have a heated pool and ad-
joining Tiki Snackbar, a recreation hall and
a host of outdoor activities. Themed week-
ends are scheduled throughout the season.

Besides the amenities and loaded activ-
ity schedule for kids, Lazy River has an am-
bience that many other campgrounds can’t
match: its grounds are impeccably clean.

The owners’ goal is a clean environ-
ment, so they make sure everything is
picked up. You won’t find trashcans
around the campground. Instead, campers
are encouraged to place their trash in bags
to leave at their sites; workers pick them
up each afternoon. It’s a time-consuming
task, but they consider it necessary to keep
their park looking neat and clean.

Running the Park
To avoid burnout, Glenn and John share

responsibilities, but rotate their duties. One
week, one of them will open the camp-
ground in the morning and the other will
close it at night. They’ll switch duties the
following week. One of the owners is al-
ways at the front desk to greet campers and
answer questions. Heidi, who considers
herself more of a “troubleshooter,” operat-
ing in the background, joins her husband
and brother for frequent coffee talks where
they discuss all aspects of the campground.
Their homes are next to the campground
so they’re never far from work.

The three owners’ four children grew
up at the campground, but only one, the
Lawrences’ youngest son, Connor, 20, is
on staff.

Still, with four family members always
around, Heidi maintains that “we have eyes

A former barn now houses the campground office and store. The owners opted to retain the quaint silo.

CAMPGROUNDPROFILE

Campground owners (from left) Heidi and John Lawrence and Glenn Bracklow.

A love of camping — but no experience running a resort —
helped these neophytes turn a rundown campground into one
of the top Leisure Systems Inc. franchises in the country. 

The Tiki Bar is a popular hangout once the season gets underway.
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and ears all over the place” to keep tabs on
the campground.

John said they would have added more
sites by now, but the county and state reg-
ulations make it harder to develop and ex-
pand. For example, 15 years ago the
county suggested they install fire extin-
guishers at each site. The owners were
amused by the government’s preposterous
request and the county eventually relented.

Just a portion of their 80-acre tract is de-
veloped, so they have plenty of room to ex-
pand. Glenn said they would like to double
the size of the park and see this as a possi-
bility if only lenders would cooperate with
their plan. “There are so many hurdles.
Everybody is so apprehensive to loan.”

Instead of a major expansion, they’ll do
it in stages, maybe adding 20 sites per year
until they reach their goal. Plans are in the
engineering stage at present. Glenn sees
growth inevitable because the camping
public is growing — and campers are seek-
ing out campgrounds where they can do
more things with family.

In 1998, Lazy River added an automated
reservation service from Digital Rez Inter-
national. About 10 years ago, the camp-
ground launched its first website, and in
2010 started its Facebook presence. Heidi
credits Strait Web Solutions for the camp-
ground’s attractive website.

“Our social media goal is be totally in-
teractive and connected with our guests

and office,” she said. “This is just now
starting to all come together. I’m excited
and anxious at the same time.”

Mother Nature Isn’t
Always Easy to Deal With

Severe weather has battered the camp-
ground on several occasions. Winter ice
jams on the Wallkill River will occasionally
send water pouring onto the campground
over the winter. In 2011, Hurricane Irene
hit the campground right before Labor Day
weekend; water from the Wallkill River
flooded much of the campground, with the
river lapping at the first step of the camp-
ground store.

“Irene was the worst of the storms. I’ve
never seen anything like it,” said Heidi.
“Old farmers said the flood was beyond the
100-year flood line.”

The campground was closed for three
weeks during the cleanup. Then, two weeks
later, Tropical Storm Lee came through.

Last fall, Superstorm Sandy took down
many trees around the campground.

“Every park needs to be aware they
could be hit at anytime. I would tell them,
‘Prepare for the worst and hope for the
best,’” she said.

For several years, the campground has
operated a nice profit center by renting out
pedal carts and kayaks to ply the Wallkill
River. The 2011 hurricane and tropical
storm damaged their boat storage buildings
and altered the flow of the river, making it
less desirable, so after the 2012 season,
they retired the fleet and decided to do
something different.

Instead, they’re turning the shelter into
a farmers market. They’ve rented out the
facility to two seasonal campers who will
offer fresh fruit and vegetables, cheese, eggs
and organic meats this season. They hope
to run it from Memorial Day through the
rest of the summer.

The resort is one of the top parks in the
LSI chain, said Dean Crawford, LSI exec-
utive vice president. “They took a park
that needed a lot of work and turned it into
a nice resort,” Crawford said.

The park annually earns LSI’s Pinnacle
Award for scoring 95% or better on the
home office’s inspection and has twice
been named Facility of the Year (2002 and
2004), he said. It also won awards for
theming and landscaping.

The owners, he added, exude “high en-
ergy” — but remain low-key and let their
award-winning park speak for itself. —
Steve Bibler WCM

The swimming pool adjacent to the store and office juts into a mammoth activity field on one
side of the campground.

A giant map of the campground and a statue of Boo Boo greet visitors to the Lazy River campground, 
located in the Hudson River Valley near Gardiner, N.Y.

Campground Overview
2013 Season: April 27 - Oct 8

Layout: 80 full hookups, 90 partial
hookups and 16 cabins. 50-amp
service at some campsites

Facilities: Game room, heated pool,
horseshoes, mini golf, outdoor ac-
tivities, playground, rec hall, river
and shuffleboard. 

Rates: $42 to $67 nightly rates for
campsites; $63 to $124 for cabins.
For day visits, entry fee is $10 for
adults and $4 for children. RV stor-
age for popups or travel trailers, $3
per day.

Good Sam Directory rating: 9.5 for facil-
ity, 9.0 for restrooms and 9.5 for appeal

Phone Number: (570) 488-6161

Website: www.lazyriverny.com WCM

Day Tripping Along the “Lazy River”
Millions of potential campers live a short drive from Lazy River. The camp-

ground is five miles from the New York State Thruway, making it easily acces-
sible from metro areas of the state, as well as New Jersey and Connecticut.
New York City is 90 miles away.

Overlooking the campground is the Shawangunk Mountains, the single
busiest climbing destination in North America, with some 50,000 technical
climbers visiting the area each year. The region is outlined by the Shawangunk
Mountains Scenic Byway, officially designated a New York State Scenic Byway.
An alternate route through Gardiner was added in the fall of 2009.

The now 88-mile byway encircles the northern Shawangunk Mountains and
travels through the Rondout and Wallkill valleys, linking communities that
have a common relationship to the northern Shawangunks and forming a dis-
tinct region of the state with its own special character.

The campground has a rural setting but is close to several other nationally
known points of interest:

•  The Shawangunk Wine Trail featuring 10 wineries meanders around the
immediate area. 

•  Orange County Choppers, a custom motorcycle builder located in the
nearby historic town of Newburgh — a 10-minute drive away — has become
a cultural phenomenon thanks to a wildly popular television show. 

•  The community of New Paltz, founded by French Huguenots in 1677, is
eight miles away to the north. 

•  Woodbury Common, one of the nation’s top shopping destinations with
220 outlets stores, is in Central Valley, a 35-minute drive from the campground
via the New York State Thruway. Popular farmers markets in nearby Gardiner
and Newburgh are open year-round.

Also close by are West Point, home of the U.S. Military Academy; and Hyde
Park, site of FDR’s Springwood estate home, the Vanderbilt Mansion and the
Culinary Institute of America. Several miles away is Minnewaska State Park
for hiking and mountain biking. WCM
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Destination:

RV Parks & Campgrounds

While park models retain their strong-
hold on the destination-camping market,
some OEM destination trailers continue to
make noise

Ambiguously referred to as everything
from park models to “extended-stay trail-
ers” — and, now, augmented by a new wave
of “destination”-style hybrid towables gen-
erated by an array of North American recre-
ational vehicle manufacturers — the
growing trend among outdoor enthusiasts
to own a unit that can be left at a campsite
all season or all year may be the newest
wrinkle in camping, but the units them-
selves are not for the most part altogether
new in general concept.

Park models have, in fact, long been a re-
liable source of income for campground
owners. More or less permanently located
at a campsite, park models are a good way
for campgrounds to not only cater to RV
owners looking for a more residential-type
camping experience, but also to draw in the
non-RVing crowd to stimulate their bottom
line with overnight fees that tend to dwarf
those of average sites.

Kampgrounds of America (KOA) and
Leisure Systems Inc. (LSI) have reported
that demand for park models has risen dra-
matically over the past year, with registra-
tion revenues climbing to around 20% in
both cases for 2012.

Given the scope of the market, it’s not
surprising then that manufacturers of more
“traditional” RVs have definitely taken no-
tice, with a number of them beefing up ex-
isting models — or creating entirely new
ones — in order to join the fray.

Coined “destination trailers,” these tow-
ables are generally larger and heavier than

their conventional counterparts, and also
include residential touches like bay win-
dows, patio doors and larger refrigerators. 

But should they be considered true park
models, or do they even want to be?

A park model is defined by the ANSI
A119.5 standard as “A vehicular-type unit
primarily designed as temporary living
quarters for recreational, camping or travel
use, which either has its own motive power
or is drawn by another vehicle.” NEC Arti-
cle 552 goes on to add that to be considered
a park model, a unit must meet the follow-
ing criteria: “Built on a single chassis
mounted on wheels, and having a gross
trailer area not exceeding 400 square feet in
the set-up mode.” We’re no doubt accus-
tomed to seeing the 12-foot-wide park
models at campgrounds, whether they’re
bungalow-type units, casitas or even yurts
(to some extent), but it may be difficult to
discern one of the “new breed” of park
models, especially considering they’re built
on 8- or 8 1/2-foot wide footprints.

This new breed of destination trailer,
however, does offer a distinct advantage.

“One of the major advantages an 8 1/2-
foot-wide trailer like the Bay Point Destina-
tion Park Trailer has over a 12-wide park
model is the ability to affordably move or
transport the trailer yourself or have any
small truck transport company move the
unit for you,” said Terry Hiser, sales and
marketing director for Recreation by De-
sign RV. “The 12-wide park models require
a large commercial transport truck and a
CDL-licensed driver at significantly higher
freight costs.”

One of the primary draws of destination
trailers — in addition to the fact they don’t

Park models and specialized ‘Destination Trailers’
Fill a growing niche for more long-term campers

generally need to be professionally trans-
ported and set up, as do park models — is
price; buyers can get a unit with a more
“residential” feel without the associated
year-round campsite rental fees or steeper
up-front costs.

“A unit from our DST lineup is generally
more affordable than a typical park model
unit,”explained Ben Johnson, Jayco’s Jay
Flight brand manager. “It’s also more ver-
satile in how customers can use it,” he
added. “Our DST comes standard with
holding tanks, for instance, so owners can
use them in a more traditional campground
space. And while DST certainly isn’t con-
sidered a lightweight product line, it’s much
lighter than most park model lines, making
it easier to move around when someone
wants a change of scenery.”

Despite the continued presence of these
OEM-designed trailers, however, conven-
tional park-model builders don’t seem too
concerned when comparing the two cus-
tomer bases. “There will continue to be two
separate markets until campgrounds up-
grade their parks in lot size and sewer sys-
tems to accommodate the 12-foot units,
and that is costly,” said Larry Weaver, sales
manager at Dutch Park Homes, which
builds both park models and destination
trailers.

Echoing the industry sentiment that the
destination-trailer market shouldn’t have
too much of an impact on park model sales
is Gary Duncan, general manager of For-
est River’s Park Model division. “The two
products tend to attract two different types
of customers,” he said. “The towable cus-
tomer is most likely buying that product
because they do indeed intend to tow it
from one destination to another, even if
only occasionally. The 12-wide buyer is a
single-destination customer, looking for a
‘home away from home’ to be located at

their favorite campground, park or other
property.”

Destination-trailer manufacturers, for
their part, aren’t exactly declaring war on
park-model builders; they also consider
their trailers a niche-market offering with
little overlap. “To a certain extent they com-
pete — but they are also two separate mar-
kets,” said Jim Mac, communications
director at Keystone RV. “Park homes are
made to be placed and permanently sited;
a destination trailer can be permanently
parked but has the option of being easily
moved should the owner need a change of
scenery.”

One advantage park model manufactur-
ers do claim to hold over destination trailers
is more durable construction. Park models,
they maintain, are often built with larger,
more residential materials such as 2 x 4-in-
sulated exterior walls and engineered roof
trusses. “We build a very heavy product
that I believe is safer and gives owners a
more ‘like home’ feel,” noted Dick Gry-
monprez. director of park model sales at
Champion/Athens Park Homes. “Whether
you are looking for a second home, a week-
end getaway or something to rent in an RV
park, you just can’t beat a park model RV.”

But destination trailers — not exactly lit-
tle tear-drop trailers — feature some of the
same rugged construction of the park
model lines. “Keystone destination trailers
are built on 12-inch I-frame beams and typ-
ically weigh in excess of 10,000 pounds,”
said Keystone’s Jim Mac.

Whether a park model or a destination
trailer, most agree, the most important
thing is exposing people to the great out-
doors. “Park models of all types can benefit
from the explosive growth in popularity of
destination camping and RVing,” said Dan
Allgyer, owner of Fork Creek Cabins. —
Kristopher Bunker WCM
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CAVCO
Based in Phoenix, Ariz., Cavco initially geared its park models toward snowbirds who
wanted to winter in the Sunbelt, and the company has been credited for contributing to
the 1990’s Arizona park model boom in a big way. The company has since diversified its
business base and is now a leading provider of RV rental cabins for Kampgrounds 

of America, Thousand Trails and
other privately owned-and-oper-
ated campgrounds and RV resorts
as well as government-run parks.
Models include Palm Harbor, Fleet-
wood and Cavco Park Cottages,
with various price points depending
on appointments, which include
lofts, large picture windows and
solar-power units. Contact:
www.cavco.com. WCM

JAYCO
For 2013, Jayco, Inc., Middlebury, Ind., has expanded its destination trailer lineup with
the introduction of the Jay Flight DST. The DST and the Jay Flight Bungalow both offer
open floorplans, tall ceilings and a host of residential amenities. Both lineups come with
standard features such as an 18-cubic-foot, 120-volt refrigerator with icemaker, a resi-
dential-style front profile atrium with opening windows, a 60-inch sliding patio door and
a black-tank flush. The Jay Flight Bungalow also features a 20-inch freestanding four-

burner gas range oven. For 2014,
Jayco will equip its destination trail-
ers with an upgraded mattress in the
master and on the standard sofa bed
in addition to a standard Utility Light-
ing System with lighting specifically
for the entrance, baggage compart-
ment, porch and dump-station. Con-
tact: www.jayco.com. WCM

BRECKENRIDGE
Breckenridge’s Perfect Cottage units are built with 2 x
4’s in the sidewalls and 2 x 6’s in the floors — on an 8-
inch steel I-beam frame — creating a rugged base de-
signed with longevity in mind. The galvanized
underbelly and 30-pound truss roof rafters continue that
sturdy theme. But the Nappanee, Ind., OEM's cottage
also boasts residential comforts such as hardwood
crown molding, an 18-cubic-foot refrigerator and an op-
tional 5,000-BTU fireplace. A queen-size sofa air bed in
the living area, recliner rockers and a premium queen
bed set in the master all offer restful retreats. Contact:
www.breckenridgefinerliving.com. WCM

DUTCH PARK HOMES
Dutch Park Homes, Goshen, Ind., offers both park models
and destination trailers, so the company knows both sides
of the fence rather well. “We build a destination trailer, but
it has [upgraded construction] and the residential features
of the 12-wide,” said Weaver. The Monterey park model, for
example, features many residential niceties, including
shelves above all the windows, a dining-room bench and
pull-out pantry shelves. Dutch Park offers one-, two- and
three-room units with options like lofts, dormer windows
and drop bedrooms. Their sidewall insulation boasts resi-
dential-grade R-factors, while Thermopane vinyl windows
tilt inward for cleaning. Vinyl siding covers the OSM and
house wrap. Inside are residential touches like an 18-cubic-
foot refrigerator, 30-inch gas range and 20-gallon electric
water heater. Contact: www.dutchpark.com. WCM

SKYLINE CORP.
Growing market penetration has helped Skyline Corp.,
Elkhart, Ind., expand its production of park models into six of
its housing plants across the U.S., reported Terry Decio, vice
president of sales and marketing for the venerable northern
Indiana RV and manufactured housing builder. In fact, Skyline
includes many of the same products it uses in its manufac-
tured homes, such as drywall, in its park models, which
makes the Skyline park models more attractive and durable,
Decio noted. He attributed a greater acceptance by camp-
grounds among the industry leaders like Equity LifeStyle Prop-
erties Inc. and Sun Communities Inc. for the growing market
and especially credited Paul Bambei, CEO of the National As-
sociation of RV Parks and Campgrounds (ARVC), for helping
in that endeavor. Contact: www.skylinecorp.com. WCM
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CHAMPION/ATHENS PARK HOMES
The Rental Cottage Series from Athens,Texas-based Champion/Athens Park has been
specifically designed for rental and campground use. The units come standard with
tape and textured and painted walls and ceiling as well as fiber-cement siding exte-
riors. They can be ordered standard with a traditional look or with rustic, cabin-like
features – a style that has clearly gained a lot of popularity in recent years in the North
American RV park and campground arena -- including pine ceilings, walls or accents.
Options include bunks, lofts and screened-in rear or front decks. Also available are
custom touches like built-in microwaves, granite countertops and French doors. Con-
tact: www.championaz.com; www.athensparkhomes.com. WCM

KEYSTONE RV
Keystone RV, Goshen, Ind., offers two lines of destination trailers: The Residence by
Springdale and the Retreat by Hideout. Each brand offers five floorplans that consiste
of many residential features not found in typical RVs, including an 18-cubic-foot re-
frigerator, a larger kitchen sink with additional counter space, 8-foot-high ceilings, 7-
foot-high slide rooms, 50-amp electrical service, dual 20-amp outlets for washer and
dryer, larger freshwater and holding tanks, a 16-gallon water heater and 102-inch
wide-body construction. Keystone destination trailers are built on 12-inch I-frame
beams and typically weigh in excess of 10,000 pounds. Larger windows are another
hallmark of Keystone destination trailers, which come with a bay window in front and
sliding patio doors as the main entrance. Contact: www.keystonerv.com. WCM

www.charioteagle.com
mailto:bobholiday@charioteagle.com
www.phelpshoneywagon.com
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http://www.skylinehomes.com/
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Call today for a brochure:

1.800.944.0240
www.yurts.com

Cottage Grove, Oregon The Original Modern Yurt

Unique Pacific Yurts
          generate revenue!
Unique Pacific Yurts
          generate revenue!

Custom recreation park trailer builder
Chariot Eagle Inc., Ocala, Fla., has 650 dif-
ferent floorplans in its portfolio from
which customer may choose. “It’s amaz-
ing that people can take a 12-by-34-foot
box and design it in so many ways,”
quipped Joe Follman, head of Chariot
Eagle sales. The most recent addition to
Chariot Eagle’s lineup is the more afford-
able Chariot Eagle 1126, which features a
center loft located over the kitchen/bath-
room. “We are trying to make it affordable
for the majority of customers out there,”
Follman said. “It’s incredibly priced, com-
pared to the standard RVs that are out
there.” With retail prices starting in the
high-$30,000s, Chariot Eagle equips its
park models with residential appliances,
furniture and bathroom fixtures. Contact:
www.charioteagle.com. WCM

CHARIOT EAGLE

FOREST RIVER
Although Forest River is better known
for its conventional RVs, the Elkhart,
Ind.-based company’s Park Model Divi-
sion is dedicated solely to the construc-
tion of 11-to-12-foot-wide park model
trailers, cabins and special-use units
and manufactures two distinct model
lines of traditional park models: the
Quailridge and Summit. The Quailridge
lineup offers more than 20 standard
floorplans in both loft and non-loft 
versions with many upscale standard
features such as full residential appli-
ances, brand-name furniture, upgraded
fixtures and lighting, and more. The
Summit, currently consisting of 13 floor-
plans available in loft and non-loft ver-
sions, is more of an entry-level unit, yet
still sporting many of the standard fea-
tures of the Quailridge including décor,
flooring and siding options. Contact:
www.forestriverinc.com. WCM

www.yurts.com
www.fairmontparktrailers.com
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www.cavco.com
www.fleetwoodparkhomes.com
http://www.nationwide-homes.com/ecocottages/main.cfm
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For all the latest RV Park & Campground News visit: 

www.woodallscm.com

PINNACLE PARK HOMES
“Pinnacle Park Homes was one of the first manufacturers to release a variety of floorplans
designed exclusively for the campground industry,” said Terri Stewart, co-owner of the
Lochlocknee, Ga., OEM. In addition to 2 x 4-framed walls and 2 x 6-inch floor joists, Pin-
nacle offers a sub-flooring with an impressive 50-year limited warranty. High-grade in-
sulation and all-wood cabinets are featured in every floorplan. Pinnacle models are 100%
customized to the buyers’ specifications. Contact: www.pinnacleparkhomes.com. WCM

FAIRMONT PARK TRAILERS
Fairmont Park Trailers, a division of Fairmont Homes Inc., added a new floorplan for
2013 — a wider unit in its Country Manor series, reported John Soard, a general man-
ager for the Nappaneee, Ind., company. The new floorplan from Fairmont, which also
builds manufactured housing, allows for a stairway behind the kitchen and more di-
versity for floorplans. Soard reported that Fairmont Park Trailer sales for the first quar-
ter of 2013 were even with 2012, but that the second quarter has been more substantial.
Soard, who serves on the Recreation Vehicle Industry Association’s (RVIA) Recre-
ational Park Trailer Committee, sees industrywide gains for park models as govern-
mental jurisdictions’ acceptance of the product as RVs grows. Contact:
www.fairmontparktrailers.com. WCM

FORK CREEK CABINS
Fork Creek Park Model Cottages floorplans range from a simple efficiency unit up to a two-
bedroom loft sleeping up to 10. Standard construction includes a steel I-beam frame, 2 x 6-inch
pressure-treated floor joists, a 30-year painted roof and either a Thermopane sliding patio door
or insulated fiberglass swinging door. “There is an unbelievable spaciousness in the models,”
said Dan Allyger, owner of the Paradise, Pa.-based builder. “They also include custom cabinetry,
pine interior walls, a complete kitchen facility and optional washers/dryers.” The solid-wood
custom kitchen cabinets, entertainment center with bookshelves and custom wardrobe cabi-
nets in the bedroom showcase Fork Creek’s Amish woodwork, while options like solar panels
and handicap accessibility exude more of a modern look. Contact: www.forkcreek.com. WCM

www.checkboxsystems.net
http://www.rbdrv.com/
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Elkhart, Ind.-based Recreation by Design
offers travel trailers, fifth-wheels, desti-
nation trailers and park models, so they
have all the bases covered when it comes
to destination camping. RBDRV lets the
end-user decide on virtually everything
on the trailer, from the size and floorplan
to the décor and equipment options.
“Some of our floorplans offer opposing
double slideouts in the living areas, giv-
ing you up to 14 feet of interior width,”
said Hiser. The Bay Point destination
trailer, as an example, features 8-foot
ceilings, 7-foot-tall slideouts and a full 8
feet of interior width. These towables
also offer hardwood-framed cabinetry
throughout, and the residential appli-
ances and furniture packages make it
easy to select the unit that best suits your
needs. Contact: www.rbdrv.com. WCM

RECREATION BY DESIGN

PACIFIC YURTS
Although it’s a bit of a departure from
the other units profiled in this package,
yurts are a factor in many of today’s RV
parks and campgrounds — the Pacific
Yurt being a round structure that com-
bines a wood frame with electronically
bonded architectural fabric sides. The
structure is easy to install, according to
the manufacturer, and is available in six
sizes ranging from 12 to 30 feet in diam-
eter. “Pacific Yurts combine the best ex-
periences of tent camping and cabin
life,” said Alan Bair, president of Pacific
Yurts, Cottage Grove, Ore. “You can hear
the comforting sounds of nature while
remaining warm and cozy inside.” Yurts
can be completely customized on the in-
side, as campground owners can add in
as few or as many amenities as they
wish. Contact: www.yurts.com. WCM

www.evergreenusa.com


Dutch Park Homes
2249 Lincolnway East • Goshen IN 46526

(877) 388-2475 • www.dutchpark.com

RESORT LIVING AT ITS FINEST
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New and Exciting Products for the RV Park & Campground Market

VENDORSCAPES

Enviro Design Products Inc.’s newest
product for the RV park and campground
sector, the “Gator,” is gaining quick trac-
tion, said company president William
Watts.

The device fits onto RV sewer hoses and
provides a tight seal when fitted into the
sewage intake at individual campsites. It’s

called a “Gator” because it bites into the
hose and provides security by shutting off
any chance for leakage or sewer gas emis-
sions, Watts explained.

Based in Dunnellon, Fla., Watts showed
the device at the KOA convention in Or-
lando, Fla., and sold hundreds of them. He’s
getting many re-orders which tells him the
product is being well-received, he said.

Overall, Watts is seeing a steady increase
in business from campgrounds retrofitting
their sewer systems. As the U.S. economy
improves, he sees the demand for his envi-
ronmental products only getting better.

For more information, visit www.
envirodesignproducts.com or call (352) 
465-6048.

* * * * *
The proliferation of smartphones and

tablets has forced the owners of RV parks
and campgrounds to upgrade their web-
sites to accommodate these mobile devices.
That means new business for firms such as
Henley Graphic Communications Inc., a

The “Gator” bites down into the sewer hose
and prevents leakage.

full-service printing-and-graphics com-
pany based in Loudonville, Ohio.

Rich Wachtel, office manager, noted
that Henley’s ongoing relationship with the
Ohio Campground Owners Association
(OCOA) has paid dividends as it has led
many of the parks in Ohio to Henley for
this latest development in online services.
Henley publishes the annual Ohio
Campers magazine for OCOA and prints
some 235,000 copies for national distribu-
tion.

For more information visit www.henley-
graphics.com or call (800) 772-5488.

* * * * *
Dutch company Berg Toys is operating

in 60 countries and claims the title of
worldwide leader in pedaled go-karts for
the commercial recreation industry. Ac-
cording to Frank Bewersdorff, president
of Berg Toys USA, their go-karts are avail-

able for purchase through retail channels
like Costco and toy stores, but are also
widely used by entities like campgrounds
and party equipment companies who rent

them out to customers.
“It’s a very lucrative cash income for

medium- to large-sized campgrounds that
have a decent amount of traffic and will
market the karts well,” Bewersdorff said.
“Most of our customers rent them out for
between $5 and $9 for a half-hour to an
hour, and they usually tell us they make
their investment back in the first season,
sometimes actually double it.” Once that
initial investment is paid off, he asserted
the overhead is low since kart fleet rental
can be handled within established workers’
hours. “Many campgrounds do this out of
their store, so they already have staff there,
so it’s a nice source of additional income.”

Berg Toys offers kart versions of Ferrari,
John Deere and Jeep vehicles. “The brand
(recognition) that we have with these
world class companies – each is a leader of
their field, and that just gives the whole
thing a new and special flavor,” he said.

For more information, contact Berg
Toys USA, located in Lititz, Pa., at (877)
499-6462 or visit www.BergToys-USA.com.

* * * * *
For many campers, getting wet in some

fashion is an expected and much-antici-
pated part of their campground experience.
Minnesota-based Water Wars has ideas on
how to have the most fun doing it.

Founded in 1989, Water Wars manufac-
tures an array of water games and activities
for outdoor recreation properties. It makes
stationary games for installation in perma-
nent play areas as well as portable ones for
use at carnivals or other special events, ac-
cording to President Tim VanRooy. Water
Wars purchased WhirlWhims in 2010,
adding the New Jersey company’s carnival
games to its line-up. 

“Our games are designed to last 30 sec-
onds to a couple minutes, so you get a lot

of people put through. A regular single
Water Wars game plays up to eight people
at once, so whole families can play together
at the same time,” he explained.

One thing Van Rooy cited as a stand-out
characteristic of Water Wars equipment is
the quality of its construction. “All of our
stuff uses powder-coated aluminum and
stainless-steel hardware, so it’s designed to
last forever. And that’s really what we pride
ourselves on,” he stated. 

For more information contact Water 
Wars at (800) 950-1132 or visit www.wa-
terwars.com. — Steve Bibler WCM

The Berg Extra BF-3 Sport has three gears, a
hub brake and a freewheel. The freewheel
ensures that the rider can keep the pedals
static while the go-kart is underway. 

Henley Graphic Communications

Water Wars makes a wide range of prod-
ucts, including the Downpour Derby. The all-
aluminum structure is designed for between
two and four players and has a 26-gallon
reservoir.

www.dutchpark.com
http://firesafe1.com/
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GUEST VIEW

More often than not your website is the
gateway to your campground or RV park.
It’s the first impression many people have
of your business. If you have an unkempt
website, it can give people the impression
the same is true for your campground even
though it may be the greatest facility on the
planet.

With technology moving so rapidly it’s
hard to know where to place your website
efforts. Aside from great design and navi-
gation, my aim here is to provide you with
the most crucial components needed today
to have a website that fills campsites. Some
of these ideas may seem obvious, some
may be new, some may be for you, and
some may not. If you’re already applying
them, keep up the great work. If you aren’t,
consider the possibilities.

Mobile-ready
Did you know?

• Of the 88% of U.S. adults who own a
cell phone, 55% use them to access the In-
ternet or go online. Of those 55%, 31%
use their phones to go online more than
they use their computers or tablets.

• Nearly 25 million US mobile users
will research travel information on their

mobile devices before making a trip this
year. Nearly 12 million will use the mobile
channel to book their plans.

These facts should clearly state the
need for a mobile-ready website that is
easy to navigate on today’s smaller
screens. To do so you have two options.
The first is to create a mobile version of
your existing website. However, if you’re
ready to upgrade your site, the second op-
tion is developing a new site that’s — and
here’s the key word — responsive.  A re-
sponsive website adjusts to whatever de-
vice is accessing it, be it a smart phone,
tablet, or computer. When developing a
new site don’t fall for anyone wanting to
create or charge you for a mobile version.
They can be one in the same. This means
not only saving money, but also saving
time when making revisions.

Updated Content
You work hard to keep your property

up-to-date and inviting. The same should
go for your website. Updated content,
events, and area attractions not only put
your campground in the best light, it gives
people a reason to visit. The content you
supply is an essential marketing and cus-
tomer service tool that must not be over-
looked.

So, why do many campgrounds have
outdated content? Experience has shown
me that campgrounds do want an up-to-
date website, but it often comes down to
ability — they either don’t know how or
don’t want to pay someone to do it. The
truth is there are solutions that require lit-

tle more knowledge than browsing the
web and writing a Microsoft Word docu-
ment. Perhaps campgrounds have hired a
web developer that’s not knowledgeable
of the possibilities. Not only that, some
developers want to hold the keys to the
website, meaning they don’t want the
client to be able to update it. Why? Be-
cause it sacrifices ongoing revenue. Make
sure you have the ability to update your
website should you choose to do so.

Search Engine Optimization
(SEO)

SEO is an often overlooked key website
component. It’s the process of making
your website as visible as possible when
people search Google, Yahoo and Bing.
While no one can guarantee you the No.
1 position on Google, the better your SEO
the better your rank will be. Sure, you can
likely type your campground’s name into
Google and it may appear — but what if
you’re located in Glenwood Springs, Col-
orado, and someone does a search for
“Colorado campgrounds,” “Colorado RV
parks” or, more specifically, “Glenwood
Springs, CO Campground?” The end re-
sult is that your campground should ap-
pear.

While a whole article on SEO could be
written, the takeaway is that you should
invest in the process and have it reviewed
regularly to make sure it is working for
you — or you won’t be found.

Social Integration
In working with campgrounds and RV

parks I find varying levels of comfort and
acceptance when it comes to social media.
If you’ve made social media part of your
strategy – excellent! It’s a powerful mar-
keting tool and you likely have your social
profiles displayed on your site. For those
of you that fall into that “resist” category,
did you know you can still integrate social
into your site without having to maintain
any social profiles? Tools such as AddThis
or ShareThis allow you to add the ability
for website visitors to easily share your
campground to their social networks.

Digital Contact Information
You should have a way for people to

contact you digitally on your website,
whether it’s an e-mail address or contact
form. You may say, “pick up the phone”
but that’s not realistic in an age where dig-
ital is the way of life for most. If they can’t
get in touch with you, they’ll go some-
place else — plain and simple.

Online Reservations
Online reservations are a point of con-

tention for many given that it comes at a
cost. While some campgrounds are able to
be fully booked without online reserva-
tions, there are others of you that are
being passed by because you don’t offer
the ability. But people are busy — and
when it comes to making travel plans it is
often reserved for the late-night hours
long after you’re closed. If they can’t book
right then and there, they’re moving on to
someone who accommodates them.

Jeff
Loper

Six Elements of a Winning Campground Website

Guest View: Loper – continued on page 31

www.monarchcoin.com
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companies, bluntly told park operators they
will lose business to other lower-priced
parks if they simply tell people their nightly
rates when people call to inquire about rates.
Instead of immediately providing price in-

formation, park operators should ask ques-
tions of their callers. What brings you to our
area? What kind of RV do you have? By ask-
ing a few questions, your front desk staff will
not only strike up a conversation with people
who call your park, but they will have an op-
portunity to sell your park’s amenities, serv-
ice, activities and location.
Front desk staffers should also make an

effort to book a reservation with every caller
and not make it easy for prospective cus-
tomers to call back later.
“You have to ask for money,” he said.

“You have to close the deal.”
That might be easier than you think, he

added, especially if callers are inquiring
about coming on a busy weekend, when
rates could be increased. “If you book now,”
he said as an example, “we could lock in a

lower rate now.” And you could give them
the option to call back within 24 hours if they
want to cancel the reservation — noting
that, most of the time, callers don’t call back
to cancel.

TACO—from page 3

ASSOCIATION ROUNDUP
Looking to the future, most Texas park op-

erators raised their hands when asked if
their reservations were up and if they ex-
pected stronger business levels this year.
But Bouse also encouraged them to reach
out more to ethnic minorities.
Thirty percent of the people looking to buy

RVs last year were ethnic, he said. “They’re
coming. They want to come. You’ve got to in-
vite them (to your parks),” he said.

Key Legislation
On the opening day of the spring meeting,

the legislative update highlighted the asso-
ciation’s efforts to protect park operators
from arbitrary utility fees and unfair taxation,
while strengthening their ability to imple-
ment evictions, according to a news re-
lease.
“This session has been pretty good,” said

Ron Hinkle, TACO’s legislative consultant,
who joined TACO Executive Director and
CEO Brian Schaeffer in outlining the associ-
ation’s legislative initiatives during an after-
noon meeting at Guadalupe River RV Resort
in Kerrville. TACO’s legislative efforts in-

clude:
• House Bill 2152, which would prevent

water utilities from arbitrarily assessing fees
on RV parks on a site-by-site basis.
• Senate Bill 1268, which would amend

Before the start of the Spring Meeting, TACO’s Gospel Brunch members congregated at Eric
Stumberg’s Patio Ranch in Hunt, Texas. Once known as the Bear Creek Ranch and owned by
(among others) WWI ace Eddie Rickenbacker, the ranch has been in Stumberg’s family for more
than 50 years and has hosted a number of dignitaries — including John Wayne and friends dur-
ing the shooting of the original “The Alamo” movie.

several existing statutes that define an RV
park to more accurately reflect “transient
guests occupying recreational vehicles; and
for which fees are paid at intervals of one
day or longer.” The bill would also remove
the words “recreational vehicle” and
“recreational vehicle park” from Texas
Property Code Section 94, which deals with
manufactured home communities. Schaef-
fer said both pieces of legislation were ex-
pected to sail through the Texas legislature
this summer and be signed into law by Gov.
Rick Perry by September.
TACO has also intervened to modify the

language of Senate Bill 280, which originally
proposed taxing campgrounds to pay for ad-
ditional policing and trash-control efforts
along the San Marcos River. But TACO ar-
gued that park owners should not be as-
sessed the tax because many of their guests
are snowbirds or Winter Texans who do not
use the river. The modified legislation that
exempts camping fees is also expected to
be signed into law this summer.

Vendor Sales Strong
Several vendors attending the meeting

reported strong sales leads and higher sales
figures than last year, which they said could
signal a strengthening economy. This year’s
trade show featured 37 vendors, more than
a half-dozen of which had never exhibited in
a TACO trade show before. New vendors in-
cluded S.A.F.E. Archery, Bishop Distributing,
Diamond Park Homes, Free Style Slides,
Gattuso Distributing, Kramer Kreations and
Severson & Associates.

TACO honored several parks with “Park of the Year” honors. This year’s award-
winners were as follows:

• Medium Size Park of the Year: Rayford Crossing RV Resort in Spring.
• Large Park of the Year: Bentsen Palm Village RV Resort in Mission.
• Best Website: La Hacienda RV Resort in Austin.
• Best Rack Card: La Hacienda RV Resort in Austin.
• Best Brochure: Coyote Ranch Resort in Wichita Falls.
• Best Special Event: Bentsen Palm Village RV Resort, which organized a pet parade

to raise funds for a local pet rescue shelter.
• Best Welcome Package: Bentsen Palm Village RV Resort.
A Supplier of the Year Award was also presented to Champion Homes’ Athens

Park Homes subsidiary, which previously received the award “They’re good guys,”
Schaeffer said of Athens Park Homes, which had a park model on display at
Guadalupe River RV Resort. “They do what they say they’re going to do.”

Schaeffer also presented an award of recognition to outgoing TACO President Bob
Kennedy, who has served at the helm of the association for the past 2 1/2 years. A
host award was also presented to Don Temple of Guadalupe River RV Resort, who
has hosted the association’s Spring Meeting for over a decade. WCM

TACO Honors Top Parks

“It was a good show. There was more
buying activity than last year,” said Wade El-
liott of Utility Supply Group, a Kingston,
Wash.-based supplier of electrical
pedestals and related products who regu-
larly attends campground industry trade
shows across the country.
“We got a lot of sales leads today,” said

Allison Huthmacher, a sales representative
from Alba, Texas-based Diamond Park
Homes.
Champion Homes’ Athens Park Homes

subsidiary also experienced strong sales
activity.

Bryan J. Tolli, an account executive with
Lewiston, Maine-based Evergreen USA,
said the trade show also provided an excel-
lent opportunity for him to interact with
some of his company’s existing insurance
customers and to alert them of the need to
re-assess their insurance coverage when-
ever they add new amenities such as jump-
ing pillows, golf cart rentals, inflatable water
slides and liquid propane service.
TACO also provided a member resource

booth at the trade show, which gave park op-
erators a chance to pose various tax ques-
tions to Don Brown, an Enrolled Agent. Casey
Erick, TACO’s attorney, was also on hand to
answer park operators’ legal questions.
Erick noted that many parks are receiving

phone calls from organizations wanting to
verify their compliance with the Americans
with Disabilities Act. Erick said park opera-
tors should instruct their staffs to ensure that
those calls get referred to park management
for a response. – Steve Bibler WCM

MOARC Names New Executive Director MARVAC Introduces New Logo
Anita Agers-Brooks has been named 

the executive director of the Missouri 
Association of RV Parks and Campgrounds
(MOARC). She started her new job on 
May 1.
She succeeds co-executive directors

Linda Alcorn and Ed Hitzeman.
“I would like to thank Ms. Brooks for 

accepting the position; I know she will do
an outstanding job for MOARC,” Larry
Helms, MOARC president, stated in a press
release.” I would also like to thank retiring
co-executive directors Ms. Linda Alcorn
and Mr. Ed Hitzeman for their unwavering
dedication, support and leadership over 
the past years to MOARC and our camping
industry.”
The MOARC board held a special board

meeting on April 25 to consider the MOARC
executive committee recommendation to

hire Agers-Brooks as the association’s ex-
ecutive director.
Agers-Brooks is a business and inspira-

tional coach, certified personality trainer,
productivity expert, certified training facili-
tator, communications specialist, national
speaker and author of “First Hired, Last
Fired – How to Become Irreplaceable in
Any Job Market.”
She’s a partner in The Zenith Zone, a

business coaching firm; a member of the
Christian Writer’s Guild and Toastmasters;
a client of WordServe Literary Group; a
graduate of CLASSeminars for Leaders,
Speakers, and Authors; a co-founder of The
Story Writing Studio; and speaker on circuit
for Stonecroft International Ministries.
Agers-Brooks can be reached at 

(573) 241-5721 or by e-mail at anita.fresh-
faith@gmail.com. WCM

The Michigan Association of Recreation
Vehicles and Campgrounds (MARVAC) has
approved a new association logo.
The updated design depicts a camping ex-

perience with classic Michigan symbols of
woods and water, along with an RV, tent and

campfire. The modern design more
accurately reflects the progress
the association has made, and the
impact it has had on Michigan’s RV
and campground industry, accord-
ing to a news release.
Bill Sheffer, MARVAC director,

commented, “We believe the new,
modern logo design will be a great
asset in our association’s branding
and marketing efforts.”
MARVAC is the only full-ser-

vice, non-profit, state trade asso-
ciation that represents all
segments of the recreation vehicle

and private campground industries in Michi-
gan. Members include RV manufacturers,
dealers, suppliers, private campgrounds, fi-
nancial/lending institutions, insurance com-
panies and special service firms. WCM
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Arizona ARVC Discusses Pool Lift Requirements
At Spring Meeting, Elects New Board Members

The hot topic of discussion at this year’s
spring meeting of the Arizona Association of
RV parks and Campgrounds (Arizona ARVC)
was the federally mandated pool lifts for the
disabled.
“You can’t just go in and put in a pool lift

and be done; you’ve got to make changes,
like taking a wall down or enlarging an area,
that type of thing,” said Executive Director
Jo Ann Mickelson. If a park’s pool and sur-
rounding areas are not “readily accessible,”
the park can have a documented plan in the
interim to do so. “You have to be working on
it, and ARVC has that plan at www.arvc.org,”
she said, but with a warning: “The plan will
protect you — but it won’t protect you for-
ever.”
Meeting April 24-25 at Rincon Country

West RV Resort in Tucsonwith about 65 peo-
ple, Mickelson said some campgrounds,
such as her own, the J&H RV Park in
Flagstaff, are finding the cost of compliance
too steep and simply removing their pools
and spas. “For my park, it was just not worth
what we’d have to go through to buy (the lift)
and run the risk,” she stated. But while J&H
RV Park is in a mountainous area, for others
that are located in Arizona’s hotspots, the
cost of removing the pool is not an option.
“They have no choice. They have to (become
compliant),” she said simply. “A lot of people
depend on the pools down there where it’s
warmer.”
Her warnings come with already-emerg-

ing examples, as there are lawsuits currently
pending against hotels and motels for non-
compliance. “There are associations repre-
senting people and lawyers who are
basically ambulance chasers who… go out
and find who’s handicapped and notify them,
and if they’re traveling around the country
they tell them, ‘Hey, look at the pool even if
you don’t use it, and if there’s not a pool lift
there, report it to us,’ and they get on it for
them,” Mickelson reported. “So it’s not
something to fool around with.”
The association presented seminars and

awards, conducted a board meeting and
held its annual election.
Fifteen board members were elected and

re-elected. Officers are as follows.
• Past President Robert Rolle of Rolle’s

Lynda Vista RV Park, Yuma.
• President Barbara Stafford of Apache

Palms RV Park, Tempe.

• Vice President Dave Schenck of Pre-
mier Recreation Insurance Services.

• Treasurer Wendy Bykofsky of Rincon
Country RV Resorts, Tucson.

• Secretary Annette Sounnakhone of Rin-
con Country RV Resorts, Tucson. 

• ARVC Representative Saundra Bryn of
Desert’s Edge RV - The Purple Park,
Phoenix.

• Executive Director Jo Ann Mickelson
(nonvoting member) of J&H RV Park,
Flagstaff.
Members and supplier members are as

follows. (Those marked with an asterisk (*)
are new to the board this year.)

• Raphael Bear of Eagle View RV Resort,
Ft. McDowell.

• Dean Buford of Caravan Oasis RV Re-
sort, Yuma.

• Deana Cocks of Staff CPA.
• Harvey Mickelson of J&H RV Park,

Flagstaff.
• John Re of Far Horizons Tucson Village

RV Resort, Tucson.* 
• Scott Swanson of Leaf Verde RV Resort,

Buckeye.*
• Supplier Member Roxi Baxley of Strait

Web Solutions.*
• Supplier Member Hugh Duncan of Pre-

mier Recreation Insurance Services.
Park awards were also given out to the

following campgrounds.
• Mega Park of the Year: Far Horizons

Tucson Village, Tucson.
• Large Park of the Year: Leaf Verde RV

Resort, Buckeye.
• Medium Park of the Year: Distant Drums

RV Resort, Camp Verde.
• Small Park of the Year: J&H RV Park,

Flagstaff.
One development Mickelson said the as-

sociation noted with enthusiasm was the
music license program spearheaded by Paul
Bambei, president and CEO of ARVC, who
was also a guest speaker at the convention.
“They’ve saved our members a lot of money
by getting these licenses renewed. It pays for
your membership right there,” Mickelson
said. “This is basically Paul’s baby, and we
are very appreciative of that in Arizona. We
feel that Paul is doing an excellent job of
bringing the national association benefits to
all of us, because as a small (state) associa-
tion, we can’t go out and get all those benefits
he’s brought in to us.” – Barb Riley WCM

Barb Stafford (right), owner of Apache Palms RV Park in Tempe, Ariz., and new president of the Arizona
Association of RV Parks and Campgrounds, is joined by colleagues during the recent association meeting.
They are (from left) Alan Brewer, Good Sam representative; Harvey Mickelson: J&H RV Park, Flagstaff;
George O’Leary: Rincon Country RV Resorts, Tucson; and Barbara Brewer, Good Sam representative.

Delivering Breaking
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Want to read the same extensive coverage of the outdoor
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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.



just waiting to be tapped, Rogers said, licking
his chops for KOA as well as for the entire
campground and RV sectors.
He said the campground industry also has

to do a better job of reaching out to the na-
tion’s minorities. The potential among these
minorities, who comprise 33% of the U.S.
population but just 12% of the camping public,
is even greater, he said. 
Rogers pointed out that it behooves camp-

grounds and RV dealers and manufacturers
to work more closely together to promote the
RV lifestyle. That may encompass camp-
grounds opening their property up for sea-
sonal RV shows, partnering with dealers to
offer a free night of camping to prospective
RV buyers to “test” their expensive pur-
chases before they make them or even offer-
ing commissions to campgrounds to help sell
new RVs. To close this disconnect, Rogers
has proposed that campgrounds — KOA’s in
particular — should become “showrooms for
RV dealers.”

Data Points Upward
Whatever it takes should be on the table,

Rogers implied, because the demographic
data all point in the joint industries’ favor in
the coming years.
• After a slight downturn in 2011, annual

camper nights rose 2.7% systemwide in
2012, led by 6.8% growth in the South Central
region and 5.6% growth in New England.
Western Canadian business was up by dou-
ble digits.
• Camper nights for deluxe cabins soared

23.1% in May to October 2012 over the same
period in 2011. This surge may spawn a big
upturn in prospective RV buyers who become
interested in camping.
• 58% of campers spent the previous night

at home, meaning people are taking shorter
trips. But other data shows they’re making
more frequent trips.
• Social media has become an integral

part of a campground’s operation, putting the
operator in contact with the camping public
on a daily basis. For example, KOA used so-
cial media to announce Rogers’ May 9 ap-

pearance and within a day received 24,000
responses to the announcement.
• Campgrounds have become a “valued

oasis” for Americans who live in a “high tech,
low touch world.”
Rogers also noted that camping is the

“perfect answer” to Americans’ quest for
“soft rugged” — the demand for an experi-
ence with hospitality and comfort.
In conclusion, Rogers said there are

“sunny days” ahead for both the RV and
campground industries. Some 70% of current
RVers will make a replacement purchase
and 25% want a new unit. He anticipates
fewer gas price spikes in coming years
which may tend to dissuade potential RV
buyers, and camping remains the affordable
getaway/vacation option. The potential up-
side for RV — and camping — growth is im-
mense, he said.

Other Speakers
Meanwhile, the event drew speakers

from the Recreation Vehicle Industry Asso-
ciation (RVIA), GE Capital and local and na-
tional government. 

Richard Coon, RVIA president, noted that
while RVIA membership has contracted 30%
to 35% since a highpoint in 2006-2007, the
conventional travel trailer business, “the
heart of the industry, is coming back and has
never been better.”
Wholesale shipments for the first quarter

of 2013 are up 7.5% compared to a year ago,
giving cause for a likely upward revision of
the 2013 forecast when the industry gathers
for Committee Week in early June in Wash-
ington, D.C.
Coon also noted the growing market in

Canada, where one in every five RVs built
today is sold, and the RVIA’s ongoing effort to
develop a common building standard for both
the U.S. and Canada.
In other timely topics, Coon said the an-

nual National RV Trade Show held in
Louisville, Ky., remains a viable show and at-
tracts the size audience that can be expected
given the industry contraction.
He also supported RVIA’s efforts to work

with Chinese RV manufacturers because
“without RVIA, China will end up with Euro-
pean standards, not U.S. standards.”

Mac Bryan, RVIA vice president of admin-
istration, noted that at current annualized
growth rates, 10.9% of American households
will own an RV by the year 2020. To support
that anticipated share, the industry will have

to ship an average 350,000 units per year.
James Ashurst, vice president of market-

ing, quickly reviewed the Go RVing Coalition
efforts and noted the “Tailgating Initiative,”
an RV promotion in cooperation with Sports
Illustrated at six major college football stadi-
ums this fall.

RVIA Chairman and Forest River Inc. Gen-
eral Manager Doug Gaeddert said he ex-
pects the industry “fall schedule,” beginning
with the show in Hershey, Pa., and ending in
Louisville, will continue but with some con-
solidation. He said he doesn’t see the
Louisville Show growing but instead “staying
steady.”
His predecessor as chairman, Gregg Fore,

president of Dicor Corp., projected that the
RV industry is at production levels that “can
be sustained over the long term, given a rea-
sonable economic environment.”
“Certainly we are still adjusting to the

downsizing of our industry — fewer manu-
facturers, dealers and suppliers. At the same
time we are seeing the continuation of geo-
graphic shifts in our industry, not just in the
retail marketplace, but in the manufacturing
and supplier sectors as well.”
Other speakers included:
• U.S. Sen. Joe Donnelly, D-Ind., de-

scribed as “a friend of the RV industry” who
previously served Indiana’s Second Congres-

sional District for three terms and who spoke
via Skype from Washington, D.C. He praised
the RV industry for helping Americans “hit the
road.” He said one of his goals as senator is
to help eliminate government regulations
“that make no sense and make life difficult”
for American businesses.

• Dorinda Heiden-Guss, president of the
Economic Development Corp. of Elkhart
County, who noted that the 30 RV manufac-
turers and 100-plus suppliers in Elkhart
County account for 25,000 to 30,000 jobs and
$1 billion in annual payroll.

• Tim Hyland, president of the RV Group of
GE Capital, who said the RV industry’s firms
sit squarely in the center of the nation’s
“middle market” of manufacturers  — those
who generate between $10 million and $1
billion in sales annually. Firms in Elkhart
County and eastern LaGrange County pro-
duce an estimated 83% of the nation’s RVs
and 75% of the nation’s shuttle buses. He
noted that GE Capital has launched a “road
show” during the next six months, which will
take company representatives via an RV to
meet with middle market companies in 20
cities across the U.S.

• Darryl Searer, president of the RV/MH
heritage Foundation, who conducted a cer-
emonial “burning of the mortgage” symboliz-
ing the April 30 payoff of some of the Hall’s
outstanding debt to a lender and the Ingram
family. The Hall’s debt now stands at $2.6 mil-
lion, down some $840,000 from 16 months
ago. – Steve Bibler WCM

Richard Coon, president of RVIA, noted that
while association membership has con-
tracted, the conventional travel trailer busi-
ness, “the heart of the industry, is coming
back and has never been better.”
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RV Power Breakfast—from page 3

Rogers pointed out in his presentation that it behooves campgrounds and RV dealers and 
manufacturers to work more closely together to promote the RV lifestyle.

www.campgroundmanager.com
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As you review the list above you may
be thinking that a well-designed and de-
veloped website that does all of this and
more would be expensive. The truth is, it
doesn’t have to be — if you’re working
with the right developer that understands
your needs, and the developer is working
with the right tools.

Jeff Loper, a 17-year marketing professional and
Campgrounds Connect founder, provides camp-
grounds/RV parks with affordable marketing, social
media, website design, video production, photogra-
phy and graphic design solutions. Jeff is also avail-
able to speak at association meetings/events. Visit
www.CampgroundsConnect.com to subscribe to the
blog which offers valuable marketing ideas. E-mail
jeff@campgroundsconnect.com. WCM

Guest View: Loper—from page 27

Manufacturers of Quality Recreation FUNniture

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

2061 Sulphur Springs Rd
Morristown, TN 37813

RVC Outdoor Destinations an-
nounced on May 2 that it has acquired
Koyote Ranch Resort located in Med-
ina, Texas, within the heart of the
Texas Hill Country.
The property will be renamed and

reflagged as an RVC Outdoor Destina-
tion later this year, according to the
company.
The 95-acre Texas Hill Country

property sits at one of the highest
points in the region and provides
guests with spectacular views, two
lakes, an infinity pool, a restaurant, a
retail store, a fueling station, a meeting
pavilion and hiking trails. Existing lodg-
ing options include 33 cottages, 46 RV
sites, and four luxury suites in the
Ranch Estate. RVC will add 11 cottages
within the next two months.
The property was developed as an

outdoor destination and opened in
2003. The original ranch house was
converted into a spectacular luxury
ranch estate surrounded by mature
pecan trees and a modern pool area.
Its location near Kerrville, between
Austin and San Antonio, provides ac-
cess to a large population of travelers
seeking a first-class outdoor retreat.
“We are excited about adding such

a fine property to our collection. It is
already an outdoor destination that
meets our leading quality standards
and we are looking forward to expand-
ing and reflagging it,” said Andy Cates,
RVC’s president. “RVC is continuing to
expand by adding properties that fit
our high quality standards. After a few
years of continuously looking for the
right Hill Country property to add to our
network, we are pleased we’ve found
it.”
In addition to Koyote Ranch Resort,

RVC currently operates resorts in
Arkansas, Colorado, Florida, Georgia,
North Carolina and Tennessee. WCM

RVC Adds Texas 
Hill Country Resort

Midwest Living Names Its Favorite Midwestern Campgrounds
Editor’s Note: The following information ap-

pears in the current issue of Midwest Living, which
selected the top campgrounds in the Midwest.

There’s a certain community that flour-
ishes within the grill smoke of a camp-
ground. Kids shout as they toss footballs
among the trees. Old friends reconnect
under starry skies. Spend even one night at
the 24 campgrounds we’ve identified as the
Midwest’s best, and you start to see the ap-
peal.

Keeping in mind the popularity of RVs,
we researched hundreds of RV camp-
grounds in the region, visited dozens and
interviewed avid campers in all 12 states.
We picked our favorites in categories for
scenery and for amenities — then crowned
five “supercampgrounds” that have an
amazing combination of both.

These campgrounds scored big for the
ultimate combo of creature comforts and
unbeatable views.

• Hayward KOA in Hayward, Wis.
• Brown County State Park in Indiana
• Indiana Dunes State Park in

Chesterton, Ind.
• Eugene T. Mahoney State Park in

Ashland, Neb.
• Sibley State Park Campground in

New London, Minn.

Scenery Picks
Natural wonders: Quiet fishing coves,

standout hiking, wildlife viewing and pretty
vistas set the scene for relaxation at these
campgrounds:

• Sibley State Park Campground in
New London, Minn.

• Blue Bell Campground in Custer
State Park, Custer, S.D.

• Canning Creek Cove Park in Coun-
cil Grove, Kan.

• Dolliver Memorial State Park 
Campground in Lehigh, Iowa.

• Hueston Woods State Park Camp-
ground in College Corner, Ohio

• Johnson’s Shut-Ins State Park
Campground in Middlebrook, Mo.

• Lewis and Clark Recreation Area in
Yankton, S.D.

• P.J. Hoffmaster State Park Camp-
ground in Norton Shores, Mich.

• Platte River Campground in Sleep-
ing Bear Dunes National Lakeshore,
Honor, Mich.

• Wilderness State Park Campground
in Carp Lake, Mich.

• Silver Dollar City’s Wilderness in
Branson, Mo.

• Starved Rock State Park Camp-
ground in Utica, Ill.

Entertainment Central
You’ll find cool ways to spend your days

at these family-friendly spots:
• Elkhart County/Middlebury KOA in

Middlebury, Ind.
• Fort Abraham Lincoln State Park

Campground in Mandan, N.D.
• Lighthouse Point and Camper Vil-

lage at Cedar Point in Sandusky, Ohio.
• Merry Mac’s Campground in Merri-

mac, Wis.
• Mount Rushmore KOA/Palmer

Gulch Resort in Hill City, S.D.
• Old Barn Resort in Preston, Minn.
• Smokey Hollow Campground in

Lodi, Wis. WCM

http://silver-top.com/
www.yourelectricalsolutions.net
mailto:sales@yourelectricalsolutions.net
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“Cabineering,” a new trend offered in
West Yellowstone, provides the comforts of
home and the perks of a hotel for adventur-
ous travelers in remote areas, according to
a news release.

Explorer Cabins at Yellowstone, a 50-
cabin property, is scheduled to open July 1.
Explorer Cabins will provide a unique vaca-
tion experience by combining several lodg-
ing trends, including cabineering,
“generational travel” and dog-friendly travel.

These self-catering cabins are located
just minutes away from the west entrance
to Yellowstone National Park. The cabins
are clustered in five distinct natural camp
settings to encourage a sense of community
for families or friends traveling together. 

“These cabins are an exciting concept.
They offer a shared vacation experience for
extended families and groups,” said Rick
Abramson, president of Delaware North
Cos. Parks & Resorts. “Our guests can
immerse themselves in the natural beauty
of Yellowstone National Park while enjoy-
ing access to technology, modern conven-
iences and hotel amenities. The Explorer
Cabins provide the perfect combination of
style, convenience and location.”

The Explorer Cabins are the first newly
built lodging option in West Yellowstone
since the Delaware North Parks & Resorts-
owned-and-operated Yellowstone Park
Hotel was established in 2007. Delaware
North also owns and operates Gray Wolf
Inn and Suites and the Holiday Inn West
Yellowstone.

Three designs are available — Montana,
Old Faithful and Yellowstone — and de-
pending upon the unit selected, can accom-
modate up to six people. Two of the 10 Old
Faithful Cabins are ADA (Americans with
Disabilities Act) compliant. Features in
every cabin include a fireplace, a front
porch with a sitting area, private bath-
rooms, kitchenette. complimentary Wi-Fi,
a flat-screen HDTV, premium cable, wireless
telephone and alarm clock/MP3 player. Art-
work created by local artists featuring Yel-
lowstone National Park or West
Yellowstone is displayed in every cabin. The
property also includes The Bridger Cook-
house, open for dinner daily, and two hot
tubs. Guests of the Explorer Cabins may
also use the pool, hot tub, fitness center,
and laundry facilities at the nearby Yellow-
stone Park Hotel. WCM

Delaware North Cos. Debuts ‘Cabineering’
Trend at West Yellowstone Resort

Delaware North Cos. plans to open 50 Explorer Cabins in July at its park in West Yellowstone, Mont.

Virtual Campground Expo promoter
Art Lieberman says the idea of a virtual
online expo is not ready for prime time
for the outdoor hospitality industry.
In a column posted on the RV Daily

Report website, Lieberman, principal of
MCPS for Campgrounds who sponsored
two of the online events in recent years,
said he now plans a hiatus from the 
concept.
He writes in part, “In the final analysis,

much of the problems that weren’t di-
rectly connected to flaws in the pro-
grams were that our hoped-for audience,
campground owners, were not techni-
cally sophisticated, and their patience in
traveling the Internet highway was lim-
ited while the consideration of their cus-
tomer’s comforts were unlimited…

“But times have changed, even in two
brief years. Many campground owners
have moved to computerized registra-
tions, credit card processing and record
keeping that, perhaps, the time for a vir-
tual show has not yet arrived for camp-
ground owners, but it may be in the near
future. We’ll see.” WCM

Lieberman Shelves the
Virtual Campground Expo

Sun Communities Expands RV Footprint
Armed with $60 million in cash and

$300 million in “additional liquidity,”
Sun Communities Inc. is quickly ex-
panding its footprint in the RV park
and manufactured housing community
industry.
Gary Shiffman, Sun’s chairman

and CEO, briefly touched on the com-
pany’s expansion plan during an earn-
ings conference call on April 25,
following release of its first quarter fi-
nancial report. In that report, Sun an-
nounced revenue of $103.38 million,
and earnings of 93 cents per share.

“The company has grown dramati-
cally while operating metrics continue
to set new standards and records with
each passing quarter,” Shiffman stated.
For example, compared to the end of
2010, Sun’s holdings are up by 48
properties or 45% to 184 properties in
25 states, Shiffman noted.

“When we also consider the success-
ful efforts to strengthen the balance
sheet, we see a transformed company.
Our primary goal now is to bring per-
formance to the bottom line through
2013 and 2014,” he said.

Its RV park acquisitions over the
past 18 months have fueled much of
the company’s growth, Shiffman noted
in the news release and later during the
conference call monitored by more
than 20 investors.

Sun has invested over $250 million
in the acquisition and quality enhance-
ments of RV communities in 18
months, the bulk of them coming in
purchases from Morgan RV Resorts.

“Recent acquisitions have served to
diversify the company geographically
into new markets as well as to expand
our commitment to recreational vehi-
cle properties,” Shiffman stated in the
news release. “While formerly limited
to seasonal operations during the
months of December through April
primarily in our Southern Florida and
Texas RV communities, our geographic
footprint now extends north to Wis-
consin and the Eastern Seaboard up to
Maine where the RV season is opposite
of the South, running from June
through October. We’ve created a year-
round business with complimentary
northern and southern seasons which

will provide more efficient and effective
use of our staff, marketing and RV sys-
tems.”

In addition, in mid-April (after the
quarter had ended), Sun paid $9.8 mil-
lion for the Jellystone Park of West-
ern New York, its first resort in New
York state.

Based in Southfield, Mich., Sun is
branding these destination resorts as
“Sun RV Resorts” which will operate
over 30 communities from Arizona to
Maine to Wisconsin to Florida.

Without being specific, Shiffman
told investors “a lot of capital invest-
ment” will be going on in the acquired
communities as part of its new RV plat-
form.

Much of Sun’s conference call dealt
with its manufactured housing invest-
ments, which have grown by 42% over
the past two years.

Occupancy has increased in all mar-
kets including Indiana, which experi-
enced its best first quarter in many years,
Shiffman said. This upturn followed sig-
nificant growth in Colorado, Texas and
Michigan markets. – Steve Bibler WCM

A new company has been assigned to
manage Cold Brook Campsites, a recre-
ational vehicle campground in Ganesvoort,
N.Y., owned by Saratoga Springs-based
Morgan RV Resorts, while foreclosure pro-
ceedings on the campsite are ongoing.
Court documents filed in March in state

Supreme Court in Saratoga County show
the lender, Comm 2006-C8 RV Park Master
SPE LLC, is taking action against local busi-
nessman Robert Moser and his partner,
Robert Morgan, as well as two limited-lia-
bility companies affiliated with Cold Brook
Campsites, The Saratogian reported.
The lender is foreclosing on the $4.25

million mortgage, which was given to the
borrowers in 2006.
The attorney for the LLC states in court

documents that Cold Brook Campsites is
one of seven campgrounds that are or will
be the subject of foreclosure proceedings
by his firm, Herrick, Feinstein LLP.
Moser and Morgan own Morgan RV Re-

sorts, which manages campgrounds
around the country.

Janus Hotel Management Services, a
Florida-based limited-liability company, an-

nounced April 30 it has been assigned by a
Saratoga Springs attorney to take over
management services of the 277-unit
campground.
The president of Janus, Michael

Nanosky, stated in the press release that
the campground would be open as
planned.
“Although there is a lot of work to do, we

want all campers to rest assured that the
resort will open on time for the upcoming
camping season and full use of the resort
facilities will be available as soon as pos-
sible,” he said.

Janus’ general counsel, Eric L. Glazer,
said fees for Cold Brook residents will not
change and payments already made will be
honored.

Attorney John P. Coseo of the McMa-
hon & Coseo law firm is the campground’s
court-appointed receiver.
Janus manages 11 additional Morgan

parks, either as a receiver or as the man-
agement company for new ownership. The
company is based in Boca Raton, Fla., and
manages a total of 60 hotels and camp-
grounds in the country. WCM

Fla.-Based Janus Now Runs
11 Morgan RV Resorts

Shadow Hills RV Resort Looks to Music 
Fests During Spring Shoulder Season

April has gone from being a “shoulder
season” month to the busiest time of the
year at Shadow Hills RV Resort, thanks to
the Coachella and Stagecoach music festi-
vals, which take place at the neighboring
Empire Polo Club in Indio, Calif.

“These music festivals generate an in-
credible amount of business, not only for
us, but for businesses throughout the
Coachella Valley,” said Paula Turner, who
co-owns Shadow Hills RV Resort in Indio
with her husband, David.

While the 120-site park fills up with
snowbirds during the winter months, the
Coachella and Stagecoach music festivals

not only bring RVers, but tent campers
who fill up every patch of grass in the 
resort.

“The music festivals bring in large num-
bers of tent campers that we normally do
not have here,” Turner said. “We were at ca-
pacity during Stagecoach as well as the first
and second weekends of Coachella.”

But while Stagecoach typically brings in
country music enthusiasts who live within
a 10-hour drive of Indio, Coachella brings
in music enthusiasts from across North
America and around the world, including
Europe, Australia, New Zealand, Japan,
Egypt, Mexico and South America. WCM
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Passport America, originator of the 50%
discount camping club and the only
provider of this camping service, will spon-
sor its 4th Annual Fun Rally June 25-28 at
the Wilson County Fairgrounds in Lebanon,
Tenn., hometown of the Cracker Barrel
restaurant chain.
The Crestview, Fla.-based firm anticipates

at least 300 rigs at the 700-site campground
for this event, which will attract a cross-sec-
tion of its more than 100,000 members. The
rally includes four nights of camping, four
dinners, morning refreshments, three nights
of entertainment, an ice cream social, be-
tween 15 and 30 vendors, five educational
seminars, onsite games and off-site tours.
The rally was initiated to bring together

Passport America RVers on an annual basis
for fun and fellowship, explained Ryan Sim-
mons, rally master.
“We specialize in fun rallies with lots of

games and activities,” said Simmons, not-
ing previous rallies in Florida, Arizona and
Louisiana.
Tours are popular at the rallies and this

time, RVers will board seven charter buses
one evening and head for the Grand Ole
Opry in Nashville, 28 miles away. A big
cookout will precede the tour.
This year’s on-site entertainment fea-

tures comedian Rik Roberts, musical group
Malt Shoppe Memories and the Oom-
Posters Polka & Variety Band.
Passport America invented the 50% dis-

count camping club and launched the con-
cept in 1992. Over 1,800 campgrounds
across all 49 states in the continental U.S.,
Canada and Mexico are currently partici-

pating in the Passport America Program,
which helps fill up the vacancies in mem-
bers’ parks. “We send them business they
wouldn’t ordinarily get,” Simmons said. The
firm maintains a relationship with every
member campground, some of which have
been affiliated since the program’s incep-
tion, he said.
Passport America started with approxi-

mately 100 campgrounds in its system and
has steadily grown each year. Membership
is free to participating campgrounds, and
campers pay just $44 a year to belong.
Passport America has member parks in
every state, Canada and Mexico, with
heavy concentrations in California, Arizona
and Texas.  – Steve Bibler WCM

Passport America to Hold 4th Fun
Rally June 25-28 in Tennessee

The Sweenies performed at the first Passport
America Fun Rally. Similar “down home” en-
tertainers are booked for the chain’s 4th Annual
Fun Rally in June in Lebanon, Tenn.

Jellystone Resorts Plan Themed
Weekend Events Through Summer

People always say that Christmas goes
by too quickly. Some might say the same
about Mardi Gras or Halloween.

But families who camp at Jellystone
Park Camp-Resorts can relive their favorite
holidays with special themed weekend
events that are planned throughout summer
and fall, according to a news release.

“Our ‘Christmas in July’ events include
campsite decorating contests, holiday
crafts, gift exchanges and even visits by
Santa Claus,” said Michele Wisher, direc-
tor of marketing for Leisure Systems Inc.
(LSI), which franchises Jellystone Parks
across the country.

Families can also break out their best Hal-
loween costumes for Jellystone Parks’ pre-
Halloween themed weekends, which

typically include costume parades, costume
contests, campsite-to-campsite trick or treat-
ing, Monster Ball dances, spooky campsite
decorating contests and haunted trail walks.

“Some of our guests even convert their
RVs into miniature haunted houses,”
Wisher said, adding that pre-Halloween
themed weeks are scheduled throughout
summer and fall.

Of course, weekend activities aren’t lim-
ited to holiday themes. 

Most Jellystone Parks have Mardi Gras
themed weekends with Mardi Gras parades
and masquerade balls as well as Hawaiian
themed weekends with Hula Hoop and
limbo contests. 

Jellystone Parks are also famous for their
“Death by Chocolate” weekends, when
campers participate in a variety of activities,
including chocolate pudding wrestling and
chocolate Slip N Slide competitions. Many
parks also organize chocolate pudding and
chocolate pie eating contests. Some even en-
courage their guests to create human sundaes.

“You can hear the laughter clear across
the campground when these activities are
underway,” Wisher said, adding that these
fun family activities create memories to last
a lifetime.

Other weekend activities include talent
show competitions, Western-themed week-
ends and family Olympics weekends with a
variety of competitive events. Most Jellystone
Parks were also planning special events for Fa-
ther’s Day weekend as well as their own
unique events that are unlike any other activ-
ity one is likely to find in a campground. WCM

321-322-8367
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CAMPGRO   

ORANGE COUNTY, NY
Minutes from Middletown
RV/CAMPGROUND

Bordering Shawangunk Kill River
91 Sites on 73.50 Acres, Recreation 

Center, Pool, Office w/Kitchen, Nice Bath
Houses + Owner’s 3 Bed, 2 Bath Home
Well Maintained – Owner Retiring

Asking $1,500,000.
HERSCHEL REALTY CORP.
herschelrealtycorp@frontier.net
Call Joe, 845-798-0052

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 
RV Parks and Campgrounds 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

RV PARK SERVICES
FILL THE PARK. COM 
How to get more guests to stay at
your RV Park!

Looking for a great investment
and business opportunity?

This well-established 150 acre RV
Resort property offers both. For Sale
in one of the highest rated RV Re-
sorts in the entire country. Located
in, Northern Michigan’s Traverse
City, one of the best resort towns in
the country. The RV Resort has ex-
perienced many successful years in
business and is ready for its next
large expansion which is already de-
signed and permitted. This RV Resort
is a licensed campground/site-condo
development. The Resort’s natural
setting, perfect location and superior
maintenance make it a highly popular
destination for high-end Motor-
coaches and RVs. Rental income for
developed lots and the sales of lots
offer a great return for investor/busi-
ness owner. Sellers will consider a
partnership with a qualified investor. 

Contact James A. Schmuckal,
Realtor at 231-620-2260 or 
231-946-5100 (office) or e-mail
office@schmuckalrealtor.com 
to review this unique business
opportunity.
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www.airwaveadventurers.com

Mention this ad for a
10% discount

ground owners should be aware of. 
A sign must be posted in the camp-

ground notifying campers that they
would be surcharged a specific percent-
age not to exceed the actual costs to the
campground owner. The actual receipt
must also denote that charge — and the
surcharge may not be applied to debit
card transactions, only to credit cards. 
In discussions with campground owners
we have not heard of any campground
surcharging their campers.

Several major retailers, such as Wal-
Mart and Target, opted out of the settle-
ment. Their reasoning was that the fines
represented only a few weeks’ profit for
the card companies and that the lowering
of interchange rates had no time associ-
ated with it so that rates could be raised
even within a year and, finally, that sur-
charging customers would cause an over-
all inflationary price increase on all goods
sold in their stores.

How much of the above data is famil-
iar to campground owners? It’s hard to
say — but we have discovered that they
are amazed when these details are ex-
plained to them. We recently conducted
a brief seminar at the Northeast Camp-
ground Association’s conference in Stur-
bridge, Mass., and were later thanked by
dozens of owners who attended the sem-
inar. They informed us the information
we gave them was a revelation, which
surprised us: We have been informing
the industry about these details in arti-
cles, which we publish, in free on-de-
mand webinars we gladly give (even to
individual campground owners) and to
every prospective customer when we call
them.

Perhaps we shouldn’t be surprised,
though, when we realize what it takes to
successfully run a campground and make
campers comfortable. There’s so much to
do, so much to know and so many per-
sonalities that must be soothed. It’s a
tough business. It’s also the most enjoy-
able associations I have ever made.

Art Lieberman is president of MCPS for
Campgrounds, a credit card processor spon-
sored by Woodforest Bank NA.  Lieberman
has been in the credit card industry for
nearly 16 years and has been conducting
seminars on credit cards in many state and
regional association conventions.  He can be
contacted at rvcreditcards@yahoo.com or by
calling (877) 858-9010. WCM

Guest View: Lieberman—from page 14

www.airwaveadventurers.com
mailto:sales@airwaveadventurers.com
www.gerbertables.com
mailto:sales@gerbertables.com
www.fillthepark.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)

OUND 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

11 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

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

RV/Mobile Home Community
For Sale in Great Location 

in Northern Florida.

Great income and room to grow.

For information Email:
samdjonesjr@gmail.com

TO PLACE YOUR AD IN
THIS SPECIAL SECTION:

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

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


JUNE

13-16: Camping World/
Good Sam Rally
New York State Fairgrounds 
Syracuse, NY
Contact: (877) 749-7122
http://therally.com

30-July 5: Escapees
RV Club’s 53rd Escapade
Cam-Plex Multi-Event Center
Gillette, Wyo.
Contact: (888) 757-2582
www.escapees.com/escapade

SEPTEMBER

5-8: 33rd Annual Florida RV Trade
Association (FRVTA) State Convention
Sand Pearl Resort
Clearwater Beach, Fla.
Contact: (800) 330-7882
www.frvta.org/state-convention/

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

17-19: Elkhart County
Open House Week
RV/MH Hall of Fame, Forest River’s
Dynamax facility and various locations
in and around Elkhart, Ind.

OCTOBER

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

17-20: Camping World/
Good Sam Rally
Atlanta Motor Speedway
Atlanta, Ga.
Contact: (877) 749-7122
http://therally.com

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

NOVEMBER

6-8: 2013 ARVC Outdoor 
Hospitality Conference & Expo �
Knoxville Convention Center
Host Hotel:  Hilton Knoxville
Secondary Hotel:  Holiday
Inn World’s Fair Park

Knoxville, Tenn.
Contact: (303) 681-0401

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

11-14: Leisure Systems Inc. 
Symposium
Embassy Suites & Northern
Kentucky Convention Center
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

CALENDAR OF EVENTS

ELECTRIC� WATER�GAS�SUPPLIES

ARVC

SUPPLIER

OF THE

YEAR

www.go-usg.com

www.go-usg.com
800-800-2811 � 800-800-7082

(8AMEASTERN - 5PM PACIFIC)

7W Fl. Bulb Hub

Reducer
Pagoda Fixture

Pagoda Light Kit

20
07-2008
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individuals to the overall quality of an RV
park? Sure, we expect that educated indi-
viduals might operate good RV parks and
campgrounds and may have an under-
standing of quality service and facilities,
but knowledge as we all know doesn’t au-
tomatically translate to a “superior qual-
ity park.” Operating a superior park
involves far more than a certificate from
OHEP or elsewhere.

Awarding such a rating or designation
is a quantum leap into new territory for
ARVC. The park industry is very compet-
itive and awarding competitive designa-
tions should not be done lightly. Do the
members feel that a decision to award
such a designation should be an internal
staff decision or is this move sufficiently
significant that the ARVC board should
be involved and that perhaps member-
ship input might be warranted?

I could be way off base, but I don’t
think so. An ARVC designation of a Su-
perior Quality Park on the Go Camping
America website and then in individual
park marketing could be an important
competitive edge and certainly needs
more careful industry discussion.

Combining ARVC’s Guest Reviews
program with Superior Quality Parks des-
ignations on the GCA (GoCampingAmer-
ica) directory and in individual park
marketing certainly seems to be moving
the national trade association into the 
rating business.

Your thoughts?
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@bestparks
inamerica. WCM

Insites—from page 8

www.hireaworkamper.com



