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Resort owners cite their parks’ appeal, security and relative affordability as
reasons for rise in member camping. Photo courtesy Coast to Coast Resorts
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Things couldn’t have gone much better for the independent
Family Motor Coach Association’s (FMCA) Family Reunion
and Motorhome Showcase, held June 19-22 on the association’s
50th anniversary at an elaborate and relatively remote 1,100-acre
venue called CAM-PLEX in the northeast Wyoming community
of Gillette.

As a guy who chose to get there in a puddle-jumping prop
plane out of Salt Lake, in fact, I can vouch for the remoteness
and distance involved.

Pass the Dramamine.
“It was a great event,” FMCA Executive Director Jerry Yeatts

told Woodall’s Campground Management shortly thereafter. “We
had nearly 2,300 family members in attendance and we had the best number of display coaches
that we’ve had in a long time, and I think we had some record sales as far as our indoor ex-
hibitors are concerned. So, all in all, it was a fantastic event with plenty of celebration involving
our 50th anniversary.”

Recognizing the association’s Golden Anniversary in Gillette was a “nostalgia room” full of
FMCA paraphernalia as well as an on-site theater showing old video clips from previous events
and a 1973 film called “Peaceful Invasion” about FMCA members converging en masse on Du
Quoin, Ill. Drawing even more attention was a prominent display of privately owned Flixble
coaches — iconic, aerodynamic units dating back to the 1950s that were converted from over-
the-road buses. The Flxible has been featured in FMCA’s logo since Day One.

What caught my eye while strolling around the sprawling CAM-PLEX grounds in the summer
breeze, however, was how much the whole scenario for me was an affirmation of the vitality of
today’s consumer marketplace with so many coaches converging in such a remote locale — a city
of about 30,000 that’s been growing by leaps and bounds in recent years due to vast area reserves
of coal, oil and coal-bed methane gas.

Suffice to say that the place was full of excited motorhomers whose positive attitudes, zeal for
travel — and commercial habits — surely served as a mid-summer financial “shot in the arm” for
RV parks and campgrounds, restaurants and other service providers throughout the entire region. 

“Well, it definitely wasn’t an easy-to-get-to location for us,” said Yeatts, “but I think the family
members who came just had a great experience, even with some storms that came through on
Friday and Saturday ... it was quite a storm. But, thankfully, the damage was minimal, no one was
injured and we all kind of took it in stride.” WCM

FMCA ‘Reunion’ Reaffirms Vitality of RVs & Camping
PUBLISHER’S CORNER By Sherman Goldenberg
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The Pennsylvania Campground Own-
ers Association (PCOA), plans to cele-
brate its 50th anniversary at its 2013
Convention & Trade Show Nov. 11-13 at
the Nemacolin Woodlands Resort in
Farmington, Pa. As part of the trade

group’s Golden Anniversary, PCOA mem-
bers registering before Sept. 15 will bene-
fit from discounted convention prices of
$50 per person.

While special preparations are still un-
derway for this fall’s convention, PCOA
President Mark Wineman, of Kalyumet
Campground in Lucinda, Pa., and the rest
of PCOA’s leadership hope to set atten-
dance records this year by hosting special
50th anniversary festivities and outpacing
an average year’s draw of around 75 to 80
parks. Last year’s convention featured 12
educational seminars, 71 trade show ex-
hibitors, an auction, and plenty of oppor-
tunities to share and network.

As part of the effort, PCOA is also hold-
ing an online contest through which
campers help determine the 50 favorite
Pennsylvania attractions. Contestants can
vote online at the association’s website,
www.pacamping.com, once a day and are
eligible to win a $250 cash prize or one of

PCOA – continued on page 6Mark Wineman

The American Recreation Coalition
(ARC) on June 4 welcomed Jon Jarvis,
director of the National Park Service
(NPS), as its special guest speaker at the
Great Outdoors Week Recreation Ex-
change, hosted jointly by ARC and the
Recreation Vehicle Industry Association
(RVIA).

While com-
plimenting the
readiness of
new Interior
Secretary Sally
Jewell, Jarvis’s
remarks cov-
ered a number
of key topics,
including the
challenges cur-
rently facing
the National
Park Service,
the agency’s

upcoming 2016 Centennial and new
agency initiatives.

As it prepares for its second century, the
National Park Service is encountering a
number of significant challenges, from es-
sentially flat visitation to aging infrastruc-
ture, and Jarvis commented that the lack
of cultural and ethnic diversity among vis-
itors and the irrelevance of the parks to

too many young people were even greater
concerns than the lack of growth in visi-
tation. “We’ve got to connect to all Amer-
icans,” he said, describing the lack of
diversity and youth as “a recipe for de-
cline.”

Another challenge cited by the director
is funding. He described both the current
economic situation and the federal budg-
etary process as “tough,” explaining that
the Park Service is faced with the difficult
task of managing “a perpetuity mission on
an annual appropriation.”

Directly related to the funding issue is
the agency’s $11 billion infrastructure-
maintenance backlog, half of which in-
volves roads. Other challenges include the
wide-ranging impacts of climate change,
Americans’ lack of interest in history and
the need to enhance technical connectiv-
ity — seen as absolutely essential by
young people — in the national parks.

Despite this daunting list, Jarvis re-
mains optimistic. “They’re all fixable with
some work,” said Jarvis, who described
the Centennial — to be celebrated on Au-
gust 25, 2016 — as an opportunity not
only to celebrate but also to prepare for a
second century of stewardship and public
engagement by laying out specific actions
to meet specific goals. Four goals that will

Reunion Between RVIA and U.S. Park Model OEMs
Is Going Well, Builders Indicate at RVIA Meetings
Discussions regarding the renaming of RVIA’s ‘Destination Camping Com-
mittee’ as the ‘Seasonal Camping Committee’ and relabeling ‘Recreational
Park Trailers’ as ‘Park Model RVs’ took center stage at June RVIA Committee
Week in Washington D.C.

U.S. park model builders played a cen-
tral role during the Recreation Vehicle In-
dustry Association’s (RVIA) annual RVIA
Committee Week proceedings, held June 2-
6 at the historic Mayflower Renaissance
Hotel in Washington D.C. — more so than
they have in years.

In an era when camping is trending in
some cases toward more long-term stays in-
volving an array of destination-style vehi-
cles and camping cabins, RVIA has been
focusing a lot of attention on park trailer
builders who last year agreed to rejoin RVIA
after an absence of 18 years and shelve their
existing trade group, the Recreation Park
Trailer Industry Association (RPTIA).

And it quickly became evident that park
trailer companies are comfortable with their
new association ties during Committee
Week, where RVIA’s board of directors en-
dorsed committee recommendations to
change the names of the association’s “Des-
tination Camping Committee” to the “Sea-
sonal Camping Committee” to better reflect
common use of those terms among RV park
operators and the camping public.

At the same time, RVIA will now refer to
these types of camping units for regulatory
and standards purposes as “Park Model
RVs” versus “Recreational Park Trailers.”

What’s in a name?
Minor as these changes may seem, these

changes in nomenclature represent a signif-
icant shift for a business category that is
seeking to redefine itself, which is why
committee members contemplated it at
some length.

“We as an industry came up with this

Billings KOA First Park
Branded ‘KOA Holiday’

The Billings, Mont., KOA Campground — which
holds the distinction of being the very first KOA
campground — became the first Kampgrounds of
America Inc. (KOA) in North America to unveil the
new ‘KOA Holiday’ sign on June 7.

The change is the beginning of a new brand
structure for the 51-year-old iconic North American
camping company, designed to better identify the
specific offerings of its 485 campgrounds for the
millions of North American camping families that
use KOA each year, according to the campground
owner and franchisor.

Over the next few years, KOA campgrounds
across North America will be rebranded as either
a KOA Journey, a KOA Holiday or a KOA Resort
campground.

“It’s really about bringing first time visitors to KOA
campgrounds,” said KOA President Pat Hittmeier.
“We think the new branding effort will help emphasis
the kind of camping experience you will have when
you arrive.”

KOA Journey Campgrounds are identified as
convenient to major highways, include long pull-
through sites and provide a relaxing overnight oasis
for travelers.

KOA Holiday Campgrounds, such as the Billings
KOA Holiday, are great base camps to explore the
area, and include family activities and additional
amenities to make these KOAs great getaways for
short vacations. They will also all feature KOA Deluxe
Cabins, which include full bathrooms and kitchens.

KOA Resorts will offer campers a true resort-
style vacation with luxurious pools, patio RV sites,
Deluxe Cabin linen service and a specially trained
activities and recreation staff. WCM

John Soard (left) and Tim Gage sit on the RVIA’s Seasonal Camping Committee.

PCOA to Celebrate 50th Anniversary
At 2013 Convention in Farmington
State trade group was originally founded as the
Campground Owners Association of Pennsylvania
(CAP) in 1963 to counter what it perceived as unfair
competition from public parks

definition of ‘destination camping,’” Matt
Wald, executive director of park model
RVs for RVIA, told Woodall’s Campground
Management (WCM). “We thought we
knew what it meant. But when we went to
talk to consumers, they thought we meant
a ‘destination’ like a national park or the
Grand Canyon. What we mean is going to
the same campground over and over again
or having a unit at the campground where
they visit. It turns out campgrounds call
that ‘seasonal camping,’ not ‘destination
camping.’ Being good market-driven peo-
ple, if that’s the terminology the consumers
and the campgrounds use, that’s the termi-
nology we ought to use so everybody
knows what we’re talking about.

“We want to promote that lifestyle as
one way to be in the RV lifestyle,” added

Wald. “You can go on the open road or you
can park your unit or keep your unit at a
campground and visit it on a weekend;
those are both great uses of an RV. In order
to promote that, we need to know what it’s
called and what people consider it to be. We
think the answer is ‘seasonal camping.’
We’re going to do some more market re-
search on that and make sure that resonates
with people as we promote it over the
course of the summer.”

The idea behind the relabeled term “Park
Model RV,” in turn, is to accentuate their sta-
tus as recreation vehicles that are essentially
mobile and distinct from housing whenever
such questions surface among consumers
and governmental zoning boards and taxing
bodies throughout the country.

RVIA – continued on page 27

Billings KOA Holiday Campground

NPS Director Jarvis Addresses Challenges
At Great Outdoors Week Rec Exchange

Jarvis – continued on page 15

NPS Director Jon Jarvis
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Educational Seminars Spur Attendance
At FARVC’s 2013 Conference & Expo

The Florida Association of RV
Parks & Campgrounds (FARVC) held
its 2013 annual Conference & Expo
May 15-17 at the Holiday Inn Harbour-
side Suites in Indian Rocks Beach, Fla.
The 35 vendors and 95 attendees repre-
senting 45 campgrounds made the 2013
conference “probably the most highly
attended show we’ve had in six or seven
years,” according to Bobby Cornwell,
FARVC’s president, CEO and execu-
tive director. 

Cornwell said one reason was the
high caliber of the seminars offered.
“You know, every year we say it’s the
best something, but it does seem to be
this year that our educational courses
were superb,” he reported. “People just
seemed to be really into the topics, and
most of the seminars were standing-
room-only.”

One seminar in particular that re-
ceived kudos was given by John Bar-
ron, representative from web design
company Gravity Free, who spoke on
Internet marketing and how to improve
a campground’s online presence. This
was Barron’s second appearance at
FARVC’s annual conference. Cornwell
said Barron will come again in 2014,
and that another “really great” session
was the luncheon keynote address by
Tim Richardson titled “Success by
Choice, Not by Chance.” Richardson
also moderated a campground owner
panel and Q&A session.

Other seminars given were KOA’s
Larry Brownfield speaking on “Driving
Business to Your Campground,” Ron
Mason from James Moore & Co. on
accounting and tax issues and the BP oil
spill claim process and National ARVC
CEO and President Paul Bambei with
updates on member benefits and serv-
ices, including the Music Licensing Dis-
count Program and the new
GoCampingAmerica.com site.

Cornwell said Bambei was also part
of an Industry Trends Panel with Lance
Wilson, Florida RV Trade Association
executive director; John Waldron,
Florida Outdoor Recreation Coalition
executive director; and Robert Bouse
of Red Rover.

Legislative Matters
Cornwell said a portion of the con-

ference that was of particular interest
was the legislative update and legal re-
view given by Marc Dunbar and David
Eastman, FARVC’s legislative consult-
ant and legal counsel, respectively.
The two were key players in the suc-
cessful passing of a legislative bill that
brought “some much-needed changes
to Chapter 513 to reflect more current
industry practices and help reduce un-
necessary regulations that were burden-
some to campground operators,”
Cornwell explained, saying the bill was
in the works for several years. 

The bill, HB 969 and SB 938, clarifies
what occupancy means in the context
of RV parks and the current interpreta-
tion of the law that lot spacing and set-
backs are set at the time the RV permit
is issued. It also repeals an out-of-date
statute relating to rate posting and ad-
vertising. “We had that whole section
deleted from the statute, so now we
don’t have that looming over our camp-
ground owners’ heads.”

The annual meeting portion of the
event included elections (resulting in
no change to the board of directors or
executive committee) plus a State of the
Association address by Pat O’Neill,
chairman, and a treasurer’s report from

Chris Long, all carrying good news. “In
short, the association is doing well and
is in good financial standing,” Cornwell
stated.

He said membership and advertising
revenue are both up and the
CampFlorida.com site has been re-
designed, while new member programs
and services include individual mobile
website design services. He said camp-
ground members are being heavily pro-
moted online and in print through the
“CampFlorida Directory,” website and
mobile site. The publication recently re-
ceived the “Best Directory of the Year”
award from National Association of
RV Parks and Campgrounds (ARVC)
and, according to the FARVC website, is
used by 1.5 million campers worldwide
planning on or currently camping in
Florida. The award was presented by
O’Neill along with another National
ARVC award, “Executive Director of the
Year,” presented to Cornwell at its 2012
conference in Las Vegas.

The FARVC conference tends to be
one of the largest in the country, some-
thing Cornwell attributed to several el-
ements — including the convenient
location and the quality and empha-
sized promotion of the educational ses-
sions — but he mostly credited the shift
in the economy and resulting positive
outlook.

“Probably the biggest thing this year
that’s different is just the excitement
and participation by campground own-
ers. Everybody stayed around to the
end, and the crowd was very lively, very
enthusiastic, very happy,” he described.
“Camping’s been doing great in Florida,
and campgrounds are getting excited. I
think we’re finally on the upswing and
there’s a renewed positive outlook for
the RVing and camping industry.”

Special contributing sponsors for the
2013 FARVC conference were VISIT-
FLORIDA (Platinum Sponsor), Ever-
green USA (Silver Sponsor), Leisure
Systems Inc. (Contributing Sponsor)
and Southeast Publications (Con-
tributing Sponsor). — Barb Riley WCM

Bobby Cornwell, Florida ARVC executive director

Sen. Lamar Alexander Honored: U.S.
Sen. Lamar Alexander received the 2013
Sheldon Coleman Great Outdoors Award,
the recreation community’s most presti-
gious award, at a special Great Outdoors
Week celebration on June 5. The award
was created in 1989 to honor the lifelong
efforts of Sheldon Coleman, whose engi-
neering, marketing and advocacy talents
made coolers, lanterns and tents bearing
his name ubiquitous on America’s public
lands. Alexander chaired the President’s
Commission on Americans Outdoors
(PCAO) on which Coleman served, mak-
ing this year’s honor especially notewor-
thy. The award honors individuals whose
personal efforts have contributed sub-
stantially to enhancing outdoor experi-
ences across America.

KOA Hosts 100,000 Campers Over Me-
morial Day Weekend: Camping num-
bers at the 485 Kampgrounds of America
(KOA) locations in North America over the
2013 Memorial Day Weekend matched
the strong growth KOA experienced over
the holiday weekend last year. According
to figures released by KOA Inc., more
than 100,000 campers stayed at KOA
campgrounds over the 2013 holiday
weekend – the traditional start of the sum-
mer camping season. KOA advanced
reservations for the 2013 summer peak
season (Memorial Day through Labor
Day) continue to be strong at more than
8% over the same period in 2012. Ad-
vanced reservations for the 2013 Fourth
of July holiday alone are running 15%
over the same period in 2012.

Mackinaw Campground Voted No. 1: In
a poll of Traverse City, Mich.’s TV 9 & 10
viewers, Mackinaw Mill Creek Camping in
Mackinaw City was voted as the “Favorite
Campground in Michigan.” This family-
owned and privately operated camp-
ground tops a list that was otherwise
composed of state parks (including Lud-
ington State Park, Interlochen State Park,
South Higgins Lake State Park and Aloha
State Park).

California Launches ‘Parks Forward’:
California officials on June 3 launched a
new program to analyze and overhaul the
state parks system, to be led by a volun-
teer commission. Called Parks Forward,
the effort is required by the California
State Parks Stewardship Act, passed last
year in the wake of a financial scandal that
upended the leadership ranks at state
parks headquarters, the Sacramento Bee
reported. Among its other troubles, the
department has a deferred maintenance
backlog at its 280 parks that exceeds $1
billion. California Natural Resources Sec-
retary John Laird said that Parks Forward
aims to make the parks department “sus-
tainable” over the next century. 

Thor Buys Former Monaco Plant: Thor
Industries Inc. and Thor Wakarusa LLC, a
subsidiary of Thor Industries, have pur-
chased the former Monaco recreational ve-
hicle production campus in Wakarusa, Ind.
The facilities comprise nearly 1 million
square feet of production space on more
than 150 acres in Wakarusa and includes
more than 35 paint booths designed
specifically for painting recreational vehi-
cles, according to Thor officials. Initially,
Thor plans to use the facilities for motor-
ized production to better enable Thor
Motor Coach to meet current and ex-
pected demand, and to integrate paint op-
erations through a facility operated by
Thor’s Keystone subsidiary. The facility of-
fers the potential for additional production
as well, according to the company. WCM

NEWS
BRIEFS

David Gorinwill speak on the latest trends
in RV parks during a seminar at America’s
Largest RV Show set for Sept 9-15 at the
Giant Center in Hershey, Pa.

The show is less than three months away
but organizers are already preparing for an-
other record-breaking year.

“I am pleased to report that space sales
at the time of this year’s show drawing not
only exceeded last year, but also total space
sales from the 2012 show,” Rebecca Lening-
ton, executive vice president of the host
Pennsylvania RV & Camping Association
(PRVCA), said. The drawing, which gives
manufacturer and booth vendor representa-
tives the opportunity to select their com-
pany’s location in the show, was held in May
at the Hershey Lodge.

Forty-five manufacturers and 149 booth
vendors have purchased 769,011 square feet
and 35,155 square feet of space, respectively,
which is 19.8% more than space sold at the
2012 show drawing and 7.9% more than last
year at show time. “There is a very limited
amount of manufacturer space available, and
all of the booths for Public Days are sold out
inside the Giant Center,” Lenington reported.

“This year we ex-
tended manufac-
turer exhibit space
into the parking lot
and added addi-
tional booth space
outside to accom-
modate the show’s
growth.”

A m e r i c a ’ s
Largest RV Show
incorporates both
Industry and Public
Days to create a
true hybrid show.
Industry Days, held
Sept. 9-10, pro-
vides dealers and manufacturers the oppor-
tunity to connect and concentrate on
building relationships while the Public Days
allows dealers to sell the new products to
consumers. 

Affordable education programs provide
an in-depth look at various aspects of 
the RV industry. In addition to Gorin, pro-
grams will include a full-day RV technician
training by Lippert Components Inc. and

Gary Motley and a full-day parts manager
clinic by Chuck Marzahn of Marzahn 
and King.

The Red Carpet Breakfast is returning to
Chocolate World with a motivational mes-
sage by NFL Hall of Famer Rod Woodson
who will also be available for a meet-and-
greet and autographs.

For more information on this show visit
www.largestRVshow.com. WCM

Space Sales Up as PRVCA Readies For ‘America’s Largest RV Show’
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10 camping gift certificates.
PCOA has come a long way over the

past 50 years, Executive Director Bev-
erly Gruber says of the state trade group
originally founded as the Campground
Owners Association of Pennsylvania
(CAP) in 1963 to counter what it per-
ceived as unfair competition from public
parks. Founders, including original
board members President C.R. (Dick)
Sandy, Sandy’s Campground of Mercer,
Pa., and Vice President Gunther P.
Kaiser, Spring Gulch Campground, New
Holland, also wanted to pursue a leg-
islative agenda and spread the good
word about the state’s private parks and
tourist attractions.

The association’s first “Campground
Owners Workshop” was held in March
of 1963 at the Holiday West Hotel near
Harrisburg, Pa. with 150 attendees rep-
resenting 40 member campgrounds and
other tourism entities.

From 1965 to 1967, member sites
jumped from approximately 2,000 to
15,750 sites, reflecting the rapidly grow-
ing park arena. Today, PCOA has 239
members, most of them “mom-and-pop”
operations averaging 167 campsites per
park, with a total of approximately 40,000
sites.

“Probably the smartest move we’ve

made in 50 years was purchasing the
York Campers World RV Show,” said
Gruber of the show, held in early March
each year at the York Expo Center in
York, Pa., with about 15 RV dealers and
60 campgrounds exhibiting. “It has
helped our bottom line greatly and it has
also developed our volunteer base.”

“We have a lot of members come in
to help run the Show,” she said. “It’s
gone so well that now we’re doing these
industry promotions, which mainly came
about through getting our members in-
volved.”

Those promotions include events at
various venues, such as Cabela’s loca-
tions and the Lehigh Valley Zoo in Sch-
necksville, Pa., at which PCOA members
make s’mores for visitors, pass out di-
rectories and talk to consumers about
camping in pastoral Pennsylvania.

“For the past 50 years,” said Wine-
man, “the association has provided mar-
keting, education and legislative
guidance to the membership. We have
grown over the years to become one of
the premier state associations and
PCOA is the model many other states
strive to follow.”

The association has been an influen-
tial force in Pennsylvania as it has
helped fight for and disseminate infor-
mation about important legislation over
the years. “I don’t think we can take
credit for any one particular law,” com-
mented Gruber, “although we certainly
have fought some issues we felt impor-
tant to the campgrounds in our state.”

According to Gruber, who has spent
30 years in her role as executive direc-
tor, some of those issues include the
policies and procedures regarding pes-
ticide application and licensing for
campground swimming pools, lifeguard
coverage at recreational swimming
pools, the certification of food handlers
and campground inspection. 

Member benefits, in turn, have im-
proved considerably over the years.
PCOA not only distributes information
regarding the latest industry-related leg-
islation in the member newsletter and
online, but also offers courses for pesti-
cide and food handlers licensing at the
annual convention. The annual Pennsyl-
vania Camping Directory, which can be
found in print and online, is a marketing
and promotional plus. And the associa-
tion also credits the National Associa-
tion of RV Parks & Campgrounds (ARVC)
for providing members with additional
benefits and valuable services.

Along with Wineman, the current
board of directors includes Vice Presi-
dent Jason Vaughan, Mountain Vista
Campground, East Stroudsburg; Secre-
tary Bruce Heasley, Holiday Pines
Campground, Loganton; Treasurer Jason
Sheaffer, Pinch Pond Campground,
Manheim; and the following regional
vice presidents: Tim Chilson, Meadville
KOA Kampground, Meadville; Kathy
Stetler, Pioneer Campground, Laporte;
Barbara Repetski, Hemlock Camp-
ground, Tobyhanna; Matt May, Presque
Isle Passage RV Park & Cabin Rentals,
Fairview; Deene Yenchochic, River’s
Edge Camping & Cabins, Connellsville;
David Mull, Shady Brook Campground,
Beavertown; Ryan McFarland, Button-
wood Campground, Mexico; Timothy
Cartmell, Honesdale/Pocono KOA,
Honesdale; Shane Adam, Mountain
Springs Camping Resort, Shartlesville;
plus Director-at-Large Debby Yeager,
Rose Point Park Campground, New Cas-
tle; and Gruber. – Dannie Bova WCM

Beverly Gruber

PCOA—from page 3RVIA Forecast: RV Shipments 
Expected to Rise 8.4% in 2013

The recreation vehicle (RV) industry’s
shipments are predicted to total 309,800
units in 2013, 8.4% above the 2012 total
of 285,749.

According to a new forecast by RV in-
dustry analyst Richard Curtin, re-
leased at the Recreation Vehicle
Industry Association’s (RVIA) Joint
Committee Luncheon on June 3, RV
shipments are expected to rise for a fifth
straight year in 2014 with wholesale pro-
duction expected to reach 321,800 units,
a gain of 3.9% over the projected 2013
total.

The estimated total for 2013 would be
an 87% increase from the industry’s re-
cession low in 2009. 

Fueled by strong consumer response
to the versatility, affordability and inno-
vative designs of new models, RV ship-
ments through the first four months of
2013 shot up 13.3% compared to the
same period in 2012. The industry has
seen double digit gains in conventional
travel trailers, Class A motorhomes and
Class C motorhomes.

“The favorable RV outlook is based on
modest gains in jobs, incomes and
household wealth,” said Curtin, director
of consumer surveys at the University of
Michigan, during his presentation to
RVIA members at the association’s an-
nual Committee Week. “Consumer
budgets have changed, but they still hold
steadfast preferences for the RV
lifestyle.”

Consumers have adopted a more real-
istic economic outlook, Curtin told the
Committee Week audience. Manufactur-
ers have responded by introducing an
array of new products that will provide
the same cherished RV experiences while
respecting their new budget limitations.

The RV market is expected to be bol-
stered over the next two years with ris-
ing home values and higher stock prices
boosting the willingness and ability of
new RV buyers. WCM

Camping used to be synonymous with
staying in a tent or RV — but camp-
grounds, RV parks and resorts across the
Lone Star State are finding they can ac-
commodate bigger groups and introduce
more people to camping by making park
model rental accommodations available
to them, according to Brian Schaeffer,
executive director and CEO of the Texas
Association of Campground Owners
(TACO).

“We’re seeing a dramatic increase in
the number of parks that offer rental ac-
commodations,” said Schaeffer, whose
organization launched a separate web-
site called www.TexasCabinRentals.net
to help people find campgrounds with
park model rental accommodations.

“We’re adding a dozen of them to our
park this year,” said Steve Stafford, man-
ager of the North Texas Jellystone Park
Camp-Resort in Burleson, Texas. Hill
Country RV Resort & Cabins in New
Braunfels is also adding 11 more park
models this year, according to Bryan
Kastleman, the park’s managing partner,
while La Hacienda RV Resort & Cottages
in Austin is adding seven more park
model cabins.

“The park model cabin business has
truly been a pleasant experience for us,”
said park developer Ken Butschek. “I am
experiencing about 15% annual growth
on RV site rentals, but 30% on my park
model rentals. I’m probably going to need
10 more next year.”

Park model suppliers, such as Cham-
pion/Athens, have seen their business
continue to grow in recent years. “We
have sold to 49 different campgrounds
and resorts here in Texas,” said Dick Gry-
monprez, director of national park model
sales for Champion/Athens, adding, “We
do a lot of business with campground
owners and a lot of them continue to buy
from us each year.   WCM

Texas Campgrounds See Big
Growth in Park Model Rentals

www.yurts.com
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MODERN MARKETING

In today's fast-paced online market-
ing environment nary a day passes with-
out a new “must have” tool emerging, a
platform enhancement that requires
your attention or a statistic or report
that may hold an important nugget or
two of wisdom. Certainly a savvy mar-
keter wants to stay up to date — but the
reality is that you also have a business
that requires your daily care and feed-
ing. So the question presents itself: how
does one keep up with it all?

An Abundance of Educational Tools
There are a number of e-mail

newsletters and websites that offer a
plethora of information, for free. A sim-
ple subscription will deliver daily,

weekly or occasional updates directly to
your inbox. For a 30,000-foot view on
general business trends and practices, I
enjoy Entrepreneur.com, Inc.com, and
FastCompany.com. Subscribers receive
frequent e-blasts that include a brief
summary of magazine highlights.

Providing research on a number of
digital topics, Pew Research Center’s
Internet & American Life Project
(www.pewinternet.org) gives digital
marketers concrete data on topics that
may help them understand the behav-
iors of their customers. For example, a
recent e-mail shared findings on 2013
smartphone ownership. Here's the re-
port teaser: 56% of American adults now
own a smartphone of some kind; Android
and iPhone owners account for half of the
cell phone user population. Higher-income
adults and those under age 35 lead 
the way when it comes to smartphone
ownership.

Your job is to tease out the parts that
matter to your business and figure out
how to use that data to your advantage.

For pure digital marketing content, a

Evanne 
Schmarder

Keeping Up: Business-Building Marketing Resources & Education
few of the several resources I look to are
MarketingSherpa.com (e-mail market-
ing experts); ReelSEO.com (video mar-
keting experts); and Mashable.com (a
mishmash of online info, some valu-
able, some nonsense).

Lastly, peer-to-peer discussion ex-
changes can provide you with different
perspectives, new ideas and concepts,
and a general sounding board for any
topical situations you may be experi-
encing. LinkedIn.com is ideal for this
and there are a few really great groups
you might consider joining. One of the
most active, diverse, and informative is
Horizon RV Resorts president and
founder Randy Hendrickson’s RV Park
Biz, where folks from all walks of the
industry and all across the world con-
vene to share observations, experiences,
and resources in which they’ve found
value. This LinkedIn group is “closed”
so you must ask to join.

In a recent “discussion” started by ac-
tive group member Edward Brooker, he
asked, “Why do you come to this
group?” Long-time industry guru (and
WCM columnist) David Gorin com-
mented, “I’m here because I think this
is the 21st-century equivalent of net-
working in the hallways at industry
meetings, across the lunch table at a
convention, or in the men’s room (and
I assume in the ladies room although
I’ve not had that experience). All the
benefits with little or no cost in dollars
or time. Takes the old park industry
‘cracker-barrel’ to new heights.” No
wonder Hendrickson finds LinkedIn
delivers “lively, illuminating, thought-
provoking conversation all across the
spectrum.”

A Single Point-of-Reference
Resource for Outdoor Hospitality

Because digital marketing is my 

business, I take the time to frequently
peruse each of these educational re-
sources and many more — and I very
much enjoy it. That being said, I’ve not
come across a single information-rich
digital marketing resource that directly
addresses the specific needs of camp-
grounds, RV parks and resorts… so I
created one.

Digital Marketing for the Outdoor
Recreation Industry: Digital marketing in-
sights, trends, tips and tricks for busi-
nesses dedicated to promoting great
outdoor experiences is a monthly online
publication dedicated to serving park
owners, operators, marketers and oth-
ers promoting outdoor recreation. The
e-magazine offers readers the latest dig-
ital marketing news, information, and
food for thought as it relates to running
an outdoor hospitality and recreation
business.

For example, May's inaugural 
issue, found at http://bit.ly/18TDqL7,
took a close-up look at recent — and
extremely useful for marketers —
changes to Facebook’s cover photo
rules; an article detailing the difference
between social media and digital mar-
keting (hint: one is a tactic and the
other is a strategy); a nifty infographic
titled ‘36 Rules of Social Media’; and a
handy 2013 marketing clock to help
you plan your park’s special events.
Some content is original while other
pieces are hand-chosen from a number
of tried-and-true resources. Either 
way, inside the virtual pages you’ll 
find each and every article relevant to
our industry. 

Seasoned marketers as well as small
mom-and-pop parks can utilize this 
free resource designed for and targeted 
to the outdoor hospitality and 
recreation industry by subscribing at
http://mad.ly/signups/80988/join.
You’ll receive notification of each issue
as soon as it’s released. Because it runs
on Flash, it’s not viewable on iPads or
iPhones but can be seen on all comput-
ers via all browsers.

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

Manufacturers of Quality Recreation FUNniture

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

2061 Sulphur Springs Rd
Morristown, TN 37813

321-322-8367

www.fairmontparktrailers.com
www.greenlightfirebag.com
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INSITES

David 
Gorin

Spurred on during these early years by
NCOA and ARVC leaders Erv Banes, Al
Daniels, Bob London, Conrad Dumke
and several others, there were some sig-
nificant accomplishments that dramati-
cally raised the awareness of camping
among the general population — includ-
ing a partnership among GCA, Kmart and
the Coleman Co. that led to the distribu-
tion of tens of thousands of Go Camping
America Vacation Planners in more than
2000 Kmart stores; the introduction of
the Go Camping America Credit Card,
which — promoted to park owners and
campers as a vehicle to fund Go Camping
America — had, at its peak, more than
5,000 cards being used; the introduction
of the Go Camping America ATT Tele-
phone Calling Card, which generated ad-
ditional funding for Go Camping
America; and, as the world-wide web and
Internet began to gain acceptance, ARVC
created the Go Camping America online
directory that remains today as the pri-
mary GCA vehicle for marketing ARVC
members.

Go RVing Debuts
And then there was Go RVing, an RVIA

and RVDA effort to unite the manufactur-
ers and the dealers in a national promo-
tion program to educate, motivate, entice
and sell RVers to a larger and larger share
of American consumers.

If my memory serves me correctly, the
campaign to unify the RV industry
around a national RV promotion program
was initially spearheaded by Coachmen
Industries’ Tom Corson, industry execu-
tive Jim Sheldon (then with Holiday
Rambler and subsequently with Monaco),
Tom Faludy of Carefree, and RVIA Presi-
dent Dave Humphries. Together with Bob
Strawn, president of the RVDA, dealers
Tom Stinnett and Rick Horsey and others,
this group fashioned the Go RVing Coali-
tion and promotion campaign into a
model of industry unity that has become
both a powerhouse driver of RV sales
growth and the envy of many other big-
ticket recreation equipment manufactur-

ers — especially the boating industry.
Since Go RVing’s inception in 1994,

the number of RVs owned by 35-54 year
olds has grown faster than all other age
groups, consumer attitudes toward RVs
have improved very significantly and RV
advertising has grown every year. The
number of likely RV buyers grows annu-
ally, driven by the Go RVing advertising
and promotion. 

The program is funded by the price of
the RVIA standards certification seal that
goes on every RVIA member-produced
RV. Additionally, industry suppliers sup-
port the program through an annual dues
assessment and through a special assess-
ment added to the cost of exhibit space at
the annual National RV Show in
Louisville. All segments of the RV indus-
try contribute to this powerful program
that has worked wonders in building in-
terest, respectability, understanding, sup-
port and many other positive attributes
for RVs, RVing and the outdoors.

In the early years of Go RVing, the
campground industry conducted a “fair
share” program soliciting contributions
to the Go RVing campaign by requesting
a fair share contribution based on the
number of sites in a park, the number of
site nights or the park’s revenue. Partici-
pating parks were listed on the Go RVing
website as a resource for people looking
for places to go camping. For some years,
ARVC’s annual support through the fair
share and other fund-raising techniques
of Go RVing was in the $100,000 annual
range. And then for some reason, the in-
dustry association dropped its support —
neither soliciting support from the mem-
bers nor providing direct support from
the association's budget.

The Bottom Line
So, you might ask — what’s your

point? I have several:
1. Every RV that’s sold represents a po-

tential of 365 site nights for the park in-
dustry.  From research I’ve seen, the
average RVer uses their RV for about 25
nights a year. For every 1,000 RVs sold,
at about $40/night on average, that’s $1
million in potential park revenue. With
10,000 campgrounds, those 1,000 RVs
could mean $100 in revenue for each
park. If the RV industry can successfully
grow from where it is today — approxi-
mately 300,000 unit sales — to where it
was in 2006, with about 390,000 units –
that could be $90 million in park rev-
enue. At just 50% of that, we’re looking
at $45 million — or maybe $4,500 for
every excellent, good, fair and poor park
in America.  Maybe a park would con-
sider a $50 –to-$100 contribution to Go
RVing to earn perhaps an additional
$4,500 in revenue.

2. With the Recreational Park Trailer
Industry Association (RPTIA) now back
under the RVIA umbrella, it stands to rea-
son that the RVIA and the RV dealers are
likely to take an increased interest in the
RV units represented by park model man-
ufacturers. These models are rapidly ex-
panding as rental units in parks and as
seasonal camping units of choice. RVIA
has already launched a public relations ef-
fort to spread the word about park model
RVs and park rental units. Soon, I’d ex-
pect that these units will be promoted
more aggressively by RVIA public rela-
tions activities and may be included in fu-

First, a little history.
In the beginning there was Go Camp-

ing America (GCA), a joint venture of the
(then) National Campground Owners As-
sociation (NCOA), the Recreation Vehicle
Industry Association (RVIA) and the
Recreation Vehicle Dealers Association

(RVDA). The name Go Camping America
and the original GCA logo were devel-
oped by KOA and given to NCOA some-
time in the mid-1980s.

The objective of GCA was to spread
the word about camping and RVing to the
general public and to provide information
to the media about camping in the U.S.
As opportunities for promotion devel-
oped, each organization provided a share
of the resources necessary or contributed
talent, information or other in-kind sup-
port.

In the early 1990s, the RVDA decided
to withdraw from GCA, leaving the pro-
gram to RVIA and NCOA/ARVC.

Every RV Sold Represents Potential Revenue to the Park Industry

InSites – continued on page 25

www.checkboxsystems.net
http://firesafe1.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
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ON CAMPGROUNDS

Stargazing isn’t just a casual pastime at
the Herkimer Diamond KOA (Kamp-
grounds of America) park in Herkimer,
N.Y.

With the opening this spring of the
park’s “Star Catcher Lodge,” it’s also be-
come an educational experience, said
owner Renee Scialdo Shevat, who took
over management of the park from her fa-
ther, Rudy Scialdo, in 1996.

But that's not necessarily a revelation,
given that Herkimer has long been an in-
structional endeavor as well as a camping
experience.

“My interest in the park was to come
in for a year, find a manger and then over-
see the management process,” she said.
“But I fell in love with the park. (One) of
the reasons was to take the park to a
whole different level by educating people
while they are having fun.

“We’ve taken science and interwoven it
with the park to make it fun.”

The “Star Catcher Lodge” — a fully
equipped cabin with a commercial Cele-
stron telescope perched on an adjacent
deck along with other space-exploring
equipment such as high-powered binocu-
lars and tabletop telescopes — opened
and was an immediate hit, Shevat said.

While operating the 180-site park on
540 acres along West Canada Creek in
this centrally located city in New York,
Shevat also oversees the adjacent
Herkimer Diamond Mine, a lodestone of
multifaceted quartz crystals that attracts
hundreds of amateur crystal enthusiast
daily during the summer who may or may
not be staying at the park.

And along with the new Star Gazer
Lodge, Herkimer KOA also has a museum
containing one of the largest gem collec-
tions in the world and enhances the dis-
ciplinary sciences with instruction on the
environment, geology, gemology and pa-
leontology — the latter of which features
a T-rex scull excavated in Madagascar,
Shevat said.

More traditionally, the park also fea-
tures a full service Italian-oriented restau-
rant, an outdoor pavilion with its own
kitchen and an outdoor cinema.

The telescopic array is available only to
cabin renters Monday through Friday,
while being used for group viewing on the
weekends. ''You can have 12 people in
there,'' Shevat said.

The Star Gazer Lodge is among 14 cab-
ins at Herkimer KOA, four of which are
operated by solar power, the excess of
which is sold onto the electric grid sys-
tem. “We intend to build more over the
next couple of years,” Shevat said.

“Business has been great,” she said.
“We find that lodging (including the Star
Gazer Lodge) is very strong.”

Aside from the attraction of the dia-
mond mine, Shevat said the park’s loca-
tion is a primary reason for its success.

“We are three hours from New York
City, Montreal and Boston,” Shevat said.
“A lot of that is urban where people want
to go camping, but they may not own a
tent or an RV. So we put a lot of our in-
vestment into a lodging option to give
families from New Jersey or Queens the
ability to come to our park and relax
around an open fire and make s’mores
outside, but have the amenities of a hotel
inside.”

* * * * *
A late May hailstorm was a mixed

blessing for Deer Creek Valley RV Park
in Topeka, Kan.

While there was some minor damage
to the park’s landscaping and to cars,
trucks and RVs at the 59-site park, it sub-

sequently became headquarters for insur-
ance adjusters and repairmen who moved
into the area to fix the damage.

“The flowers took a beating and about
every vehicle in the park got hit,” said
Randy Whistler, who manages the park
with his wife, Sherry. “There was noth-
ing serious, though.”

Deer Creek Valley, which opened in the
mid-2000s on Topeka’s east side, is having
a good season, the hailstorm notwith-
standing.

“We are pretty busy right now with the
adjusters and repairmen and people stop-
ping in for a night on their way through
town,” Whistler said. “We are 85% full
and have been for some time.”

And it’s shaping up to be a better sum-
mer weatherwise, he added.

“We actually have grass this year,”
Whistler reported. “We haven’t had that
for the last couple of years because of the
drought. Last year our groundskeeper

mowed dirt.”
Whistler is in the midst of updating its

Wi-Fi system and rehabbing Deer Creek’s
laundry facility that doubles as a storm
shelter with 8-inch-thick walls.

“Those are in-progress things,” he said.
* * * * *

Lower fuel prices and hot weather this
spring in the West were responsible for re-
tirees showing up sooner than expected at
Port Orford RV Village in Port Orford,
Ore., two miles from the Pacific Ocean in
southern Oregon.

“People starting coming in a month
early this year,” said Tim Pogwizd, owner
with his wife Cindy of the 40-site park.
“So, business has been pretty good.”

The heavily wooded park is a half-mile
off the 1,550-mile-long U.S. Highway 101,
which snakes along the Pacific coastline
from California to Washington.

The park, which is open year-round,
provides complimentary coffee and baked
goods each morning in the clubhouse,
which also has a computer linked to the
Internet and complimentary videos and
books. The park also has free Wi-Fi for
people who bring their own computers.

“We get a lot of people from California,
Arizona and Nevada who come to the
coast where it’s cooler in the summer,”
said Pogwizd, who himself has been an
RVer for 20 years.

For fishermen, Port Orford RV Village
has a large covered stainless-steel fish-
cleaning area along with another spot
where fish can be smoked or crabs boiled.

Since buying the park in 2005, the Pog-
wizds have reinvigorated the Port Orford’s
landscaping.

“It was kind of barren when we bought
it,” Pogwizd said. “My wife has added a
lot of landscaping.”

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

The Star Catcher Lodge at the Herkimer, N.Y. KOA.

Herkimer KOA Adds ‘Star Catcher Lodge’ to Its Impressive Inventory

www.yourelectricalsolutions.net
mailto:sales@yourelectricalsolutions.net
www.minigolfinc.com
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Camping in the Cloud
Properly Managing Your Park’s Wi-Fi System 
Requires Recognizing and Accommodating the
Changing Web Habits of Campground Visitors
— as Well as the Explosion of Mobile Devices

As wireless technology continues to
evolve, the way people camp is changing
as well. Rather than pulling out the old
campground directory and guidebooks,
many have now turned to the Internet for
online booking for campsite reservations,
trip planning and traffic/weather condi-
tions, not to mention music, movies and
overall entertainment. This newfound re-

liance on the Internet has actually been
years in the making — but it does present
an interesting dilemma for campground
owners; namely, as the demand on camp-
ground Wi-Fi gets heavier every day, what
steps can be taken to ensure a pleasant ex-
perience for their guests?

Beginning on the booking side, some
online registration companies met with
some resistance at first. “I hear all the time,
‘We don’t offer Internet reservations be-
cause we offer top-of-the-top customer

service, and we have to talk to them to give
them that service,’” said Peter Kearns, vice
president and owner of Niagara Falls,
Ontario-based Mission Management In-
formation Systems Inc. (MMI) “I tell
them, ‘What you want has nothing to do
with it. It’s what they want. And what they
want is to book between 7:30 p.m. and
3:30 a.m. — and your park office isn’t open
then.’” Websites such as MMI’s have re-
cently seen increased traffic as more and
more campground owners are listening to
their customers. “The online demand has
always been there for the public, but the
parks really are just now catching up to it,”
noted Kearns. 

But once somebody has booked their
site and fulfilled their stay, what then? If
they plan to continue their RVing/camping
adventures elsewhere, chances are they’ll
head back online to reserve a site at a dif-
ferent location — and that’s where the im-
portance of a reliable Wi-Fi connection at
the campground comes in. “When people
launch their browser at a campsite, they
just want to connect to the Internet and
stay connected. If they can’t do that easily,
they won’t,” said Eric Stumberg, presi-
dent/CEO of Austin, Texas-based Ten-
goInternet. 

In order to facilitate that ease of use —
not only for online booking but especially
for more involved, larger tasks like upload-
ing and downloading files — campground
owners need to not only offer Wi-Fi at their
sites but also to ensure that it’s readily

available and maintained properly. And
that begins with making sure the Internet
signal coming into the park is strong
enough to handle the demand. 

“The first building block in any Wi-Fi

system is the bandwidth coming in,” said
Jim Ganley, managing partner at Gray,
Maine-based Check Box Systems. And
that can cost campground owners more
money than they may be prepared to
spend. “When you look at the cost of pro-
viding reliable Wi-Fi, it’s not cheap,” Gan-
ley explained. “But comparing it to other
amenities, like swimming pools and ath-
letic facilities, it’s much less expensive —
and much higher on the wish list for your
guests. Far more guests want Wi-Fi than
want to swim laps in the pool.”

Camping purists may consider the de-
mand for Wi-Fi a ridiculous one; you’re
supposed to be spending time in the great
outdoors, under clear skies, with no elec-
tronics whatsoever. But like the demand for
pools, clubhouses and even golf courses,
the public’s desire to staying connected has
necessitated Internet systems that can han-
dle hundreds — if not thousands — of
users in any given 24-hour period. 

Others in the industry concur. “The ma-
jority of campground owners are now real-

izing that Wi-Fi is the No. 1 demanded
amenity,” said Jim Ames, CEO of Napa,
Calif.-based Airwave Adventures. “If you
don’t have reliable Wi-Fi, most likely
they’re going to go someplace else.”

Consider bandwidth (the top require-
ment for solid Wi-Fi) as a sprinkler system;
you have a main water line that you tap
into, and the more sprinkler heads you
place throughout the yard, the less the pres-
sure is going to be. That’s why all the Wi-Fi
management systems that Woodall’s Camp-
ground Management (WCM) spoke to rec-
ommend getting the maximum bandwidth
possible for each location, which is some-
times a rather difficult proposition. “That
largely depends upon where in the country

Peter Kearns

Eric Stumberg

Jim Ganley

Airwave Adventures
Airwave bills itself as a one-stop business

for campground owners to install Wi-Fi into
their campgrounds. Airwave sells the equip-
ment, designs the system and maintains
manages the program should users wish to
continue that route. “We also have a pro-

gram to manage the system, do all credit-
card transactions and take care of
technical-support needs,” said Ames. “With
our Deluxe Package, we handle everything;
we even find out who the local (provider) is
and take care of the billing there, as well.
We’re the only ones who do that for our cus-
tomers.” For more information, contact
www.airwaveadventures.com.  

Campground Manager
Campground Manager, which is MMIS’

top product, allows users to book their camp-
sites online in conjunction with the vertically
integrated www.bookyoursite.com, without
the need to contact the campground directly.
This allows them to book on their own time
frame, rather than waiting on hold during
their own work hours. Kearns pointed out
that 73% of RVers book during off hours, and
that the campgrounds still have the opportu-

nity through this program to approve of the
reservations. “Using Campground Manager,

we take their information, and then take the
park’s site out of inventory. But someone
(from the park) still has to touch those reser-
vations first thing in the morning during busi-
ness hours.” A Book Your Site app is now
available for the iPhone and iPad and is “The
only app in America where you can book a
reservation from your phone,” said Kearns.
For more information visit www.bookyour-
site.com.

Check Box Systems
“Check Box Systems software allows

properties to control who gets on their net-
work, how much time they spend on the net-
work and how much data they consume,”

said Ganley. Once a customer associates
his/her wireless device with a signal, a prop-
erty welcome page greets users with gen-
eral links to various property-selected sites.

Users can then dive into the “real” Internet
after they have entered a ticket number or
password. Some properties allow a “free ac-
cess” button, which allows free reign of the
web for a limited time, while some properties
call for a credit-card module to charge for
usage. Check Box Systems monitors users’
activity to make sure they aren’t consuming
inordinate amounts of data. For more infor-
mation visit www.checkboxsystems.net.

TengoInternet
TengoInternet is the largest high-speed In-

ternet provider and hot-spot installer in the in-
dustry. TengoInternet designs, installs,
operates and supports wired and wireless net-
works for outdoor hospitality venues. “We pro-
vide a guaranteed solution for the customer,”
said Stumberg. “We’re spending a lot more
time now helping customers identify better,
faster Internet.” Stumberg points out that Ten-

goInternet has addressed the recent mobile-
device boom by “mobilizing the network,” to
increase the range and effectiveness of his
products. “We are constantly striving to deter-
mine more reliable systems and better ways
of staying connected.” For more information
visit www.tengointernet.com. — Kris
Bunker WCM
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you are,” said Ganley. “If you’re in an area
fortunate enough to have robust fiber or
cable Internet, you can build a very fast sys-
tem for your guests. But if you’re in an area

with slower DSL or satellite connections,
there are more hoops to jump through.”

Both geographical and monetary con-
siderations must be taken into account
when planning a park’s Internet/Wi-Fi sys-
tem. In doing so, there has to be a certain
amount of “give” one way or the other. “If
I’m talking to a customer, the question now
is ‘What is the guest experience you want
to provide?’” said Stumberg. ‘Do you want
a service where everybody can send e-mails
and trip plan and do a few big things, or do
you want to provide a service where people
can Skype and download movies and be
online?’”

If owners opt for the latter, they should
be prepared for heavy demand; the grow-
ing reliance on Internet applications for en-
tertainment has proven to be the biggest

Wi-Fi “hog” of all, and could potentially
lead to campers leaving with a bad taste in
their mouths. “The biggest challenge we
face today is video. If you’re watching a
two-hour Netflix HD stream, that’s the
equivalent usage rate of sending about 4
million e-mails in two hours,” said Ganley.
Such high bandwidth usage by one camper
means that another may not even be able
to log on to retrieve his e-mails.

In addition, the boom of mobile devices,
from iPhones to tablets to connected MP3
players, has led to another challenge. “Our
biggest theme last year was upgrading all
our radios to the newest ones so they can
better handle sensitivity for iPads, iPhones
and smaller devices,” said Ames. “The
greatest challenge was to be able to handle
those (smaller devices) because they have

such small transmitters in them.”
So, who is to blame? The campground

owners or the users? Basically neither, said
Ames, who has a bit of a different take.

“The ISPs (Internet service providers)
are not keeping up fast enough with tech-
nology. The tech is there. We have fiber-
optic technology that’s been around for
quite a while.”

One thing all the providers agree upon
is the importance of the relationship be-
tween the campground owners and the Wi-
Fi managers. “It’s really critical for us that
we are in partnership with our customers
so that we’re meeting the expectations,”
says Stumberg. That way, we can really set
them right up front, given whatever cir-
cumstances they face locally.” — Kris
Bunker WCM

Jim Ames

be the focus of Centennial preparations
entail connecting people to parks, advanc-
ing the agency’s educational role, preserv-
ing special places and enhancing
organizational excellence.

He also noted that Grey Advertising
has been hired by the National Park Foun-
dation to develop an over-arching cam-
paign strategy for the national parks in
conjunction with the Centennial. Utilizing
this effort to build awareness of the Na-
tional Park System will take a real market-
ing strategy, he stated, likening it to the RV
industry’s Go RVing campaign, and will in-
volve the use of well-known figures from
sports and Hollywood, as well as iconic
events like the Tournament of Roses Pa-
rade and halftime at the Super Bowl.

And he praised the innovative ideas
that are coming from urban parks, involv-
ing community engagement, new partner-
ships, and the restoration of both lands
and waters. Linking outdoor experiences
with improved health offers another av-
enue for increasing interest in and support
for the outdoors. In fact, the medical com-
munity should be prescribing the out-
doors, Jarvis asserted, telling people to
“Go RVing, go fishing… take a hike and
call me in the morning.”

Jarvis said land-management agencies
were working together to improve con-
nectivity and access to public lands and
have become involved in initiatives recog-
nizing the contributions of various ethnic
groups and appealing to children as well,
including a new partnership with Sesame
Street. He also reported that a new study
on the economic impact of national parks
was being undertaken and should be
ready by 2016.

He concluded his remarks by describ-
ing the national parks as a great – and
distinctively American – concept to es-
tablish places where all the people can
enjoy the outdoors. “We are looking to
use every one of our tools in our toolbox
and every one of our partners… and
every one of the land management agen-
cies… to really re-engage the American
public in this extraordinary asset,” he
added.

Editor’s Note: Sponsoring the American
Recreation Coalition’s Recreation Exchanges
are the following organizations: American
Association for Nude Recreation, American
Horse Council, American Motorcyclist Asso-
ciation, Bureau of Land Management, Na-
tional Association of RV Parks and
Campgrounds, National Marine Manufactur-
ers Association, National Park Service, Na-
tional Tour Association, Recreation Vehicle
Dealers Association, Recreation Vehicle In-
dustry Association, U.S. Army Corps of En-
gineers, U.S. Fish and Wildlife Service and
U.S. Forest Service. WCM

Jarvis—from page 3

www.evergreenusa.com
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Major Players See Membership Camping On the Rebound
Resort owners are upbeat about the recent past — and more so about the immedi-
ate future — as regular campers as well as newcomers discover the appeal of mem-
bership camping. ‘When life gets hard, people go camping,’ said Mike Pournoury,
CEO and majority owner of Texarkana, Texas-based Ocean Canyon Properties

After a prolonged downturn that
began well before the Great Recession,
membership camping seems to be on the
rebound.

Major players in this oftentimes mis-
understood segment of the outdoor hos-

pitality business told Woodall’s
Campground Management (WCM) that
they are upbeat about the recent past —
and more so about the immediate future
— as regular campers as well as new-
comers discover the appeal of member-
ship camping.

That appeal revolves around the indi-
vidual beauty of member parks, the se-
curity that they afford every camper and
the relative affordability in an era of ever-
rising camping costs elsewhere in the
public and private sector.

Under membership camping, mem-
bers pay an upfront membership fee that
is good for a certain length of time — be

it five to 10 years, or perhaps a lifetime
— which allows members to access one
or more resorts, if the resort is part of a
network.

“We have seen the last five years,
even with the economy upside down, we

have had our best year, year after year.
When life gets hard, people go camp-
ing,” said Mike Pournoury, CEO and
majority owner of Texarkana, Texas-
based Ocean Canyon Properties, a
growing system of eight privately
owned, membership resorts in the
Southeast that offer spacious RV camp-
sites, comfortable vacation cabins, cot-
tages and condos along with a wide
variety of private resort amenities. “The
industry as a whole has been weak due
to the fact that it is so fragmented, but if
you talk to each company like ours,
business is great. Several companies our
size are just thriving in this industry. I

have a real positive expectancy for the
future of the membership industry.”
Gene Addink, general manager and

CEO of Midwest Outdoor Resorts,
which owns and operates three resorts in
South Dakota and Minnesota, agrees
with Pournoury’s take on the business.

“Even in bad times, we were success-
ful,” said Addink, who has been in the
membership camping business since
1984 and led the team that founded
Midwest Outdoor Resorts in 2000.
“There was a little bit of a downturn in
2008-’09, but when the economy was at
its worst, even then we were successful.”

Addink, whose company operates re-
sorts near Rapid City, S.D., and two in
the greater Minneapolis area, is looking
to add a fourth resort this year, either in
northern Minnesota or northern Wis-
consin.

Pournoury and Addink say their com-
panies are typical of the more than 50
membership camping systems that oper-
ate in the U.S. and Canada. Both main-
tain systems of upscale campgrounds

that appeal to seasoned campers as well
as newbies and also employ expert sales
staffs that can walk prospects through
the intricate concept of membership
camping.

“It’s not like going to a KOA,” said
Addink. “If you’re going to a KOA, you
know what you’re getting. With mem-
bership camping, the concept has to be
explained to people one-on-one. It is
usually not a product people shop for.
They have to be shown how it fits in
their lifestyle. It’s a very misunderstood
concept in the public’s eye.”

Each membership camping system
has its own set of rules, pricing and re-
ciprocal agreements. The concept re-
quires a full explanation before
purchase.

“It takes a proactive marketing group
that can find people who fit your demo-
graphic and then convince them to come
to a presentation to learn about the pro-
gram,” Addink said. In his 30 years in
the business, he doubts whether more
than five clients ever literally walked in
off the street and purchased a member-
ship without first undergoing a formal
sales presentation.

Thousand Trails Zone Pass
The industry’s leading player, Thou-

sand Trails, affiliated with Chicago-
based real estate giant Equity LifeStyle
Properties Inc. (ELS), has enlisted the
ranks of the RV industry to help it sell
memberships for its far-flung system of
80 RV resorts in 22 states and British Co-
lumbia. Today, more than 100,000 mem-
ber families and guests enjoy its parks.
Formerly only open to lifetime mem-
bers, Thousand Trails has introduced the
Zone Camping Pass, which provides a
low-investment way to enjoy the bene-
fits of resort-style camping on an annual
basis.

An ELS spokesman was unavailable to
speak with WCM. However, in a filing
with the Securities and Exchange Com-
mission (SEC) at the end of 2012, ELS
had these comments on its membership
camping business:

“In the spring of 2010, Thousand
Trails introduced low-cost membership
products that focus on the installed base
of almost 8 million RV owners. The com-
pany began offering a Zone Park Pass,
which can be purchased for one to four
zones of the United States and required
annual payments in 2012 of $499. Begin-
ning on Feb. 1, 2012, the required an-
nual payments increased to $525.

“The Zone Pass replaced high-cost
products that were typically entered into
at properties after tours and lengthy sales
presentations. The company historically
incurred significant costs to generate
leads, conduct tours and make the sales
presentations. A single zone ZPP re-
quires no upfront (additional) payment
while passes for additional zones require
modest upfront payments.

“Since inception, ELS has entered into
approximately 22,000 Zone Pass agree-
ments. For the year ended Dec. 31, 2012,
the company entered into approximately

Rushmore Shadows, a Midwest Outdoor Resorts campground in South Dakota.

Bruce Hoster, president of Coast to Coast Resorts, and Mike Pournoury of Ocean Canyon Properties.

Gene Addink, CEO of Midwest Outdoor Resorts
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10,100 Zone Pass agreements, or a
36.5% increase from approximately
7,400 for 2011.

“In 2012, the company initiated a
program with RV dealers to feature the
Zone Passes as part of the dealers’ sales
and marketing efforts. In return, the
company provides the dealer with a
Zone Pass membership to give to the
dealers’ customers in connection with
the purchase of an RV.”

Since the inception of the program
with the RV dealers, the company has ac-
tivated 1,289 Zone Passes, ELS reported.

Travel Resorts of America
Another major membership camping

player is Travel Resorts of America,
based in Southern Pines, N.C., which
operates six resorts in the eastern half of
the U.S. Sycamore Lodge near Pinehurst,
N.C., was its original resort, followed by
Gettysburg Battlefield Resort “which
with the 150th anniversary of the Get-
tysburg Address is our busiest this year,”
noted David Petsolt, director of mar-
keting. “We have three resorts in Ohio
— Wally World Riverside Resort,
Rocky Fork Ranch Resort and Py-
matuning Adventure Resort — each
providing a different experience.  Finally,
there is Twin Lakes Resort in Florida.”

The company’s expansion has been
driven by two factors.

“First, although most are within an
RVer’s drive time of each other, each is
in a diverse geographic area and easily
accessible from major metropolitan
areas,” Petsolt said. “Secondly, we seek
properties where we know we can create
a top-tier experience for our visitors —
the resorts have to have the right ‘bones.’
Our goal is to ‘wow’ our visitors with
something unexpected and provide the
backdrop for them to create unforget-
table memories. The Mohican River-
banks at Wally World, the History of
Gettysburg, the rich outdoor activities at
Rocky Fork Ranch, the waterslides at
lake at Pymatuning Adventure, the great
fishing at Twin Lakes, and the world-
class golf surrounding Sycamore Lodge
(Pinehurst #2 is home to the 2014 Men’s
and Women’s Opens) — each of our re-
sorts has something unique to offer our
visitors, all with a focus of fun.”

While the firm does not have any im-
mediate plans for further expansion, it is
always on the lookout for the next op-
portunity — “but it has to be something
special,” he stressed.

Coast to Coast
The turnaround has been very notice-

able at Coast to Coast Resorts, an affil-

iate of Good Sam Enterprises LLC.
Coast to Coast does not own any of its
own parks; however, it maintains recip-

Seven resorts. Nearly 600 affiliate parks.
Approximately 2,300 members. Not too bad for
an organization started by an RCMP Mountie
who purchased a single campground just out-
side of Vancouver back in 1978.

Ask around the Great White North — or
stateside, for that matter — for a reputable
campground membership park that offers
great service, top-notch amenities and great
locations, and Holiday Trails RV Resorts (HTR)
will likely come up in the conversation. That’s
because the Rosedale, British Columbia-based
group’s recipe for success has always hinged
on personal relationships with members and
non-members alike. “We are continually told
that the level of service people get at our 
parks – how friendly it is, how well the
campers are treated – is why people come
back time and time again,” says
President/owner Kevin Demers.

Two years after he took the plunge into campground ownership,
Demers found he was on to something. “I realized this was a business

I really liked. Campers are
people that are there to have
fun and enjoy themselves.
So, we bought a 25-acre
piece of property about 90
minutes east of Vancouver in
1980. We then built and
opened Camperland RV Re-
sort.”

A short time later, Demers
was approached by the
president of Holiday Trails
Resort, and agreed to pur-
chase 25% of the member-
ship-campground company.
In the ensuing years, De-
mers eventually bought out
the remaining investors until

he owned 100% of the company. Thirty years and 1,500 sites later, Hol-
iday Trails is still going strong. 

“We are the largest campground in Canada by far, both with the
number of parks we own and the number of sites we have,” said De-
mers. “In 2013, we are celebrating the 30th anniversary for Holiday
Trails, but it’s really been 35 years that we’ve been in this business.”

Much of that success can be attributed to the sales tactics em-
ployed by HTR. Rather than “hard sell” prospective members, the HTR
staff takes a far more laid-back approach than is generally associated
with membership camping. “Up here, we do not have any pressure,”
said Demers. “Our sales people are trained to have a very soft, friendly
sell.” In fact, HTR offers those interested in purchasing a membership
up to a three-day “trial run” for only $39.95, plus tax. Those campers
are asked to spend a 45-minute session with a membership consultant
with no obligation to buy. “I only want people to join that really and
truly want to be a member. If (our program) isn’t something that’s for
them this year, we want them to leave the park feeling good, that

they’ve been treated well and that they have plenty of info about mem-
bership camping,” said Demers.

HTR members enjoy a number of benefits, beginning with the sce-
nic locations in British Columbia, Alberta and Washington. Plus, the
campgrounds feature a variety of popular amenities. “At some of our

parks we have private members’ clubhouses, private members’
lounges, private members’ washrooms,” noted Demers. “There are
also member specials like Internet and other perks. All of our parks
have swimming pools, clubhouses, activities and, of course, Wi-Fi.”

HTR also offers a membership that is fully transferrable, to anyone,
so long as the membership fees are paid. To become a member, cus-
tomers pay a one-time up-front fee of between $6,000-$9,000 (which
includes the immediate family), depending on the membership tier,
plus annual dues of $600. That provides members full use of any of
Holiday Trails’ RV parks all year, for up to 14 consecutive nights per
park. After the 14 nights, members are free to stay at another park in
the system for up to another 14 consecutive nights, and on and on. “In
essence, you can camp in our system without any camping fees what-
soever,” said Demers. Plus, with reciprocal deals with many U.S. parks
including Coast to Coast, Resort Parks International and Outdoor Ad-

ventures Resorts, members can camp at any of those locations for a
nominal fee of about $10-$12 per night.

Another benefit of membership is the ability to connect with own-
ership to voice  concerns over the direction, condition and overall ex-
perience of HTR parks. Every year, HTR holds a member appreciation
weekend for each park. “For each weekend, we get about 100-150
members to attend,” Demers pointed out. “It always starts out with a
meeting that, for 30 years, I have conducted myself. Nobody else has
ever done it.”

It’s that kind of dedication that has helped HTR thrive for 30 years.
In fact, Demers often drops by the various resorts to make sure things
are running smoothly. “When I visit other parks, I tour them extensively.
I want to see what the park looks like, I want to see that the managers
and the staff are maintaining the park the way I want it to be. Most im-
portantly, I want to be seen, and I want to be available for questions.” 

“The joy that I get out of this is that people come up to me and say,
‘We’ve traveled all over the place for the last 15-20 years, we’ve stayed
at hundreds of campgrounds, and this park right here ranks up in the
top 3,’” said Demers. But HTR isn’t satisfied yet. “We won’t rest on our
laurels; we want to keep on staying ahead of the wave with new
things,” says Demers.

Perhaps the biggest testament to Demers’ commitment to HTR is
the fact that he lives on site at the original park, Camperland. If you’re
ever in the Rosedale area, stop by, and look for the red golf cart.

For more information on Holiday Trails RV Resorts, call (604) 794-
7876 or visit. www.holidaytrailsresorts.com. — Kris Bunker WCM

Bruce Hoster, president of Coast to Coast Resorts.

Kevin Demers

Rosedale, British Columbia-based Holiday Trails RV Resorts’ “recipe for success” has always hinged
on personal relationships with members and non-members alike.

In 2013, Holiday Trails RV Resorts celebrates its 30th anniversary — but
it’s really been closer to 35 years that founder Kevin Demers has been in
the campground business.

All Holiday Trails resorts have pools, clubhouses and Wi-Fi.

Top Canadian Membership Resort Celebrates 30th Anniversary
Started with just a single park in 1978, customer service-oriented Holi-
day Trails RV Resorts is the largest campground entity in Canada — and
boasts 2,300 members
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Ocean Canyon Properties announced in April extensive renovations totaling $1 million
have been taking place to improve members’ camping experiences at six of their resorts.
Among their improvements:

• Millwood Landing Golf and RV Resort, located in the forests of Ashdown, Ark., has had
their 18-hole golf course freshly groomed with new tee markers and greens. In addition, the
resort added new 50-amp sites to accommodate more member campers this season. New
roads have been added, electricity has been updated, and all cabins have been refurbished,
including new beds. The Greenside Grill, a gourmet restaurant located at Millwood, created
a new menu and an outdoor dining patio was added for patrons.

• Texoma Shores RV Resort, located on Lake Texoma in Madill, Okla., has added seven
brand new two-room water view suites at the resorts. Many of the RV sites are being leveled
and upgraded. A new laundry facility was added for member use.

• Tres Rios RV Resort in Glen Rose, Texas, added new flooring and new comfortable mat-
tresses to all cabins. The lodge has refurbished floors and a new shingled roof. Comprehen-
sive electrical upgrades were completed throughout the resort, and a new park model was
added for member usage.

•On the shores of the Gulf of Mexico, Styx River RV Resort in Robertsdale, Ala., has a
new entry configuration for easier access for large RVs. Refurbished cabins are available
for guests, and a new handicap unit has been added to the cabin inventory. Access to the
lake adjoining Water World property also has been developed and stocked with bass and
catfish. New showers in the cabana are being completed.

• Located near New Orleans on the north shore of Lake Pontchartrain, Abita Springs RV
Resort in Abita Springs, La., has also been busy with upgrades and renovations. The laundry
room has been refurbished, and a new comfort station has been built. Campsite pads have
been built up, a new park model added, and a new lift station added to the septic system.
New paddleboats have arrived just in time for summer recreation on the lake.

• Mountain Lakes RV Resort, located on the eastern shore of Lake Guntersville in
Langston, Ala., added a new bunkhouse on the property that sleeps 18 people. Also four new
park models were added, bringing the total to 12 units. All rental units, including bunkhouses,
have been completely refurbished. The mini golf course has had a new carpet installed.
There have been 38 new 50-amp sites added to the park, and 11 new seasonal waterfront
lease sites have been opened. The resort is in the process of expanding the Internet band-
width with fiber optic service for faster and more reliable service. WCM

rocal agreements with 208 member
parks which allow people who buy
memberships through Coast to Coast to
visit any of the affiliates’ resorts.

“People see the value in this. That’s
why the business has come back,” ex-
plained Bruce Hoster, president.

Of the 208 resort firms, approxi-
mately 50 are active sellers of member-
ships, Hoster estimated. “A lot are older
resorts now owned by homeowner asso-
ciations or they just don’t sell new mem-
berships,” he said.

Besides Ocean Canyon Properties,
Midwest Outdoor Resorts and Travel
Resorts of America, Hoster identified
Outdoor Adventures, based in Bay City,
Mich., and Colorado River Adven-
tures, a network of eight resorts on the
West Coast and based in Earp, Calif., as
active and growing in the membership-
camping market. Indeed, Outdoor Ad-
ventures with its five resorts in
Michigan has been the top seller of
Coast to Coast memberships for many
years, he said.

“Coast is showing some nice growth
the past two years and is setting some
records this year with our new ‘premier’
product,” explained Hoster. “Member-
ship camping seems to be making a
comeback, and it’s fun working on
Coast to Coast. It’s always nice when the
numbers are good.”

Hoster, who has headed the Coast to
Coast network since 2007, attributes the
rebound to RVers seeing the value in
memberships compared to other owner-

ship positions.
Coast to Coast offers three types of

memberships: classic (entry level),
deluxe and premier. The latter, filled
with benefits and relaunched in summer
2012, has been key to Coast to Coast’s
rebound, Hoster maintained.

Member parks have made consider-
able investments in recent years to ei-
ther upgrade their parks or add new
ones, thus giving campers more camp-
ing options.

For example, Ocean Canyon Proper-
ties announced in April extensive reno-
vations totaling $1 million have been
taking place to improve members’
camping experiences at six of their re-
sorts (see sidebar).

Not Just for RVers
And membership camping is not just

for RVers.
“We look for people who enjoy the

outdoor lifestyle, probably age 35-plus
and can afford the product. But you
don’t need a camper to buy our prod-
uct,” he noted.

Addink estimates that more than 50%
of Midwest Outdoor Resorts members
do not own their own RV. Instead, they
rent RVs or covered shelter such as cab-
ins and lodges at the resorts.

The love of the outdoors may be the
crucial requirement for prospective
membership campers. Minneapolis has
a high percentage of RV owners, but
even more so, it has a high percentage
of people who enjoy the outdoors,
Addink said. That’s why his company
has a sales office in Minneapolis and op-
erates two of its three resorts within an
hour’s drive of there. It also makes for
an easy trip to show prospects.

Pournoury’s Ocean Canyon Proper-
ties are strung out across the Southeast, 
making the sales presentation more
problematic.

“There is no national ad campaign,
no media advertising for membership
camping,” Pournoury noted. “I’m sure if
there was, there would be a lot more
people coming to membership camping.
Since the industry is so fragmented, the
news does not get out.”

Still, he adds, “There are a lot of good
operators in the industry that know how
to market and how to cultivate their
memberships. There is not much
growth as far as new resorts joining
membership camping because of that. It
is a very tough field to master the mar-
keting, the sales effort, the administra-
tion and the operations end.”

“It’s not just like opening an RV park
and waiting for customers to come in.
You have to go after them and grab the
right kind for your product. If it is done
the right way, it has a lot of rewards.
Every company that is in the business
and selling upward of 300 or 400 mem-
berships a year is profitable and has
been so for many years.” — Steve Bibler
WCM

Hidden Bluffs, a Midwest Outdoor Resorts campground in Minnesota.

Ocean Canyon Properties Spends 
$1 Million on Resort Improvements

www.largestrvshow.com
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Competition Intense on Maine’s Mount Desert Island

Kampgrounds of America Inc. (KOA)
owns and operates two campgrounds on
Mount Desert Island — the land mass that
juts off the coast of Maine and is home to
the world-famous Bar Harbor and Acadia
National Park.

One man — Jeff Goins — runs both
campgrounds: the 214-site Oceanside
Campgrounds that rests on Western Bay
and the 135-site Woodlands Camp-
ground that sits just 1½ miles down the
road.

KOA acquired Oceanside in 2002 and

Woodlands in 2005 when they came on
the market. They are among 26 company-
owned KOA campgrounds.

The challenge of running two camp-
grounds in a very competitive market
(there are 17 campgrounds on the island)
keeps Goins, who is in his first season
there, hopping between the two proper-
ties from early May until two weeks after
Columbus Day. Likewise, new camp-
ground hires are told they will work at ei-
ther campground whenever they are
needed.

Oceanside, because of its popularity,
opens first and closes last.

The Oceanside campground, estab-
lished in 1961, is considered one of the
jewels in KOA’s system because of its lo-
cation. “We think it’s one of the prettiest
campgrounds in our system because of
the setting,” noted Pat Hittmeier, KOA
president. “It’s quite striking.”

It has 3,500 feet of Atlantic Ocean
shoreline and offers 17 deluxe cabins and
six Airstream traveler rentals among its
214 sites. Salt water laps at the rocky
beach that borders one side of the park.
Some campers contend that because they
can’t see the open seas from their site, it’s
technically not on the ocean — but that’s
a moot point for visitors who enjoy the
smell of salt air (it’s omnipresent), a fresh
lobster dinner (an independent entrepre-
neur cooks lobsters right on the camp-
ground every night) and accessibility to
one of the prime tourist areas on the East
Coast.

Goins, 62, relishes his task, as he has
all the assignments he’s taken since enter-
ing the RV lifestyle in 2001 after he retired
from a lengthy career in the auto design

business. He became a workamper with
KOA that summer and loved it.

“I wish I had found out 30-some years
ago you could do these kinds of jobs at
campgrounds and make a living,” he re-
called of his workamper career.

He joined the management ranks in
2010 when he took over at the KOA in Al-
buquerque, N.M. The park earned KOA’s
Founders’ Award in 2011, and Goins
earned Manager of the Year honors for
company-owned properties in 2012.

“I poured everything I had into that

park,” Goins recalled.
He’s doing the same at the Bar Harbor

KOAs, where the pace was already frantic
by Memorial Day. The season so far has
been strong with solid bookings into July.

Quoting his region manager, Goins
summarized, “The first year the camp-
ground manages you; the second year you
manage the campground.”

Still, Goins is able to put himself in the
shoes of his guests and anticipate their
needs.

“I’m a camper from the beginning,”
said Goins, a Michigan native. “The things
that impressed me through the years at
the campgrounds I recall best are things
we tend to offer. KOA’s attention to detail
is outstanding.”

For example, this attention to detail is
evident at The Woodlands when late ar-
rivals need firewood but discover the
camp store is closed — so the camp-
ground provides a phone number late ar-
rivals can call for late-night deliveries
right to their campsite. 

Goins tends to look at the two camp-
grounds as one. Oceanside gives campers
the ocean feel, while Woodlands resem-
bles a more traditional park. In fact, he
calls Woodlands “out of this world. It’s
like another planet.” Heavily wooded, the
grounds are peppered with little cabins
and primitive tent sites spread through-
out, although some tent sites have been
upgraded.

“For the true tenter, this park will sat-
isfy them,” Goins said. “You can get out
of the rat race really fast.”

The campground also has a new bath-
house.

“We’re as proud of our parks as we can
be,” he said.

Goins is part of a family team that
works at the campgrounds. Gloria, his
wife, is the office and store manager,
while their daughter, Rachel Plaga, is
the activities director.

Branding and Demographics
Revenue at Oceanside was up 14.7% in

2012, making it one of KOA’s top per-
formers, noted Hittmeier, while revenue

Jeff Goins was named Manager of the Year for
company-owned properties in 2012 for his work
at the KOA in Albuquerque, N.M. He is shown
here with his wife, Gloria, who was an integral
part of running the campground in New Mexico
and remains so at the two Bar Harbor KOAs Goins
now manages.

CAMPGROUNDPROFILE

Exploring Nearby Bar Harbor & Acadia National Park
Acadia National Park attracts 2 million visitors annually and 55,000 unique

visitors come to the island every week during the summer. There is no notice-
able drop in traffic on the island between weekend and weekdays during the
tourist season.

This steady influx of tourists could prove disruptive to many campers driv-
ing bulky RVs up and down the winding roads of Mount Desert Island — but
thanks to the Down East Transportation Co., which runs a daily shuttle service
on the island, campers can hop on the Island Explorer that runs to Bar Harbor
and the national park every half hour.

The Island Explorer features eight bus routes linking hotels, inns, and camp-
grounds with destinations on the island and operates June 23 through Colum-
bus Day.

Riders can even bring their bikes — and their dog, although KOA stresses
the need to be neighborly. “If someone already seated on the bus has an al-
lergy to dogs, you may be asked to wait for the next bus!”

Businesses pay a fee on a sliding scale to underwrite the service.
Goins loves the service but wishes it could start earlier in the season. “I be-

lieve our business would be a lot bigger if there were more shuttles available
sooner,” he said. He understands that public school bus drivers pick up the
shuttle routes in summer and can’t start until schools dismiss for the summer.
He’s hoping a compromise can be reached to lengthen the shuttle’s period of
service starting in 2014. WCM

Aerial view of the Oceanside KOA near Bar Harbor, Maine, one of two company-owned KOA campgrounds on Mount Desert Island.

KOA owns two campgrounds in the competitive Bar Harbor market, including scenic Oceanside
Campgrounds that includes 3,500 feet of Atlantic Ocean shoreline. “We think it’s one of the pret-
tiest campgrounds in our system because of the setting,” noted Pat Hittmeier, KOA president



at Woodlands, which lacks some of the
glamor of its sister park down the road,
was flat.

At the time of publication, KOA had
decided to brand Oceanside as a “holiday”
park under its new branding system but
had yet to decide on Woodlands’ brand.

“Both are sort of ‘destination parks,’ but
have different amenity packages,”
Hittmeier noted. The Bar Harbor compe-
tition doesn’t do much with tenting, so
KOA decided to develop that at Wood-
lands and stresses tenting on its website
and elsewhere.

“We improved our tenting spots and
added more options for covered areas, like
camping cabins,” he continued.

The average length of stay at Oceanside
is 3.3 nights, a little higher than the sys-
tem average, which is indicative of a des-
tination park, Hittmeier said. Some 70%

of the Oceanside guests come from more
than 250 miles away and 30% come from
as far away as 700 miles, according to
KOA demographic research.

Woodlands campers come from shorter
distances (60% come from beyond 250
miles) and stay shorter periods of time
(2.7 nights) than Oceanside. Almost half
of the Woodlands’ revenue comes from
tenting, compared to just 15% at Ocean-
side. Because of the heavy tenting empha-
sis, the average age of campers at

Woodlands also is much younger,
Hittmeier added.

Campers at Oceanside can experience
the nostalgia and romance of camping in
an Airstream travel trailer. The camp-
ground has six fully equipped Airstreams
that sleep up to four people, and include
a queen bed and two twin beds.

“From the campers who use them, I’ve
heard them call this ‘a camping experi-
ence.’ The Airstreams seem to tickle them
more,” explained Goins.

Oceanside is also the only campground
on the west side of the island, so campers
can “watch the sky melt into sunset pas-
tels from their waterfront site,” the web-
site notes. Whale watching and fishing
boat hires are available to campers.
Oceanside offers 50-amp service at many
sites, Wi-Fi, fishing, plus kayak and bike
rentals.

Still, until this year, there was a big dif-
ference in TV reception between the two
campgrounds: Woodlands had cable serv-
ice but Oceanside did not. This was a key
point for many campers and a burr under
the saddle for KOA. In early June, DirecTV
began burying cable service to about two-
thirds of the RV sites and all the cabins and
Airstreams at Oceanside, Goins said.

“Nobody is more excited about this
than I am,” he said. “Campers my age are
looking for cable. I understand it.”

Campground Overview
KOA Oceanside Campground
Season:May 6 - Oct. 20
Layout: Fronts on the Western Bay
of the Atlantic Ocean, 3,500-foot
oceanfront.
Facilities: 214 sites (152 RV sites, 35
tents sites, 17 cabins, 10 “other”
(no road access but available for
bikers and motorcycle campers) 

Good Sam Directory rating: 8/8.5/8
Contact: (207) 288-3520

KOA Woodlands Campground
Season:May 23 - Sept. 21
Layout: Located in heavily wooded
area.
Facilities: 135 sites (45 RV sites, 73
tent sites and 17 cabins) 

Good Sam Directory rating: 8/8.5/8
Contact: (207) 288-3520 WCM

Campers can enjoy a view of Western Bay which is an extension of the Atlantic Ocean.

Goins hopes to market the KOAs more
to the millions of campers in the Canadian
market, which is located less than a half-
day’s drive away, and especially to Quebec.
But he understands he will need to market
his website in French to attract the poten-
tial in Quebec.

He also hopes to beef up the cabin in-
ventory at Woodlands, which already has

Many of the tent sites at the Woodlands KOA near Bar Harbor, Maine, are improved with landscaping and other amenities.

Cabins like this one at the Woodlands KOA have proven to be very popular with campers.

This campsite at the Oceanside KOA affords all the comforts of camping, including an arm of the Atlantic
Ocean (background).

WOODALLSCM.com July 2013  -  21

17 cabins, and is looking for ways to boost
the campgrounds’ shoulder seasons.

“Woolands is listed in the KOA Direc-
tory as closing on Sept. 21. However, I will

keep the campground open as long as
we have guests showing up.  I plan on

growing the business for next year to
cause opening earlier and closing later,” he
added. — Steve Bibler WCM
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It looks like the hotel industry has fi-
nally realized that there is real life be-
yond the environs of their hotels. In a

recent article in the Huffington Post ti-
tled, “Hotels Help Visitors Play Out-
side,” hotels are now realizing that they
can lure more leisure travelers by pro-
moting outdoor activities to keep them
fit while on the road.

I’m not sure that this is a cause for
concern among park owners — but it
does give pause. As our industry (both
RV manufacturers and campgrounds)
are trying to expand the market by of-
fering onsite accommodations to non-

campers, the awakening by hotels that
they can promote outdoor activities to
their clients could, indeed, make a dent
in the market-expansion efforts of the
outdoor hospitality industry.

The aforementioned article talks
about how even hotels located in cities
are promoting walks and bicycle rides
as standard fare, citing how some man-
agers or assistant managers in boutique
hotels have taken to leading the morn-
ing run. Many of the hotels offer bicycle

PROFAIZER: ON POINT

Are Hotels Grabbing Onto Our Market by Promoting Outdoor Activities?

Linda 
Profaizer

loans, as well.
One of the reasons for their doing

this is due, no doubt, to studies that
show that exercising outdoors offers
distinct advantages versus indoor, gym-
based fitness routines. Some British re-
searchers found that natural
environments may increase activity lev-
els with less perceived exertion, reduce
stress and improve moods. Hotels also
now realize that leisure travelers are in-
creasingly aware of the importance of
maintaining a healthy lifestyle.

No kidding! This is something that
the RV park/campground industry has
known for years.

Consider: A hotel in California’s
wine country now offers bike tours to
local wineries, walking tours to local
purveyors and a hike to a 2,000-year-
old Redwood tree, as well as treks of
varying levels of difficulty and water
yoga classes in thermal mineral pools.
A manager at the hotel said the hikes
sell out most mornings.

Then, too, a spokesperson for Hilton
Worldwide said, “We always want to
take advantage of the great outdoors.”
Bike rentals are part of their program
and they have even incorporated city
route maps printed on the backs of
water bottles (which they sell).

There will always be travelers who
prefer hotels as accommodations no
matter what, but RV parks and camp-
grounds are now offering great accom-
modations to a population which
might have been hotel visitors before.
As we are more interested in maintain-
ing a healthy lifestyle, consider what
activities you are offering in your park
that appeal to a wide variety of your
guests — and how easy you make it
for your guests to participate in these
activities.

RV parks and campgrounds still have
the upper hand when it comes to cus-
tomers participating in outdoor activi-
ties. After all, you are located in the
outdoors and outdoor activities are
what you are all about. Just consider
what accommodations you are provid-
ing and that you are promoting your ac-
tivities in the correct media and in the
right way.

I don’t believe that hotels recognizing
that outdoor activities are important to
travelers will affect the RV/camping
business in a big way — but neither
should we ignore their “incursion.” As
astronaut Neil Armstrong once said
about the U.S. space program, “Well, I
think we tried very hard not to be over-
confident, because when you get over-
confident, that’s when something snaps
up and bites you.”

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

Doubles Life!
Carboliuneum stains and coating cost 

less than paint, yet doubles or even triple 
wood life — 100-plus years of proof!

Write Or Call For 

Free Brochure
carBoLineum™ co.

P.O. Box 090348
Milwaukee, Wisconsin 53209-0348

800/671-0093 Fax 414/353-3325
Website: www.carbolineum.com

www.fmca.com/campgroundconnection
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GUEST VIEW

I’m honored to return for more “Uh-
Ohs” for the outdoor hospitality indus-
try. As I stated in the April edition of
WCM — where we began my list of Uh-
Ohs — traveling by RV before buying a
campground provided great insight for
our own RV park. We didn’t want our
guests encountering issues we had expe-
rienced. And yet, after selling the park
and traveling by RV, I realize the trav-
eler’s perspective is still overlooked at
many campgrounds. As I experience Uh-
Ohs today, I not only see my situation
but I also see how it could be handled if
I were the park owner.

Remember, these aren’t “feel good” ar-
ticles. My focus is on helping business
people strengthen and grow that which
their passions ignited before they were
blindsided by over-busy-ness and by ex-
haustion from reality. 

Laundry, for example, is a chore from
which we can’t escape, even while trav-
eling. You, can, however, make the chore
more of a burden… or not. 
Uh-Oh #1 - Price: Yes, laundry equip-

ment costs money, uses utilities and re-

quires frequent attention by housekeep-
ing (meaning it costs you in payroll and
supplies). But charging astronomical fees
is simply unjust. When I find excessively
high prices, I wait until I find a park
which understands the value of a happy
guest and the value of a load of laundry. 
Uh-Oh #2 - Timing and Temperature

Controls: Washer-water temperature is
important, but let’s focus on dryers. A
dryer should take 25-40 minutes to dry
most loads, not 75, and certainly not 90,
as was the case at one park. I know some
people call 20 towels “a load” but most
of us know what constitutes a load of
laundry. I don’t mind putting in my
money and returning as the cycle is end-
ing, but I don’t like returning to find a
damp load.

In this case, not only has the price of
my laundry now exceeded my expecta-
tions, but also your equipment has
messed up my timing for my dinner, my
outing, my bedtime or whatever it is I
planned to do next. This sounds terribly
stingy, as if it’s all about me, but if you’re
in business to provide services for your
guests, then it ought to be about me, the
guest, and meeting (if not exceeding) my
expectations.
Uh-Oh #3 - Equipment Cleanliness:

There is a difference in the guest having
to tolerate other messy guests compared
to park management not ensuring a
clean facility. Old spills and dirt, grime
and grease, trash and flies, and multiple

“out of order” signs… these are serious
Uh-Ohs! 
Uh-Oh #4 - Insufficient Equipment: If

the washers don’t hold large-enough
loads (a set of queen sheets or more) or
if there are too few washers and dryers
for the number of guests standing in
line, my ancillary money waits for an-
other RV park.
Uh-Oh #5 - Comfort: Doing laundry

in a facility that is over-heated and overly
humidified from improper venting of the
equipment (let alone Mother Nature) is
not going to give you a good rating when
I’m online at the review sites. I was at a
place where the room was so hot and
muggy I couldn’t fold my clothes in
there. I dumped the loads in my basket
and did my folding in my RV, and of
course by then much of it had wrinkled!
As I wore clothing from those loads, I re-
membered that horrible place. Yes, you
get it; the negative image kept com-
pounding in my memory book! 

As an RVer, I pay attention to how I
spend both site money and ancillary
money. The park owner in me knows
how every bit of revenue tallies up. If, for
any reason, I’m taking my ancillary laun-
dry money to the next RV park, some-
one’s P&L is missing out!

Some parks, meanwhile, made the
laundry chore a welcomed experience by
(among other things):

• Providing proper quantity of ma-
chines in the 1:1 ratio (why have four

washers and one dryer?). 
• Suppling laundry carts.
• Climate-controling the room.
• Maintaining the equipment.
• Providing outlets for charging lap-

tops and cell phones.
• Offering Wi-Fi.
• Providing tables and chairs (I prefer

sanitize-able chairs!) and a high table for
folding clothes.

Among the other customer service
features I’ve seen: having a TV (even
tuned to The Weather Channel, which
saved me from going online); providing
a place to hang clothes; providing an
ironing board and iron; having a deep,
clean laundry sink for items needing to
be hand-washed or pretreated; and pro-
viding benches or chairs outside for
pleasant days or for private phone calls.

It’s a bonus to find such facilities.
Laundry can’t be avoided — but you can
make it less of a burden. If you offer a
quality laundry experience, don’t be sur-
prised if guests return to the office after
seeing it to request an extension of their
stay. An extra night of occupancy is a
great reward for offering an outstanding
laundry facility! Oh, while you’re ex-
tending their stay, enjoy watching that
ancillary income roll in!

Since selling her RV park, Mary Arling-
ton now teaches and consults with small
businesses through her consulting company,
MMCC Inc. Find her online at www.Mar-
yArlington.com. WCM

Mary
Arlington

Little Things Mean a Lot — More “Uh-Ohs” From a Former Park Owner

www.kandkinsurance.com
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There are few things more po-
larizing than insurance. Talk to
somebody who has had a bad experience,
and they’ll spout on and on about how their
agent was shifty, their claim was denied or
they were improperly accused of some
wrongdoing. 

But that same person would likely be
singing an entirely different tune had their
claim gone the other way.

Fact is, insurance is an absolute neces-
sity, whether it be auto, home, flood or even
campground insurance. Having the correct
policy can mean the difference between
staying in business and hitting the unem-
ployment line.

There are a number of insurance
providers out there, and it’s important to do
your homework to determine which com-

pany will best suit your and your camp-
grounds’ needs.

We spoke with two of the top providers
in the industry to get a better picture of
what’s new in the world of campground
coverage.

Evergreen USA
With more than 30 years in the industry,

Evergreen USA, provider of liability and
property insurance to campgrounds, RV
parks and resorts, knows a thing or two

about the latest developments in the indus-
try. And it doesn’t involve thefts or RVs.
“The biggest trend we have seen in the past
12 months is the number, and severity, of
golf-cart claims taking place in at camping
facilities,” said Lucas Hartford, president
of Evergreen USA RRG Inc, Lewiston,
Maine. “In the past 3 years we have seen
the frequency of claims involving golf carts
rise by a little more than 250%. And we
have seen the severity of claims involving
golf carts rise by more than 400%. With 2.5
times more claims — and four times more
money being paid out on golf cart claims —
it is quickly becoming an important area of
risk management for campgrounds and
parks.”

And, Hartford said, although the major-
ity of the golf-cart incidents involve
camper-owned carts rather than camp-
ground-owned carts, the campground itself
is often dragged into the legal process. 

“This is an issue that owners need to pay
attention to and make sure they have
proper rules for their business in place
about golf carts and that they are very strict
about enforcing these rules,” he empha-

sized. To help with such incidents, Ever-
green now offers its Evergreen Protection
Plus endorsement, which gives clients
dozens of new coverages specific to the
camping industry. Hartford also believes ed-
ucation is key when discussing coverage
options. “We are looking to significantly ex-
pand the client section of our website to
provide a much more in depth set of edu-

cational materials for risk management and
insurance.”

Evergreen also includes coverages such
as general liability, pollution liability, RV &
trailer spotting, special operations (such as
marinas, waterslides, propane, saddle ani-
mals, liquor liability), auto, garage liability,
and business income & extra expense. “We
can provide general liability limits of $16
million or more,” said Hartford. For more
information visit www.evergreenusa.com or
call (800) 343-7900.

K & K Insurance
K & K Insurance Group, which brings

more than 60 years of underwriting to the
table, offers package coverage for both pri-
vate and franchised campgrounds including
general liability, property, auto, excess lia-
bility and workers compensation.

“K&K underwriters are specialists in the
camping insurance industry and focus on
accurately assessing the unique attributes
of individual campgrounds,” said Tracie
Reith, senior underwriter for Fort
Wayne, Ind.-based K & K. “By under-
standing the particular physical traits of
each campground, our underwriters can
price coverage accordingly.”  

Reith has also noticed a developing
trend. “The campground insurance market
is ‘hardening,’ which means that losses in
the overall campground market are causing
rates to rise.  While no one wants to pay
higher rates, this may be a good time for
campgrounds with good loss experience to
ask their insurance agent for quotes from
one or two companies and investigate what
is available.” 

But there’s much more to it than finding
the lowest price. “It’s always important to
compare both premium and coverage; the
lowest price may not always provide the
same type and amount of coverage that an-
other higher-priced quote includes,” says
Reith.

Plus, with the daily activities of the av-
erage park/campground dramatically
changing, it’s more important than ever to
understand the type of coverage you need.
“We are seeing campgrounds offer activities
such as zip-lines, climbing walls, water-
slides and horseback riding that are tradi-
tionally camp exposures,” says Reith.

“K&K offers coverage for camps as well
as campgrounds and is able to provide cov-
erage for exposures that may be difficult for
traditional campground underwriters to in-
sure. We can also provide coverage for
cabin rental operations that may be ex-
cluded by other insurance companies.”

If you are interested in a quote from
K&K Insurance, please have your agent call
Tracie Reith at (877) 355-0315 ext. 5667 or
email tracie.reith@kandkinsurance.com.
— Kris Bunker WCM

The Latest Trends in the Campground Insurance Mar-
ket — Which, Noted One Underwriter, is ‘Hardening,’
With Losses in the Industry Forcing Rising Rates. 

Risk-y Business
Lucas Hartford

Tracie Reith

www.bookyoursite.com
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ture Go RVing promotions and advertis-
ing.

3. Go Camping America needs to be
re-established into a national promotion
program to reach out and excite more and
more people about camping. Go Camping
America is a good online camping direc-
tory — but it can and should be much,
much more. Industry promotion is an im-
portant role for a national trade associa-
tion and ARVC needs to step up and take
on this role.

In my view, the two key roles for an as-
sociation are government affairs activities
that protect the industry from unneces-
sary and unfair legislative and regulatory
actions, and to promote and build an
ever-growing consumer base for the in-
dustry’s products and services.

4. There should be a way to integrate
and coordinate Go RVing and Go Camp-
ing America. Selling more steel (RVs) and
putting more steel onto more sites (build-
ing more camper nights) go together. The
more people own RVs, the more RV own-
ers get out and use their vehicles, the
greater the number of camper nights and
the greater likelihood that they will buy
another and another and another RV —
and the more camper nights that are de-
veloped. I urge the park owners and the
leaders of ARVC to become more aggres-
sive in figuring out how to take advantage
of the great successes of Go RVing and
how to ride that wave with Go Camping
America. Two promotion programs have
got to have a greater impact than just one.
I recently heard that the ARVC Board of
Directors voted for the association not to
provide any support for Go RVing. If
that’s the case, what a shame!

5. ARVC member benefit programs to
save parks money through group pur-
chasing are valuable — but isn't it time to
now focus on how to get the parks to use
the savings they’ve achieved through
those programs to fund GCA promotion
programs to expand the number of
camper nights, grow the camping market
and increase park revenues?  How many
park owners would balk at kicking in $50
to $100 for a $200,000 to $400,000 GCA
promotion fund — not to drive current
campers to the GCA website, but to pro-
mote camping as an activity and to try to
build new camper nights from the public?
I’ve no doubt that integrating GCA with
Go RVing and putting money up to make
it happen would be a big win for the park
industry. I can hear the cynics saying park
owners won’t contribute, but that’s a cop-
out — a professionally crafted and exe-
cuted program to tell the promotion story
to park owners would be well-received
and supported.

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 10

Manufacturers of Quality Recreation FUNniture

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

2061 Sulphur Springs Rd
Morristown, TN 37813

When Tragedy Strikes, A Clear Business Plan Shows Its Value
How does a family-run campground plan

for succession of ownership to cover all con-
tingencies?

Look no further than Lake Rudolph Camp-
ground & RV Resort in Santa Claus, Ind., which
was rocked in April by the untimely death of CEO
Philip Koch.

The affable 47-year-old owner of one of the
Midwest’s most popular campgrounds died on
April 9 after suffering cardiac arrest in Evans-
ville on April 1.

Philip was the son of the late William A.
Koch Sr., founder of the Southern Indiana camp-
ground in 1958 and a nearby theme park nearby.

Philip Koch was CEO of HO HO HOldings LLC,
the parent company of Lake Rudolph Camp-
ground & RV Resort, the Santa Claus Christmas
Store, Kringle Place Shopping Center and
Santa’s Land LLC. Under his direction, the RV
park grew from a 100-site campground to a 500-
site destination resort including more than 270
cabins and rental RVs. 

The local campground/resort attendance av-
erages from 3,000 to 3,500 guests a day on most
summer days — more than the Santa Claus
town population of around 2,500.

Operations at the campground located on
168 acres did not miss a beat, however, as the
park remained under the day-to-day manage-
ment of Wayne Utley, a 30-year veteran as gen-
eral manager of the park.

Meanwhile, ownership of the park now rests
in the estate of Philip Koch and his sister, Dr.
Kristi George, a neurologist who practices in In-
dianapolis. Leadership of the corporation is in

the hands of her husband, Jim George, a suc-
cessful restaurateur in Indianapolis.

Jim George stepped in to lead the corpora-
tion, though he prefers not to be called presi-
dent and he was reluctant, at first, to move into
Koch’s office after his death.

Since Koch’s death, Lake Rudolph Camp-
ground & RV Resort has been in transition, said
Dave Lovell, director of marketing for HO HO
HOldings LLC. “We’re still in that transition. It
will be awhile before we are all used to what’s
going on. It has been difficult, but because
someone stepped up from Day 1, that has been
extremely helpful.”

Senior management has nearly 50 years ex-
perience in the RV park and campground busi-
ness, Lovell noted.

Koch family members also own a theme
park, Holiday World & Splashin' Safari, adjacent
to Lake Rudolph. The CEO of that park, Philip’s
brother Will, died in 2010. In contrast, questions
involving the interpretation of the company’s
shareholders agreement arose after Will’s
death, and Koch family members turned the
issue over to the court system.

“There was a succession plan basically
written within Philip’s will,” noted Lovell. “If you

Philip Koch

Business Plan – continued on page 32

Lake Rudolph Campground & RV Resort clearly misses its owner — but doesn’t miss a beat in transition period.

http://dri-dek.com/
www.towercompany.com
mailto:salestower@comcast.net
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U.S. Influence Helps Shape Some RV Parks in the United Kingdom

Holiday and residential leisure parks in
the United Kingdom operated by compa-
nies like Butlins and Pontins — and im-
mortalized by the 1980’s BBC TV show
“Hi-de-Hi” — provided a uniquely British
summer vacation destination from the
1940s through the 1970s.

But the entry of Dutch firm Center Parcs
to the U.K. market — the company opened
its first village resort in Sherwood Forest in
July 1987 — heralded a sea change in the

British holiday camp market.
Today, vacationers can choose from a

tent and RV campground in static caravan
(“park models” in the U.S.) parks, operated
by companies like Haven Holidays and
Park Holidays, or opt for premium destina-
tions like Center Parcs or Don Amott
Leisure Parks — not unlike differences U.S.
campers might find between KOA and
Jellystone to Encore/Thousand Trails and
RVC Outdoor destinations.

In fact, according to Samantha Heap, di-
rector of Don Amott Parks Ltd. and the
third generation of the family involved in
the management of the business, the origi-
nal parks dreamt up by her father might
also have ended up cut from the same cloth
as traditional caravan park developments in
Britain — often consisting of serried rows
of static units lined up — were it not for a
fortuitous visit to the United States.

Trip to the U.S.
“The whole setup of our parks changed

after a visit to America. My parents’ (spent
their) holiday in Palm Springs…  and when
my dad used to get bored… he used to
travel around all the RV parks around Cal-
ifornia and look and see how they did
things differently,” said Heap. “We had just
bought a park in Lincolnshire and started
developing in that traditional way where
the Brits lay all the caravans along the coast
in lines.”

According to Heap, when her father,
Don, returned from the U.S. he halted all
development work with the comment “We
are doing it all wrong. Scrap the plans. Start
again. The Americans have got the right
idea.”

Today, many aspects of Don Amott’s busi-
ness look like they have been transplanted
from North America. “We create massive
bays. We give people proper gardens with
features. We put them in forests. It changed
the whole landscape of our business,” said
Heap. “Every subsequent park we bought we
developed in the same way,” she added. Don
Amott still spends six weeks every summer
in America — always in a different state and
invariably astride a Harley-Davidson motor-
cycle — and scours the Union for the best
and most innovative ideas to add to his com-
pany’s state-of-the art holiday parks. “All the
time we’re pushing forward and reinventing
our parks and doing new things that nobody
else does. We are always looking for new
ideas,” said Heap.

Don Amott’s American travels have cer-
tainly been productive. However, while his
parks’ sweeping loops and teardrop park
designs with extra wide gardens and pic-
ture-perfect aspects may have been inspired
by their U.S. campground and resort coun-
terparts, the implementation of such con-
cepts has clearly benefited from Heap’s
barely contained passion for her business.

Of course, said Heap, park development
just like any other real estate-based busi-
ness, has to strike a balance between a
number of competing factors — not least of
which is “you have to make the land pay,
otherwise you haven’t got a business.” 

Where once customers may have been
happy with a caravan (travel trailer) or mo-
torhome parked in a field alongside a fish-
ing pond, today’s customers “want
entertainment. They want good food.
Whatever facilities they have in their
(home) town, they want in their (leisure)
park.” 

According to Heap, the average space
size in the holiday parks is 38 feet by 12
feet. “The fashion here is for these big
UPVC verandas, double doors at the front
and usually a forest or lake aspect… (often)
in bays in big cul-de-sacs with no through
traffic,” said Heap. Prospective buyers can
then choose the physical location of their
static caravan/park model on the property
which, more often than not, is dictated by
a desire to be close to the golf course, tennis
courts, indoor swimming pool and solar-
ium or other on-site attraction or feature.

New and existing holiday resorts are de-
veloped in 10-acre parcels and “it’s always

really exciting working out how we’re going
to lay them out and what view we are going
to give everyone… At every stage we learn
something, so every (subsequent) develop-
ment gets better and better,” said Heap.

Future Don Amott park developments
along Britain’s East Coast — including the
development of the final 10-acre parcel at the
company’s flagship Lakeside Park in Lin-
colnshire — seem set to follow a more envi-
ronmentally friendly “eco” route. “We’ve got
a lot of homework to do on that,” said Heap,
“because caravan parks don’t tend to be eco-
friendly. It’s taken us three years just to 
introduce recycling and proper waste man-
agement in our parks.” This is likely some-
thing that the company will continue to
work on in the months and years ahead.
“We’ve all got a carbon footprint and we
should all be doing our best to reduce it...
We all have to think about the legacy that we
are leaving behind,” said Heap.

Weathering the ongoing recession in Eu-
rope has proved challenging for all leisure
parks, said Heap, especially given the sea-
sonal nature of the Don Amott operation.
The frequency of annual visits has fallen.
“Our footfall has dropped in terms of peo-
ple coming and going off the park because
of the cost of the trip.” The leisure parks
differ from the company’s three residential
counterparts (two in Lincolnshire and one
in Staffordshire) in that they only operate
March through November.” We want peo-
ple who can afford a holiday home. We
don’t want people living in our leisure
parks.”

Although the rental market is one of the
fastest growing sectors in the U.K. holiday
market, “our customers like to know who
they are going to wake up next door to”
and, according to Heap, owners (as op-
posed to renters) invariably take better care
of properties.

The average cost to Don Amott leisure
park customers is around £3,000 ($4,500)
in fees per year — which covers the cost of
the land, utilities, maintenance and free ac-
cess to all park amenities — plus the cost
of the 50th anniversary Demi-Siécle park
model for the site. Only the flagship Don
Amott Lakeside Leisure Park has an adjoin-
ing premium campground (with 150 sites)
for motorhomes and touring caravans.

The parks also have to battle with
Britain’s notoriously inclement weather —
and, once again, the parks “borrowed” a
covered in-patio design that Heap’s father
had seen on a U.S. trip. “It’s got heating in.
It’s got lighting in (and) we put easy lounge
furniture inside.”

Don Amott Leisure Parks — which cel-
ebrates its 50th anniversary this year — has
changed dramatically since it began trading
back in 1963, from a disused railway station
at Eggington Junction in Derbyshire. The
business — which currently operates a
number of leisure and residential parks as
well as selling a broad range of touring car-
avans, motorhomes and mobile homes —
was once heavily involved as a distributor
of holiday homes to park owners. The com-
pany also briefly dabbled with motorhome
manufacturing. However, “It’s all very dif-
ferent now,” added Heap.  Although the
company supplies park models for its own
leisure parks, the business mix has changed
— as has the recreational customer profile.
“Everybody has different expectations now.
Customer service is smarter. The product
had to get better. The manufacturers have
had to pull their socks up.” Don Amott’s
business philosophy of “copy and improve”
seems the perfect option for an ever-evolv-
ing market place. — Julian Gothard WCM

The exterior of the 50th anniversary Demi-Siécle park model, manufactured by Swift.

www.phelpshoneywagon.com
www.airwaveadventurers.com
mailto:sales@airwaveadventurers.com
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William Watts
12650 SE 98th Lane, Dunnellon, FL 34431 

ph. 352-465-6048 • fx. 352-465-6049 

www.envirodesignproducts.com 
wwatts@gate.net

New Hose Restrictor,
ask for the

“GATOR”!

NEW
PRODUCTS

Beats therubber donut

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

The self-closing “New 
Footloose” now comes in
“Threaded and Hammer On.”

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

“Murbles”
OPEN A BAG OF FUN

OUTDOOR RECREATIONAL GAME PROUDLY AMERICAN MADE!!

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

“Really, it’s a rebranding effort,” reported
Park Model RV Committee Chairman
John Soard, general manager for Fair-
mont Park Models, a division of Nappa-
nee, Ind.-based Fairmont Homes Inc.
“We for a long time in the park model busi-
ness have just wanted to be affiliated more
closely with what HUD (the U.S. Depart-
ment of Housing and Urban Development)
calls us, which is an RV, and we’ve just
never had the word ‘RV’ in the actual name
of the product. We wanted to have that
name — RV — in there, and we are now
‘Park Model RVs.’”

Soard, for his part, is pleased with the
RVIA staff support that his company and
the other 23 new RVIA park trailer mem-
bers have been receiving in a number of
ways — from seals to marketing to ship-
ment reports — during an era when two
park model manufacturers, Dick Grymon-
prez, director of national park model
sales for Troy, Mich.-based Champion
Home Builders Inc.’s Athens Park
Homes, and Curt Yoder, vice president
and a co-owner of Goshen, Ind.-based
Kropf Industries Inc., have taken seats on
the RVIA board.

“Those items are all important,” said
Soard whose company is a sister division
of RV-builder Gulf Stream Coach Inc.
“You have (RVIA’s) government affairs
working hard to get a list of the code states
and what their issues are and how to de-
fine park models. That was huge, and so
was getting accurate shipping data. That’s
a big deal, and we were very pleased with
how that came about. Getting us RV seals
was very helpful. Then, there’s the Show
Committee integrating us back into the
Louisville Show. That was a big deal for us,
as well.

“Again,” he added, “all of this took staff’s
time and effort to get things done for us.

These are all things that we all, as a com-
mittee, wanted to be addressed, and they
were handled very professionally. All things
considered, the recognition within RVIA of
the seasonal camping market and how big
it is, that was a big deal to us. I’d say, overall,
it’s been an incredible first year with RVIA,
and I’m very pleased how smoothly the
transition has been going.”

Seasonal Camping Committee member
Tim Gage, vice president of park models
and cabins for Phoenix-based Cavco In-
dustries Inc., agrees with Soard’s assess-
ment.

“I think that the direction we’re headed
in is going to be definitely positive for our
segment of the RV industry,” said Gage,
whose company in June introduced a new
parkmodels.com website. “And I like the
new branding, so to speak, as a ‘Park Model
RV.’ That’s really what we are. I think that
things have gone well.”

Gage appreciates the “phenomenal sup-
port” of Wald, who told WCM that stan-
dards inspections were the most pressing
priority over the past year in integrating
these new companies, which together ac-
count for about 3,000 units a year — a
fairly small number versus the RV indus-
try’s estimated total wholesale shipment
numbers of 310,000 for 2013. In fact, Wald
said the need for consistent and profes-
sional standards inspections was one of the
main reasons the park model sector wanted
to rejoin RVIA in the first place after exiting
in 1994.

“Everybody (park trailer builders) was
very nervous about how that was going to
go,” said Wald. “They had 20 years of ex-
perience with third-party inspectors who
took a very different approach to the in-
spection than our inspectors do. Ultimately,
the (RVIA) inspectors have found a very
high degree of conformance with ANSI
119.5 (the park model standard) among the
OEMs.” – Sherman Goldenberg WCM

RVIA—from page 3

Highways magazine, the “official communication” of the Good Sam
Club, the 1.36-million member RV consumer club operated by Good
Sam Enterprises LLC, Lincolnshire, Ill., will be effectively discontinued
in February.

However, Highways — a publication that dates back more than 40
years and is now one of only a handful of remaining consumer print
titles serving the North American RV industry — will still be available
as a quarterly insert in the company’s other monthly consumer RV ti-
tles, Trailer Life and MotorHome.

“Over the past few years our team has worked tirelessly to make
positive changes in an attempt to produce the publication that you
want,” Marcus Lemonis, chairman and CEO of Good Sam Enterprises
and its Camping World Inc. affiliate, explained in the May/July issue
of Highways. “Despite the attempts, it seems that we continue to get
constructive feedback that indicates you want something different.”

What club members want is fewer ad pages, more content and, in
some cases, electronic delivery, said Lemonis, adding that he remains
“disappointed” with the publication and would prefer to deliver club
news along with relevant, RV-specific information in TL and MH with-
out “watering it all down with so much advertising.”

“Beginning in February 2014, the current Highways communication
will be replaced with your choice of four free issues of either Trailer
Life magazine or MotorHome magazine,” wrote Lemonis, whose com-
pany recently divested itself of its powersports titles.

“While we will no longer produce the standard Highways magazine,
we will produce a special Highways Good Sam Club magazine 
insert section featuring all the content you know and love from High-
ways. Regular Highways features like Action Line, Chapter Chat, 
Club Events, Benefit Updates, New Products, Pet Tales, Tech Topics,
Photo Contests and more will remain part of the Good Sam Highways
insert section.” WCM

Good Sam to Discontinue ‘High-
ways’ Magazine in February 2014

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

Here’s where you’ll find it.

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

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

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

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

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

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

VENDORSCAPES

The new campfire ring from Pilot
Rock has a Swivel Grate that meets the
ADA requirements for height, one-hand
operation and weight. They call it “reach
and operability.” The 300-square-inch sin-
gle level grate swivels 180 degrees to be
over the fire or completely out of the ring.
The handle is never over the fire. All
campers will appreciate the easy grate.
The Swivel Grate feature is available on
both standard and accessible Pilot Rock
campfire rings.

Pilot Rock Park Equipment is designed
and manufactured in the United States by
R.J. Thomas Mfg. Co. Inc., Cherokee,
Iowa, since 1959. The Pilot Rock product
line includes picnic tables, pedestal grills,
park and street site benches, campfire
rings, bike racks, trash and recycling 
receptacles and lids, lantern poles, custom
signs and more.  Shop online at www.pi-
lotrock.com.

* * * * *
Speaking of campfires, the Grill Daddy

family of products is quickly growing into
a collection of grilling tools that prove
themselves to be indispensable time and
time again.

The newest addition to the Grill Daddy
family is the Heat Shield Collection, a set
of BBQ tools that offer a host of deluxe
features that provide unmatched safety,
handling and grilling comfort. Built to
last, each professional-grade, stainless-
steel tool is designed with ergonomic
comfort-grip handles that are weighted
and balanced for effortless grilling. Each
is equipped with Grill Daddy’s patented
rotating heat shield hand guard, which
maintains continuous protection from
flare-ups, searing grill heat, and burning
hot food splatters.

In addition to telescoping shafts that
extend an extra 5½ inches and retract for
storage, each tool can be mixed and
matched with a specialty attachment for
all grilling tasks. The most ingenious
combination allows the cook to replace

Pilot Rock has introduced a new Swivel Grate
for campfire rings which is ADA-compliant.

The newest addition to the Grill Daddy fam-
ily is the Heat Shield Collection, a set of 
BBQ tools.

New and Exciting Products for the
RV Park and Campground Market

one jaw of the tongs with a spatula attach-
ment, creating unmatched control when
flipping meats and burgers. The set in-
cludes three tools (multi-purpose fork,
over-sized spatula, sure-grip grilling
tongs) and five specialty attachments (fish
flipper, slider flipper, silicone basting
brush, fork and spatula).

The Heat Shield BBQ Tools Collection
(MSRP $49.99) is available at many na-
tional retailers including Wal-Mart, Home
Depot, Lowes, Ace Hardware, True Value
and Amazon or online at www.buygrill-
daddy.com.

* * * * *
Print advertising helps drive potential

customers to Phelps Honey Wagon, a
longtime advertiser in Woodall’s Camp-
ground Management, but word of mouth
helps seal the deal, said Ron Swanson,
owner.

In business since 1970, the company
manufactures its mobile waste collectors
at its Dillsburg, Pa., factory and ships to
RV parks and campgrounds nationwide
and into Canada and even Mexico.

Swanson related that a recent cus-
tomer in Ohio inquired about his com-
pany’s honey wagon, which is an
industry staple for many campgrounds
that need to pump waste from sanitary
collection points. The customer asked
other campground operators about the
Phelps product, got their endorsement
and then placed his order. He took deliv-
ery in June.

The Phelps wagon is mostly un-
changed in recent years and continues its
fine record of longevity, with units typi-
cally lasting 15 to 20 years before need-
ing to be replaced, Shannon noted.

Shannon termed the 2013 season
“pretty strong” and said the entire year
“looks promising.”

For more information visit
www.phelpshoneywagon.com.

* * * * *
The New Hampshire Campground

Owners Association (NeHaCa) and Red
Rover Camping recently formed an al-
liance, reported Robert Bouse, Red
Rover Camping’s top dog.

NeHaCa will encourage their 185-plus
member campgrounds to affiliate with
Red Rover to help them fill their empty
campsites with new customers, according
to a Red Rover news release. Red Rover
has agreed to make available the Red

Phelps Honey Wagon has developed the
1035G which carries a 1,035-gallon capacity.
Because the 1035G is too large for a freight
truck, it must be picked up on location or
driven for delivery.
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Rover reservation system at no cost to Ne-
HaCa member campgrounds that need a
system.

“We continue to emphasize that Red
Rover is not in the reservation system
business and has no plans of being in
that arena,” Bouse stated. “However
there are a number of NeHaCa member
campgrounds that do not currently have
a system. We have spent a great deal to
create a state-of-the-art system for Red
Rover and the six campgrounds we own
and feel that to stay competitive in
today’s market every campground should
have a reservation system, access to the
Internet and be able to book reservations
on line with real time inventory. We want
owners to know that our slogan, “A
Campground Owners Best Friend,” is
more than just a slogan.”

Gregg Pitman, executive director of
NeHaCa, stated, “Red Rover is an excel-
lent tool for our member campgrounds to
enhance the marketing they are currently
doing, drive new customers to their parks
and do so when they know they are going
to have empty campsites without having
to discount their rate to do so. There are
no sign-up costs, fees or contracts. They
only pay when Red Rover actually sends
them a customer. The added opportunity
for our members that don’t have a reser-
vation system to have one for free is an ad-
ditional benefit to be a member of
NeHaCa. It’s a win/win alliance.”

Bouse is hoping that other state camp-
ground associations will join the Texas,
Florida and New Hampshire Associations
and find this type of alliance attractive for
their members campgrounds as well. To
learn more about Red Rover Camping go
to www.RedRoverCamping.com or call
(888) 833-8399 ext. 1246.

* * * * *
Keith and Neil Schroeder are two of

the newest entrants into the outdoor
recreation industry with their small local
business, Campfire Products. The broth-
ers, who live in Fort Wayne, Ind., have
been working on their product for about
two years and only first introduced it to
the public last August at an RV show in
northwest Indiana.

That product is the self-contained
portable campfire called Campfire-2-Go,
and the Schroeders hope it will ignite
campgrounds, beaches and even back-
yards all across northern Indiana.

“What we’ve got is an outer wooden
shell of repurposed construction materi-
als. Inside is paper, recycled kindling and
an extra bag of wood, complete with
matches and instructions, and a handle so
it’s easy to carry,” Keith said. “You pull the
bundle of wood out and then you light it
in the ignition window, and within three
minutes you have a fire. Every time. It’ll
burn for about an hour, and you can
throw the extra wood bundle on it, or
more logs of your own for a bigger fire,
whatever you want.”

In consideration of green camping and
invasive species concerns, the Schroeders
worked to make Campfire-2-Go both en-

vironmentally conscious and safe to trans-
port.

“This is all repurposed. The outer shell
is repurposed lumber and the inside kin-
dling we consider recycled, because this
material would typically be ground into
sawdust and hauled to a landfill,” ex-
plained Keith. “And because it’s USDA ap-
proved, you can go anywhere in the
country with this product.

They believe they understand the
campfire business and are striving to ex-
plore the right markets and find the right
vendors for a diverse mix of retail outlets.
Campfire-2-Go can currently be found at
a handful of campgrounds, retailers, RV
dealerships and service centers.

“There are a number of different mar-
kets for this. A camper at a campground
that buys right on the spot is really what
we see as one of our major markets, but
also I’m told there are thousands of fire
pits that are sold across the country for
the backyarder,” Keith stated. “Go down
to suburbia, and you’ll find fire pit after
fire pit in people’s backyards.”

Other places in which the Schroeders
envision their products are as customer
gifts from RV dealers or manufacturers
and in high-end resorts as VIP guest
perks.

“If you run a resort and you want to
offer a guest a fire that’s already partly set-
up, there’s nothing easier than to send an
employee out to the site and put this in
place and know that it’s ready to go for
that special guest that’s arriving,” said
Neil, vice president of sales. “I think there
will be hospitality leaders that want to
make that guest feel spoiled and say ‘The
fire is all ready for you.’”

To satisfy anticipated varied applica-
tions for their product, the Schroeders
created it in three sizes, ranging from
about 10 pounds to 22 pounds, and are
flexible on the costs, “depending on the
operator and what kind of margin they
want to put on it, and also how many
they buy from us,” said Keith. “Where
they’re located is going to dictate some of
the wholesale cost because of the ship-
ping issue.”

For more information, visit
www.campfire2go.weebly.com or call
(219) 252-1088. WCM

Red Rover Camping logo

A good campfire every time is the goal of
Campfire 2 Go, a new business based in
Northern Indiana.

www.southeastpublications.com
www.dogipot.com
www.hireaworkamper.com
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CAMPGROUND  

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!
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Proposed RV Site for Sale on a Salmon run river

Great location on the Carbon River, Washington a proposed
60 unit, on 11+ acre RV Site, 1 mi to City of Orting,
Seller to assist with development permitting process.

Asking $595,000.00
call Dave at 253-722-6790 or Bruce at 253-221-7431

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

� Three Springs RV Resort consists 
of +21.5 scenic acres in 
Columbia, Kentucky

� Located on Holmes Bend Road near
Holmes Bend General Store and less
than two miles from Green River Lake

� Currently open with 27 RV pads,
each pad has +2,450 sf; room for
53 additional pads

� Each pad includes water, 30 & 50
amp electrical service, individual
sanitary hook-ups along with a picnic
table, fire pit and lantern holder

� Wi-Fi available; Tornado shelter on-site
� Sale Price: $850,000

Jim Holbrook, Associate
Bruce Isaac, SIOR, CCIM

859.224.2000

Isaac

   

 

   

 

 
   

      

          
 

         
         

           
    
          

         
   

    
  

  
   

For all the latest RV Park & Campground News visit: 

www.woodallscm.com

The National
Association of RV
Parks & Camp-
grounds (ARVC)
has announced
that Roger Dow,
president and
CEO of the U.S.
Travel Associa-
tion (USTA), will

be the keynote speaker at this year’s ARVC
Outdoor Hospitality Conference & Expo.

The conference runs from Nov. 5-8 at the
Knoxville Convention Center in Knoxville,
Tenn.

Dow’s presentation will be at the noon
luncheon on Wednesday, Nov. 6.

As head of the national umbrella organi-
zation dedicated to increasing travel to and

within the United States, Dow was instru-
mental in leading an industrywide movement
to create the Travel Promotion Act, which
was signed into law in 2010. This led to the
development of the nation’s first-ever com-
munications and promotion program, known
as Brand USA, which is designed to increase
international travel to the United States.

Prior to joining USTA in 2005, Dow had
a successful 34-year career with Marriott In-
ternational. He frequently speaks on the top-
ics of leadership, sales, marketing and
management, and has co-authored two
books: “Turned On – Eight Vital Insights to
Energize your People, Customers and Prof-
its” and “The Trust Imperative – The Com-
petitive Advantage of Trust-Based Business
Relationships.”

Visit www.arvc.org for more details. WCM

U.S. Travel Association CEO To Keynote ARVC Conference

http://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

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

“FLORIDA SPECIALIST”
WWW.FORTUNEREALESTATE.COM

Starting from $150,000 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

7 Listingsmotivated sellers with financing 2Sold in 
2 Months!

“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

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

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.

For Sale RV and Mobile
Home Park in the Rio
Grande Valley of Texas

115 Plus sites with room for 
50 more. On 15 1/2 acres. Close to
shopping and recreation areas. 

Asking: $850,000...NOW Asking:
$450,000. GREAT Opportunity

Contact 956-638-0752

CAMPGROUNDS/RV PARKS
ME - NH - VT - NY

Don Sells Another
CAMPGROUND!

#137!
120 sites, pool, 500' busy tourist
route, diner, apartment, more.

See Other Listings on
www.BuyaCampground.com

Don Dunton, RE Broker
Campground Specialist
don@buyacampground.com

(603) 755-3944

One of America’s most experienced
Campground Brokers.

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


32 -  July 2013                                                                                                                                                                                                Woodall’s Campground Management

CALENDAR OF EVENTS

Contact: (860) 684-6389

17-19: Elkhart County
Open House Week
RV/MH Hall of Fame and Forest River’s
Dynamax facility plus 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
www.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

Offer Expires
8-1-13

JUNE/JULY

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.

own a company, you really need to have a will,
especially if it’s a family business and you have
kids like Philip did.”

Meanwhile, with the family’s blessing, Jim
George has stepped up to lead the corporation
for the foreseeable future, Lovell explained.
“Philip was very versed in the RV park business
and Jim is learning quickly,” Lovell said.

“If something like this happens, you don’t
want the public noticing any difference,” Lovell
stressed. “If you have a succession plan and
the people come and don’t notice anything dif-
ferent, that is the goal. You want to keep your
customer service and everything going.  It was
vitally important that we keep everything going
and we are.”

The campground, which was voted one of
the top 10 favorite parks in North America 
in 2011 in a Woodall’s nationwide guest survey,
has 12 fulltime employees, which balloons 
with 150 seasonals in the summer.
– Steve Bibler WCM

Business Plan—from page 25

mailto:sales@bbelec.com
www.campgroundmanager.com

