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Thanks to a collective political push by private campground owners
and their brethren in Michigan’s tourism industry a few years back,
schools again didn’t open prior to the Labor Day weekend in the Wolver-
ine State, a favorite vacation destination for millions of Americans.

After lobbying for more than a decade, Michigan’s tourism ele-
ments were able to persuade legislators in late 2005 to halt pre-Labor
Day school openings, choosing instead to add hours of instructional
time throughout the year vs. days in August. And, according to Tim
DeWitt, executive director of the Michigan Association of RV
Parks and Campgrounds (MARVAC), the boost to the state’s
tourism industry — private campgrounds included — has been
“monumental.” Teachers, families and students like it.

“Labor Day is the third-most-popular three-day weekend of the year,” said DeWitt. “It’s the last
hurrah. We are certainly cognizant that education is important, but so is family life. Having Labor
Day weekend still open for travel has been a real shot in the arm for the industry — keeping that
great camping weekend viable for people to use campgrounds and RVs.”

Makes you wonder, in an era when so many school systems across the land are extending school
calendars well into the summer, how Michigan’s lawmakers could have been so farsighted. Heck, it
makes sense for a whole bunch of real-life, pro-family and, yes, pro-business reasons. But to many
us, it’s even more than that. At the risk of sounding “old school,” the months between Memorial
Day and Labor Day have always been considered “summer,” and you can count me — and DeWitt
— among those who think it should stay that way.

DeWitt, however, says the fight’s not over.
“What we have done is successfully fend off initiatives that want to push back (earlier) the start of

school,” he said. “Athletics is one of the key issues, because seasons are starting in the last week of August.
But you know what? Even though school isn’t in session, they still get that opening football game in and
people can still enjoy the weekend. There’s always some new legislator that wants to revoke the law, and
there’s also a nationwide trend toward year-round school. Things just seem to be in flux when it comes
to schools. But right now we have friends in key spots, and I don’t think anything will change.”

This all comes amid a welcome surge in business, as Michigan gradually sheds the recession’s
economic upheaval. “Michigan and the Midwest in general really took it on the chin when the econ-
omy tanked,” DeWitt said. “This year, things are stabilizing — people have good attitudes and are
finally spending more money on vacations. Understand that we’re not setting the world on fire, but
we’re having a good year.” WCM
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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.”

mailto:sales@tengointernet.com
www.tengointernet.com
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When Worley Fain first turned the
family farm near Bluff City, Tenn., into
an RV park, he was just trying to stay in
business.

“Things were pretty tough when we
first got started (in 2007),” Fain said. “It
was right in the middle of the worst
economy since the Great Depression.”

That has all changed. The Tennessee
Association of RV Parks and Camp-
grounds has named Lakeview RV Park
as the Campground of the Year. The
151-site facility just off U.S. Highway
11E overlooking Boone Lake received
the award in the large-campground cat-
egory.

“I was quite happy,” Fain said about

winning the award. “I was 
hoping that that would be the
case.”

The property has been in
Fain’s family since 1839 and
was part of a large Northeast
Tennessee farm. But by 2006,
Fain’s branch of the family only
owned a 16-acre tract, which
was no longer farmed and cov-
ered in weeds.

“It was not an active farm, so
I decided to open an RV park,”
Fain said.

He spent several hundred
thousand dollars and leveled the prop-
erty, installed an office, pool, gazebo
and bathrooms. He also built a dock and
purchased several boats.

While many of the campers stay for
the weekend, the RV park has 58 resi-
dents who pay for an entire month and
stay longterm.

“Some residents have been here two
or three years,” Fain said. “Their RV is
their home.”

The award was based partially on the
testimonials of people who have stayed
at the park. 

Fain, who employs eight people, has
the award hanging in the main building
at the park. WCM

Tennessee ARVC Honors Lakeview 
RV Park as Campground of the Year

Western Forest Fires Are Among Worst on Record —
But is Their Impact on the Park Industry Overplayed?

The horrific wildfires that scorched more
than 230 square miles of forest land near
Yosemite National Park in California and in
excess of 150 square miles in Central Idaho
in August were the most dramatic of hun-
dreds of wildfires that are making this sum-
mer one of the worst U.S. fire seasons on
record.
On Aug. 26, according to the National In-

teragency Fire Center, 50 major uncontained
wildfires were burning throughout the West,
including California, Alaska, Arizona, Idaho,
Montana, Nevada, Oregon, Utah, Washing-

ton and Wyoming. More than 19,000 firefight-
ers were fighting the fires.
In California, more than 3,000 firefighters

battled the Rim Fire as it burned just outside
of Yosemite. Yosemite Lakes RV Resort at
Hardin Flat, an Equity LifeStyle Properties
Inc. (ELS) park, was in the middle of the burn
area. Yosemite Ridge in Buck Meadows
was temporarily evacuated but campers
were allowed to return, after the fire burned
right up to — but not through — the park. A
third neighboring park, Yosemite Pines in
Groveland, seemed safe as the fire appeared Forest Fires – continued on page 26

Jellystone Parks Partner
with General RV Stores

Jellystone Park Camp-Resorts is now
offering one free night of camping to
anyone who purchases a towable or 
motorized RV from General RV through
Nov. 30.
“We are excited to offer this special

promotion in partnership with General RV
because it gives us a unique opportunity
to introduce Jellystone Parks to both
new and existing RV enthusiasts across
the country,” said Lauri Hart, who man-
ages the Club Yogi Rewards program.
Customers who purchase an RV from

any of General RV’s 10 locations between
now and Nov. 30 will receive 6,000 Club
Yogi Rewards points. General RV cus-
tomers who are not already Club Yogi
members will be directed to www.jelly-
stonerewards.com, where they can en-
roll in the program and enter a unique
code that enables them to collect their
Club Yogi Rewards Points. General RV
customers will have until Dec. 31 to ei-
ther redeem the points for a Tier E Free
Night Certificate or enroll in the Club Yogi
Rewards program so they can save the
points for later use.
The Tier E Free Night Certificate is good

for a free night of camping at Jellystone
Parks across the U.S. and Canada. WCM

The Bell family, selected as KOA Fran-
chisees of the Year for 2013 for their camp-
ground in San Diego, Calif., is again leading the
KOA system by adopting the new KOA Journey
brand at their second KOA campground at
Grand Canyon/Williams, Ariz.
“We wanted to be the first campground in

the area to feature the select services of the
KOA Journey brand position,” Clint Bell said.
“We think it gives our campground a unique
marketing opportunity in the area and allows us
to differentiate ourselves from other camp-
grounds.”
The Bell family has made improvements to

the campground throughout their seven-year
ownership of the park, including expanding and
adding more shade to the RV and tent sites and
improving the roads.
KOA Journey campgrounds offer campers

a convenient, clean and restful stop during their
travels, helping them enjoy the rest of their jour-
ney.
Recently, the Bells have concentrated on

making the improvements that make sense for
the way their campers use their property. Be-
cause the KOA is used as a base camp for ex-
ploring the area, they’ve added more lighting to
the pool area, so it can stay open for guests
who come back later, a night registration kiosk
and 24-hour laundry facilities.
The camping experience they’ve created is

rounded out by their emphasis on friendly, help-

“What is always disheartening to me is, people
think the entire state is on fire,” said Anne Cham-
bers, executive director of the Boise-based Idaho
RV Campgrounds Association. “That is not the
case. Do we have major fires? Yes. Will they disrupt
travel plans for most people? Probably not.”

headed away from there.
These and similar campgrounds and RV

parks in the paths of these flaming cauldrons
across the Western U.S. have fallen victim in
one way or another. But, said the executive
of one state campground association,
campers should remember to keep the fires
in perspective.
“What is always disheartening to me is,

people think the entire state is on fire,” Anne
Chambers, executive director of the Boise-
based Idaho RV Campgrounds Association
(IRVCA), told Woodall’s Campground Man-
agement on Aug. 21. “That is not the case. Do
we have major fires? Yes. Will they disrupt
travel plans for most people? Probably not.”
Indeed, on that date, while several na-

tional forest campgrounds in the mountain-
ous Sawtooth National Forest region of
central Idaho were closed due to the Beaver
Creek Fire which started on Aug. 7, Cham-
bers knew of only one privately owned park,
the Meadows RV Park in Ketchum, that was
directly affected by the blaze. The 43-site
park is located on U.S. 75 just south of Sun
Valley. (See related story.)
Thirty miles to the east of the major fires,

at the Craters of the Moon KOA in Arco,
Idaho, life was pretty much as usual.
“People are asking us how the smoke is

before they come here,” said Debbie Belk-
nap, acting manager. “We can see the
smoke in the air far away but we can’t smell
it. I’ve only been here for a few weeks but I
can’t say that it has affected anything.”
A few of the campers were evacuees

from the fire zone. They had packed up what
they could in their two vehicles and headed
to the KOA earlier in the month, she noted.
They have since left.
Most of Idaho’s 250 privately owned

campgrounds were not affected by the fires,
Chambers stressed.

In this undated photo provided by the U.S.
Forest Service, the Rim Fire burns near
Groveland Ranger Station in Groveland,
Calif. The wildfire outside Yosemite Na-
tional Park was one of more than 50 major
brush blazes burning across the western
U.S. in mid-August.

ful service. “Our staff members go out of their
way to make our guests’ once-in-a-lifetime
journey to the Grand Canyon a memorable one,"
said Bell. "Whether the guest needs help with
their rig, directions to sightseeing in the area,
or just wants to make some friends along the
way, we go the extra mile for them."

* * * * *
Buckeye Lake/Columbus East (Ohio) KOA

owners Mike and Shirley Groseclose have al-
ways used every tool at their disposal to better
understand their guests. That effort has led to

The Bell family includes (back row, L-R):
Rowena Bell, Clint Bell, Mike Bell, Ryan Craw-
ford; (front row, L-R): Courtney Bell, Callen Bell
(on lap), Ciela Bell, Carol Bell, Ted Bell, Molly
Crawford, Parker Crawford (on lap).

KOA Franchisee Campgrounds Make
Transition Into ‘Branded’ RV Parks

KOA Franchisee – continued on page 6
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NEWS
BRIEFS
July RV Shipments Rise 15%: Whole-
sale shipments of all RVs continued at a
torrid pace in July where manufacturers
reported a total of 26,212 units for the
month, an increase of 14.7% ahead of the
same month one year ago. Conventional
and fifth-wheel travel trailers and Class A
and Class C motorhomes led the growth.
On a seasonally adjusted basis, whole-
sale shipments in July were at an annual-
ized rate of more than 339,000 units,
nearly 12% greater than the previous
month and ahead of this same month last
year by more than 14%.  Through July,
manufacturers have reported a total of
201,120 units shipped to retailers, up
13.1% over this same period last year.

Kehoe and Conn to Lead ‘Park For-
ward’ Commission: Former California
State Sen. Christine Kehoe of San Diego
has been tapped to help chart a new di-
rection for California’s troubled state parks
system. The 12-member Parks Forward
Commission that she will co-lead has a
daunting task: develop a plan designed
to restore credibility, provide a firm finan-
cial footing, and make $1.3 billion worth
of overdue repairs. Recommendations
are due in the next 18 months, the San
Diego Union-Tribune reported. It was an-
nounced Aug. 5 that Kehoe will be the co-
chair of the commission along with Lance
Conn, a San Francisco Bay Area busi-
nessman with past ties to Microsoft co-
founder Paul Allen and AOL. 

Park Owner Gives Up After 30-Year
Fight: After battling the town of Middle-
boro, Mass., for 30 years, Barbara Holton
has thrown in the towel and is ready to ac-
cept a $2.5 million offer from a developer
for her 40-acre campground, WATD-TV,
Marshfield, Mass., reported. Holton has
been at the center of a slew of court cases
since she was denied a permit for 100
campers in 1984 for her Tispaquin Family
Campground. The campground is closed
this season by court order, and Holton
said she’s run out of money to fight. The
$2.5 million offer is contingent on the town
approving a 40-unit affordable housing
project and Middleboro Town Manager
Charles Cristello said that throws a curve
ball into the mix. Cristello said the offer
must be modified for the town to act and
even so, he’s not so sure there’s money
for the purchase.

Workamper News to Hold Discovery
Days: Workamper News Inc., serving
workamping RVers for more than 25
years, will hold Workamper Discovery
Days Nov. 2-3 at the Shadow Hills RV Re-
sort in Indio, Calif., wih two bonus days
scheduled for Nov. 1 and Nov. 4. The
event will provide a forum where active
RVers and prospective RV enthusiasts
can come together for educational semi-
nars and networking. For more informa-
tion, visit www.Workamper.com or call
(800) 446-5627.

Utility Supply Group Hires new Senior
Sales Engineer: The Paul Croteau, a mar-
keting and business-development expert
and entrepreneur with a track record of
success in electrical products, has joined
Utility Supply Group, Kingston, Wash., as
senior sales engineer. “Paul has over 25
years combined experience in design, de-
velopment and sales of electrical products
specifically for the RV and manufactured
housing markets. His addition to our staff
provides us with even stronger sales sup-
port, added technical service and overall
customer service,” said Wade Elliott, pres-
ident of USG. WCM

Thor and Forest River in 2013 Mid-Year ‘Dead Heat’

For the first time in memory, the indus-
try’s two RV-building volume leaders, Thor
Industries Inc. and Forest River Inc., are
in a dead heat for retail market share in
both towable and motorized RVs, accord-
ing to Statistical Surveys Inc., Grand
Rapids, Mich.

At least they were at mid-year, with the
two Elkhart, Ind.-based manufacturers
each occupying exactly 35.4% of the “all

towable” market. In fact, they were only
nine units apart through June — Thor at
39,803 units vs. Forest River at 39,794. At
the same time, Thor’s towable RV unit sales
were up 8.8% and its market share was
down slightly to 1.7%, while Forest River’s
unit sales were up 19.5% and its market
share grew 8% for the six-month period.

The picture is much the same on the
motorized side of the ledger because Forest
River through June was accounting for
25.2% of the retail market based on sales
of 3,769 units vs. Thor with a 25% market
share on 3,747 retails — a margin of only
22 units.

The rather respectable — yet heated —
competition between these two hard-hit-
ting industry leaders, occupying together
more than 70% of the U.S. towable market-
place, has been going on for a good while.
But the numbers haven’t been quite this
close, keeping in mind that, as Statistical
Surveys President Tom Walworth
pointed out, “you still have to take into ac-
count the fact that Forest River’s towable
RV product lines include some lower-
priced folding camping trailers, a market
in which Thor isn’t involved.”

But the real news here is to what extent
Forest River is pressing its case in both
towable and motorized RVs, even while
both companies continue to post impres-
sive growth during the current economic
recovery. Thor, for its part, recently posted
its first $2 billion quarter, and revenues for
Forest River, a Berkshire Hathaway Inc.
subsidiary, were running at least 22%
ahead of last year through June, Forest
River President and CEO Pete Liegl con-
firmed.

“I think that Forest River has been nar-
rowing the gap,” said Walworth. “Both
Forest River and Thor have aggressively
gone after the market and they’ve put out
a bunch of new product that has allowed
them both to maintain their leadership in

the market.”
Behind Forest River and Thor on the

motorized side is Winnebago Industries
Inc., with an 18.1% share of the market. In
third place in tow-type RV retail sales is
Middlebury, Ind.-based Jayco Inc., which
occupied 11.2% of the market through
June.

“Think about that,” said Walworth.
“The top two (towable builders) are 70%
of the market. Jayco brings it up to 81% of
the market and the next five players take it
up to 90% of the market. I mean, it’s a very
top-heavy industry and more so all the
time. The two big players have gained mar-
ket share in an up market. The only thing
to consider is that if the market becomes
really hot, that usually opens the doors for
the smaller startups to come in.

He added, “You know, through this,
we’ll probably introduce one or two new
manufacturers here who could someday
end up being major ones. That’s usually be-
cause the majors and the other competitors
can’t meet the dealers’ supply times, open-
ing the door for some of the startups to get
involved.” — Sherman Goldenberg   WCM

Through June, the RV industry’s two largest man-
ufacturers — which, combined, represent more
than 70% of all towables built — each had 35.4% of
the marketplace. The picture is much the same on
the motorized side of the ledger

Pete Liegl

Tom Walworth

Martins Complete Cross-Country Trek

When Randy Martin, wife Heidi and kids
Kristi and Kyle decided they needed a break
from their lives in West Palm Beach, Fla., they
decided not just to go halfway.
The Martin Family, sponsored along the

way by Kampgrounds of America Inc. (KOA),
completed in August a 13-month, 67,000-mile
trip through all 50 states, according to a news
release.
The family appeared on NBC’s “Today

Show” Aug. 22. The special segment was
taped at the West Palm Beach/Lion Country
Safari KOA Campground in Florida.
“I wanted to visit all 50 states so that my

children had the opportunity to experience
what’s best about the U.S.,” said Randy, the

CFO for The King’s Academy in West Palm
Beach. “Our trip across America allowed us
to bond as a family and meet many new
friends while learning about American history
and culture.”
The Martins said the trip likely wouldn’t

have been possible without the support of
sponsors like KOA.
“Thanks to Kampgrounds of America for

supporting ‘thatTripUSA’ and for many com-
fortable nights and friendly, smiling faces at,
by far, the best campgrounds in America,”
Martin said.
The family blogged about their adventures

and managed to maintain a complete website
about the trip during their travels. WCM

Randy and Heidi Martin with their children, Kyle and Kristi.

Officials at state parks in Michigan’s
Cheboygan County are reporting that camp
nights are up over last year, the Cheboygan
Daily Tribune reported. Going into the tradi-
tionally season-ending Labor Day weekend,
Burt Lake State Park supervisor Kelly
Kinser said camp night attendance numbers
increased 700 over last year at the camp-
ground, a 406-acre park which features 2,000
feet of sandy shoreline Burt Lake. 

“It’s been a very good summer for us. It’s
been a great summer for boating,” said Kinser.

Most state park visitors in Cheboygan
County rein from Michigan, but area park offi-
cials do report a fair number of visitors from
Canada and neighboring states Indiana, Illi-
nois, Wisconsin and Ohio. 

Burt Lake State Park has 305 campsites and
one mini-cabin. All sites have electrical capac-
ity with 20-, 30- or 50-amp access. The full-full
service park also has a water sanitation station
and restroom and shower facilities.

Just around the bend at the Tip of the Mitt
is the vast Wilderness State Park encom-
passing 10,500 acres with 26 miles of Lake
Michigan shoreline. Park supervisor Burr
Mitchell said the camp night numbers are
about 100 ahead of last year, with cabin nights
and stays at the group camp location running
about dead even with last year. Day use was a
little down this year, but Mitchell attributes the
unusually warm weather in the spring of 2012
to that year's higher numbers. WCM

Michigan State Parks
Reporting Good Season
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Newport Dunes Waterfront Re-
sort will once again host one of South-
ern California’s most cherished
holiday spectacles. Santa will flip a
switch to illuminate 50 electric Christ-
mas trees situated on the bay at the an-
nual Lighting of the Bay ceremony on
Dec. 6 at 6 p.m. The free event, which
has been a tradition for two decades, is
expected to exceed 500 guests, accord-
ing to park management.

Festivities will include live musical
performances, Christmas carol sing-a-

long and, for a small price, seafood
chowder and hot chocolate from the
award-winning Back Bay Bistro.

Newport Dunes Resort is a 100-acre
waterfront resort featuring a 386-site
RV park, 450-slip marina and a private
waveless beach and playground that
has been enjoyed by families since
1958. The Dunes also is home to 24
mobile cottages. For more information
about Lighting of the Bay, call (800)
729-DUNE or visit www.newport-
dunes.com. WCM
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four consecutive KOA Founder’s Awards, along
with impressive customer service scores from
their campers. That deep understanding of their
guests led the Grosecloses to make the deci-
sion to transform their campground in central
Ohio into a KOA Holiday park.
“We’ve used all of KOA’s camper feedback

tools to learn about and implement the ameni-
ties our campers want. We have always been
pro-KOA and one of the first ones to implement
any of the programs. We’ve tried to adopt what-
ever KOA moves forward with,” said Mike.
The Grosecloses have kept their camp-

ground modern, updated, and loads of fun,
making their qualification as a new KOA Holi-
day — which focuses on providing great family
camping experiences for all ages — an easy
transition. “We’ve put in state-of-the-art rest-
rooms and RV patio sites, as well as a jumping
pillow, shuffleboard, and golf,” Mike added,
while crediting the campground’s staff mem-
bers as the biggest reason campers return to
the KOA. “We are so proud of our employees,”
he said. “They are some of the best people we
could hope for. Our guests love them and it
shows in their comments.”

* * * * *
Bill and Barbara Olendorf, owners of the

Kampgrounds of America Inc. (KOA) camp-
ground in Point South, S.C., are examples of a
rare breed of business owners. They were rec-
ognized this year by KOA as a 30-year owner,
yet they retain a competitive spirit to stay at the
top of the field and continually upgrade and up-
date their facilities.

KOA Franchisee—from page 3 The Olendorfs recently demonstrated that
“cutting-edge” attitude by adding the new KOA
Journey brand to their campground. One of
three new brand categories being added to
KOA’s 485-campground system in North Amer-
ica, KOA Journey campgrounds offer campers
a convenient, clean and restful stop during their
travels, helping them enjoy the rest of their jour-
ney.
“The staff continually receives rave reviews

from our campers for being friendly, helpful and
engaged. Our product has to stay excellent —
but our service, even better,” said Bill. “We
have added a nightly tasting of wine from four
local wineries. The feedback from the guests
has been wonderful. They love the connections
they make with the staff, as well as other
campers. It is a great way to unwind, relax and
learn more about the area, the campground,
and each other.”
The Olendorfs believe that the addition of

two KOA Deluxe Cabins has had a remarkable
impact on the campground, “The Deluxe Cab-
ins have opened the campground up to a new
market that provides us with tremendous
camper feedback and participation. They have
brought in new campers, and repeat guests
who have a fantastic and impressive stay,” said
Olendorf.
“The decision to move forward with KOA’s

brand positioning effort comes from our desire
to keep our business cutting-edge,” added
Olendorf. “Progress and evolution is vital in
meeting our guests’ expectations and needs.
We expedited the transition because it gives us
focus, so we can serve our campers’ specific
desires and create memorable stays. We are
striving to make our great campground even
greater.” WCM

Newport Dunes’ ‘Lighting
Of the Bay’ Set for Dec. 6

Stony Mountain Campground
Celebrates 50 Years’ Operation

1963 was a big year. The Beatles released
their first album, Mr. Ed was on TV, Martin
Luther King Jr. delivered his “I have a
dream speech” and we lost a great presi-
dent.

That also was the year Harold and Vir-
ginia Hoff established Stony Mountain
Campground in Tunkhannocok, Penn.

With the park nestled on a hillside over-
looking a 12-acre lake, the Hoffs cut roads
and terraces to accommodate the small
campers and popups of the time. A rest-
room and shower house were constructed
featuring hot water, which was a rare find
at a campground at that time. Harold and
Virginia put their heart and soul into it and,
with the help of their two sons, Phil and
Dave, they soon had one of the first and
nicest campgrounds in the Endless Moun-
tains. The Hoffs were very active in the
campground industry, with Harold being
the first treasurer of CAP (Campground
Association of Pennsylvania and prede-
cessor of PCOA).

In 1982, after Harold suffered a heart at-
tack, the Hoffs decided it was time to follow
their dreams, put their beloved camp-
ground up for sale and move out West to
live and work on a dude ranch. The sale
was made in late 1982 to Leroy Posten.

Mr. Posten ran the campground for the
next 26 years. Leroy also had help in the
form of two daughters, Lisa and Lesley,
and a son, Tim.

On Sept. 15, 2008, my wife, Virginia,
and I (James Hawk) took ownership of
the campground. The day after the closing,
we drove around the camp and asked our-
selves “What did we do?” The day before
we were only working 40 to 50 hours a
week, took regular vacations — that all

came to a screeching halt.
Five years later, after countless hours,

dollars, blood, sweat and tears — literally
— our dream is finally starting to take
shape. I can’t tell you how proud I am to
own and operate such an historic business
with our children, Nicole and James, and
our grandsons, Kaleb and Kaden. We
plan continued improvements and growth
for a long time to come.

We have to thank our family friends and
fellow campground owners for all the help
and support in our quest to put Stony
Mountain Family Campground back on the
map as one of the nicest campgrounds in
the Endless Mountains.

Reprinted courtesy of the Pennsylvania
Campground Owners Association (PCOA)
newsletter. PCOA, like the Hawks’ camp-
ground, is marking its 50th anniversary this
year. WCM

Fishing for the Future

Norman Boucher of LCN Outdoors holds up
two nice smallmouth bass he caught on the
Connecticut River during the fishing tourna-
ment his company sponsored on July 13,
which launched from Riverside Park in Hart-
ford, Conn. Each boat was given the choice
of donating part of their registration fee to
Make A Wish-USO or Flowers 4 MS. FLW
Outdoors offers anglers worldwide the op-
portunity to compete for millions of dollars
in cash and prizes over the course of almost
200 tournaments operated annually. LCN will
be working with the Bass Federation of Con-
necticut and FLW Outdoors who are starting
the Student Angler Foundation meant to get
the high school young adults involved with
fishing. "Let's face it," noted Boucher, "much
like the scouts and youth camps, everything
we can do to bring youth outdoors is going
to impact our campgrounds in the future."
Based on his catch during the tournament,
Boucher qualified to fish the TBF/FLW Re-
gionals being held on the Connecticut River
this fall. WCM

If it seems like Saskatchewan camp-
grounds are jammed with motorhomes and
trailers, it’s not your imagination.

An increasing number of people are choos-
ing the comforts of an RV over pitching tents
in the province's provincial parks, the Calgary
(Alberta) Herald reported.

According to Saskatchewan Government
Insurance (SGI), the number of RVs registered
in the province has shot up 26%, to more than
65,000, between 2008-’12.

And with the increase in RV owners, it’s
getting tougher to find a campsite, according
to numbers released by the Saskatchewan
Parks Service.

“On the July and August long weekends
virtually every campsite would be occupied
across the province,” said Mary-Anne Wihak,
the provincial parks’ director of visitor ex-
periences. “Several other weekends in the
prime time will also be at or near capacity.”

During peak season, from late June to mid-
August, occupancy in electrified sites has
risen from 74% in 2007 to 85% in 2012.

“We’ve tried to respond through adding
electrical service in campsites overall but we
still can’t meet the demand,” Wihak said.

Not that every RVer wants an electrical site,
nor every camper with a tent doesn’t want
one, Wihak explained. But 83% of campers
are in an RV, and 73% of the sites have electric
service. “More and more of our campers have
moved to the RVs and are moving to bigger
and more expansive kinds of units out there,"
she said. “So not only is the electrical aspect
of our attribute being requested of us, it’s also
for bigger and wider sites.”

All of this is after the province has increased
the number of electrified campsites by more
than 50% since 2008. She said electrical service
will be added to more campsites this fall and
they are in the midst of expanding campsites
in Greenwater Provincial Park. WCM

RVs Trump Tents in
Saskatchewan’s Parks

James and Virginia Hawk
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INSITES

David 
Gorin

tractors?; and No. 2: If they are not, are we
OK not to have them on the payroll? Please
offer any thoughts you may have. Thanks.

Questions like this come up all the time
at park owner meetings, conventions and
in publications. There are as many inter-
pretations of how to treat workcampers as
there are campgrounds. There are three im-
portant principles to keep in mind when
dealing with this group of part-time work-
ers.

Principal 1: Don’t mess with the IRS.
Among the most stressful things a small
business owner can come up against (after
death of a spouse and a divorce) is a win-
dow envelope addressed to you from the
IRS. Rarely does this envelope contain
good news.

Principal 2: There are very few ways (I
actually cannot think of any ways) to com-
pensate a non-family member who works
for you that do not involve some tax obli-
gation to the payee or the recipient, or both.
In the scenario above, seems to me to be
hard to call these folks “upaid” workers.

Principal 3: The tax issues and needs of
workcampers are their problem, not yours.
No matter how good they may be, or how
good you think they will be, meeting your
business needs and protecting your busi-
ness and family always comes first.

As a small business person for many
years in retail, campground and consulting
businesses, one key objective I most want
is to avoid any state or federal audits by the
IRS, the state employment commissions,
state tax authorities, etc.

I’ve found the best way to avoid these
unpleasant and time-consuming experi-
ences is to avoid, minimize and understand
any gray areas such as are associated with
independent contractor rules, insurance
and workers comp liabilities and issues,
undocumented workers, sales tax collec-
tions and disbursements, tourism taxes,
volunteer workers, etc.

When it comes to staffing an RV park or

campground, the process I’ve used with
some success is to first establish a person-
nel plan and realistic budget that will en-
able me to staff the park properly and
adequately and provide the level of service,
standards and experiences I want my guest
to have.

The second step is to then consult with
human resources and, tax and insurance
experts as to how best to implement the
plan. The primary objective should always
be to legally hire the absolute best people
to do the jobs that need doing and not to
get involved with dubious schemes that
may lead to unnecessary problems and hir-
ing based on the wrong criteria. The indi-
vidual tax avoidance or reduction issues of
potential employees is their problem, not
yours or mine. Let’s not make our lives any
more complicated than they already are.

The cost of strict compliance with tax
and related laws is far less then the cost of
the stress and legal fees associated with try-
ing to defend oneself in a fight with a fed-
eral, state or local government entity.

Another Thought on
Temporary Workers

In today’s business world, so much is
said and written about the experience the
business provides to the customer and how
customers are seeking superior experiences
in all of their life activities. A J.D. Power
survey recently found that customers will
pay up to 20% more for outstanding expe-
riences (and outstanding products) than
for a lesser product or experience.

That’s a pretty compelling reason to
focus on the guest experience.

For the most part, in my experience,
temporary workers and/or workcampers
are not usually capable of providing the
level of service and the type of experience
that a regular employee — whether full- or
part-time — can provide. The temp is not
often familiar with the area in which the
park is located. The temp or work camper
has too many conflicting interests, business
or things to do that distracts them from
truly learning how to best serve the parks’
guests. Adequately serving guest needs and
interests and providing the level of experi-
ence that makes the visit to the park truly
outstanding is simply more difficult for the
temp worker.

As we’ve heard from many sources over
the years, hire or engage the best possible
people to represent and be the face of your
park — and that’s incredibly hard to do
when interviewing and hiring over the
phone or via Skype and the individual
you’re trying to interview is only going to
be with you for a limited period and for
limited hours during that period. Hard to
get a temp or workcamper to “invest” in
your business when they know they’ll be
moving on and that the “camper” part is
more important than the “worker” part.
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

Are We Complicating Our Campground Owners’ Lives?

These questions popped up on a LinkedIn
discussion group recently:

Here is our scenario: We have “unpaid”

part-time workers who are provided expense
allowance stipends up to $1,200 per month.
They receive free lot rent, housing, cable TV,
all utilities, and are reimbursed for gasoline
expense. They purchase supplies and materi-
als with corporate credit cards. They are not
required to work a regular schedule with the
exception of the first five days of each month
(five hours per day.) They do not wish to be
sent a 1099 form as an independent contrac-
tor. 

Question No. 1: Are they independent con-

www.hialeahmeter.com
www.towercompany.com
mailto:salestower@comcast.net
www.minigolfinc.com
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MODERN MARKETING

I’ve always found it fascinating. On
Labor Day in hundreds of parks across
the country a long line of campers
queue up, heading home, leaving camp-
grounds in ghostly silence. Firepits no
longer crackle into the night, kids no
longer make a ruckus around the play-
ground, and very likely a good portion
of your staff is bidding one another
farewell.

As for park owners and operators, it’s
a time to switch gears, departing from
the go-go-go daily operations to a more
reflective review and planning period.
Over the next several months you’ll find
yourself looking at a number of busi-
ness indicators, including your market-
ing plan. I’ll address this topic —
measuring the success of your market-
ing program — in detail in an upcom-
ing column, once you’ve had a chance
to button up the operational details of a
busy summer. In the meantime, how-
ever, marketing must continue.

We’ve shifted from the “wish you
were here” season to “let’s stay in
touch” time. And think about it, as time
goes by memories fade and enthusiasm
wanes. It’s your job to make sure that
does not happen in your customer/guest
relationships. Don’t allow this seasonal
shift to move your social media pro-
gram backward. Certainly it will not be
what it was during the high season but
on the same note, you must remain ac-
tive, interesting, and engaging — just
like always.

Nothing to say?
During your busy months you have

plenty of news and information to share
across your social networks. Once the
hubbub subsides, maybe not so much to
share, right? Avoid dropping out of sight
by curating content — searching for and
discovering interesting on-topic tidbits
to share with your audience. Here are
three tools to help you do just that:

Content curator Paper.li (http://
paper.li/) Paper.li is a nifty and powerful
content curator that likes to see itself as
a “newspaper.” Users may create “a cus-
tom newspaper on the topic of their
choice” by selecting from a number of
valuable online resources including
YouTube, Google+, Twitter, RSS and
blogs and drilling down to the user level
if desired. Once you set the parameters,
the automatically curated daily results
will give you a mix of interesting con-
tent that can be shared as individual
pieces on your social networks or you
can opt to auto-publish a customized
paper to your Twitter account as well as
embed it on your website.

Addict-o-Matic (http://addictomatic.
com) Addict-o-Matic is a simple search
tool that pulls from a wide variety of
sources including Google News, Bing
News, YouTube and Flickr. It’s as easy to
use as visiting the site, selecting the
sources you wish to search and clicking
on “create.” To save your search param-
eters you may bookmark the page and
return to it as often as needed. Share any
articles, information and links that you
believe will resonate with your audience.

Social Mention (http://www.social-
mention.com) Social Mention’s claim to
fame is in delivering “real-time social
media search and analysis.” While its
alert function has been broken for some
time now, I’ve found the real-time
search results to be very robust and full

Evanne 
Schmarder

Maintaining Social Media Posts in the Off-Season
of useful information. Use quotation
marks to search a term and choose the
“all” option for the broadest results.
Again, choose the most relevant infor-
mation to share with your audience.

BONUS: Another very useful content
generator is customer comments, both
on- and offline. Has your park, a staff
member or event/activity received a com-
pliment or kind comment? That is ideal
content to share on your social net-
works.Refrain from using the full name
of the commenter unless you have per-
mission to do so. First name and last ini-
tial (example: Susan B.) works just fine if
that’s easier for you. You might also con-
sider adding a box to your customer sur-
veys asking if you may use their full name
when sharing customer comments.

What Info Should You
Seek Out and Share?

In today’s world of the very wide web,
you’ll find plenty of content on almost
any topic you choose to search — and
therein lies the problem. Just because
you come across something that contains
the keyword “camping” does not mean
it matters to your audience. Be choosy
when selecting tidbits to share. What
matters to them? What do they find use-
ful or interesting? Is your demographic
all about tent camping or is RVing more
prevalent among your customers? Are
you a destination park? A seasonal park?
Why do folks choose to stay with you?
It matters when delivering content.

When setting search terms, consider
the area you are located in. Your audi-
ence most likely wants to hear news
about local attractions, events, etc. Are
you in a national or state park gateway
community? Take advantage of that. Do
you run an urban park? Let your guests
know the latest (upbeat) city news.
Every camper loves easy and delicious

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

camping recipes. Perhaps you set that as
a search term in one of your curators.

Before you post anything that you’ve
found on the web, it is essential that you
review it. Click on the link, give it a
brief read through, and make sure it is
appropriate and legitimate.

Copyright caution
All three content curators mentioned

above provide you targeted, powerful
content that, if done right, is relevant and
valuable to your audience. A word of
caution, however: While Paper.li (and
the similar product Scoop.it) have a
function that permits you to legally auto-
publish to your followers and fans with-
out copyright concerns, simply copying
and pasting stories onto your blog or
website that you’ve curated is not recom-
mended unless you have explicit, written
permission from the content owner. It’s
important to note that the content owner
may be the website where the content is
housed or even the author of the content
itself. Permission and reprint rules can
be found on most websites.

Instead of reprinting or reusing the
content in full, I’d recommend you pen
an interesting post or tweet regarding the
story and include a link to the content.
If you do use the content on your blog
or website, standard practice dictates
that you use only a few sentences — no
more than a paragraph — of the story
with something along the lines of “ac-
cording to XYZ, blogger at XYZ Camping
Blog,” and then a “read more” link taking
them to the original content location.
Add your own expertise and color to the
topic to round out the blog post and en-
tice your readers to share it with their
network by posting on your social pages.

While sharing general – albeit valu-
able – information on camping and 
RV vacations will keep your customers/
guests and even prospects interested,
don’t forget to occasionally toot your
own horn. There’s no harm at all in pro-
viding updates on campground proj-
ects, staffing, next season’s events, etc.
You can even promote stay specials, sea-
sonal sites and more. Just beware of
crossing the line between too much sell-
ing and not enough chatting. It’s all
about building relationships. After all,
in six months’ time we’ll be very much
“wishing they were here.”

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

www.campgroundmanager.com
www.carbolineum.com
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ON CAMPGROUNDS

In addition to a Baker’s Dozen of new
cabins to be added next year, the park also
will add a rock climbing wall and a splash
pad.

That doesn’t mean that RV sites will be
abandoned completely, however. “In
2015, we really hope to modify the re-
maining RV sites to make them more
friendly for RVs,” Elliot said.

Cabin rental prices vary according to
size and the season, with peak-season
price topping out at $269 a night. The
park is open April 15 to Oct. 15.

Although winter sports are popular in
Wyoming’s Jackson Hole Valley, July and
August are Snake River KOA’s busiest
months with the park drawing heavily on
adventure travelers rafting on the Snake
River.

The park operates two separately per-
mitted companies that run rafting trips up
and down the river — one scenic, the
other with Class 2 and 3 whitewater. “We
have a lot of RVers who come here to
raft,” Elliot said. “Right now we are run-
ning about five trips a day with 20 to 45
or 50 people per trip. These are great trips
for someone who has never been rafting.”

Although the Jackson Hole area is big
on winter sports, the park is permitted by
local regulations to stay open only for six
spring and summer months.

“Because of our distance from Jackson
(10 miles south) we only have a seasonal
permit from the county for the camp-
ground. At some time we would like to
entertain staying open in the winter, but
that would be much further down the
road before we consider it seriously. We
probably wouldn’t pick up a lot of the 
skiing traffic because we are far out of
town. But there is snowmobiling here and
great hunting.”

The Elliots came to the park initially as
Workampers for three seasons in New
Mexico and Colorado before discovering
Snake River KOA — and they rely on

“We have six months of an intensive sea-
son up here and it becomes very stressful.”

* * * * *
On the other side of the cabin discus-

sion is Shirley Temming, who bought
Columbia Riverfront RV Park in Wood-
lands, Wash., seven years ago.

She’s basically happy with the park’s
76-RV sites, all but six of which will hold
a 40-foot RV. While the park 25 miles
north of Portland is in a Columbia River
floodplain and is prohibited from build-
ing cabins, Temming wouldn’t have them
if they were allowed.

“I don’t want to be cleaning cabins,”
she said. “I went into the RV business, not
the hotel business.”

Although there are 32 sites on water,
there’s not much swimming in the Colum-
bia River, which doesn’t get any warmer
than 52 degrees. To compensate, Columbia
Riverfront has a heated saltwater pool,
which Temming said is easier to care for
than the freshwater variety. “It’s a lot easier
to keep it chlorinated and it's a lot more
comfortable on the eyes,” she said.

Temming has made a number of im-
provements in the seven years she’s owned
the park. “The park wasn’t very good,'' she
said. “The TV channels weren’t very good
and neither was the Wi-Fi. We improved
all that along with landscaping.”

The park is on the east side of river,
providing “a fantastic view at sunset,”
Temming said.

* * * * *
Although snow fell in May on Timber-

line Campground in Waukee, Iowa,
business recovered in the summer
months.

“June, July and August have been great
— isn’t that what other campgrounds are
saying too?” said Deborah Christensen,

Reports from 
the field: 

Bob Ashley

Cabins like these (above)  are taking the place of RV sites at the Snake River KOA in Jackson,
Wyo. Park promotions (below) appeal to adventure travelers rafting on the nearby Snake River.

Park in Shadow of Grand Tetons Evolving from RVs to Mostly Cabins

Bud and Kelly Chatham, owners of
Snake River Kampgrounds of America
(KOA) in Jackson, Wyo., are faced with
a dilemma that many operators of older
parks are having to deal with: ¬ too little
space to handle today’s 40-foot-and-up
fifth-wheels and motorhomes.

Where the nine-acre park had 62
campsites when it opened in the late
1960s, by the end of next season, if all
goes as planned, that number will be re-
duced to about a dozen and a half, re-
placed by more than 50 cabins.

“The reason is the age of the park,”
said General Manager Tom Elliot, who
oversees the park with his wife Gwen.
“Back in the late ’60s and early ’70s, RVs
weren’t as big. There were no slideouts,
and the park was built to accommodate
those. Now, RVs are more than 40 feet
long with up to five slides — I myself
have a 53-foot fifth-wheel. They don’t fit
well on the property. We had to deal with
what is there.''

Starting four seasons ago, RV sites at
Snake River KOA began to be replaced
with a variety of cabins that will sleep
four to 10 people. Eleven rustic cabins
and six deluxe cabins sit on the Snake
River.

“The new cabins with higher-end
amenities are always in demand,” Elliot
reported. “People still want to go camping
where they can sit around the campfire.
That’s been the niche for us.

“We started with a couple and then
added eight more and have been aggres-
sively adding cabins since.”

Workampers to staff the park during the
season.

“We usually hire six couples. The
ladies work inside and the guys do the
work outside,” Elliot said. A local clean-
ing staff is hired to attend to the cabins.

“During the season we will hire 22 or 23
people, but we will interview 100,” he said.

On Campgrounds – continued on page 30

www.bookyoursite.com
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GUEST VIEW

Have you ever seen a website that was
built under the “kitchen sink theory” of
website design? These were much more
common in the early days of the World
Wide Web, 15 or 20 years ago, when
common practices in design and layout
were still evolving. Today, they are most
often the result of do-it-yourself efforts,
where a business owner mistakenly be-
lieves that he can build his own website,
has the time to devote to the ongoing
project and doesn’t need to pay some-
body to do what he can do himself. He
is correct on at least one count, because
it is true that anybody can build their
own website.

The people who build their own web-
sites are oftentimes “Type A” personali-
ties who find it difficult to delegate
responsibility. In other instances, the cre-
ation of the website that can literally
make-or-break a business is entrusted to
Uncle Fred or Young Danny, the kid who
lives up the street and who is “really good
with computers.” Of course, there are
companies out there that have encour-
aged this line of thinking by providing
step-by-step do-it-yourself templates and
inexpensive (or even free — with a few
caveats) website hosting services. Those
companies include Intuit, Homestead,
Vistaprint, Wix, Tripod and many others.
Choose a template, pick colors, upload
photos, edit text, drag and drop, watch
the money roll in and become the next
Internet millionaire. It’s as simple as that.

What the do-it-yourself website com-

panies — as well as Uncle Fred and
Young Danny — do not provide is mar-
keting experience, an understanding of
your particular business and industry,
professional graphic design skills, proof-
reading and copy-editing capabilities and
any interest in preventing your website
from going down in flames. Yes, you can
build yourself a website with every an-
noying bell-and-whistle imaginable —
even bells and whistles themselves, if
that’s what you want.

One of the most common D-I-Y web-
master mistakes is to believe that lots of
content will make a page more impor-
tant in the eyes of the search engines.
The more the merrier. Lots of text and
lots of photos. Even better, lots of font
variations, lots of colors, lots of anima-
tion, and lots of random clipart.

I recently came across exactly this type
of website, built by the owner of one of
the highest rated and most well-known
campgrounds in the United States. The
home page alone had 2,777 words of
text, 30 photos, three large graphic files
and nine pieces of clip art (four of which
were animated.) The page also included
a hit counter, navigation way down near
the bottom of the page, and 117 HTML
warnings. The page clearly was not going
to be a contender to win any awards for
aesthetic design, but how did it fare with
the search engines? Funny you should
ask. When I did a search on Google for
what I thought should be the single most
intuitive search phrase for this park, it
did not appear anywhere on the first 20
pages of search results! In addition (not
that websites are intended to be printed),
if somebody should try to print out a
copy of just the Home page of the site, it
would take 27 sheets of paper.

The only way that anybody is going to
find this campground’s website is if they
are already familiar with the camp-

ground, search for camping in the town
where it is located, or click on a link
from another website. If the owners are
looking for new business, they better
plan on word-of-mouth referrals.

If nothing else, the lesson to be
learned here is that marketing sense and
design skills are important elements in
the construction of a successful website.
Many people refer to the importance of
content that appears “above the fold,” a

reference to the location of the most im-
portant content — in terms of newsstand
appeal — on the front page of a daily
newspaper. Although some folks argue
that it is the top 600 pixels of content,
the “fold” is nearly impossible to define
on a website, particularly with the explo-
sive growth in the use of mobile devices,
where users scroll for content. The im-
portant consideration is not so much the
location of the content as the design of
the content. Without organization, a
cluttered page on a website could easily
become impossible to navigate.

Am I suggesting that your camp-
ground’s website must be built by a pro-

fessional website design company? Ab-
solutely! Lest anybody conclude that my
intent is to promote my own company’s
website development services, let me
provide a list of some of our competitors
within the campground industry, includ-
ing AGS/Texas Advertising, Strait Web
Solutions, Big Rig Media and other more
regional service providers. Many of these
companies will have booth space at the
fall campground association confer-

ences, from National ARVC to the vari-
ous state associations. My own company
will also be found once again at the enor-
mous IAAPA Attractions Expo at the Or-
ange County Convention Center in
Orlando, Fla.

Whoever you turn to, your next web-
site should embrace the latest technology
and have a design that holds its own
against the websites of major resorts,
theme parks and airlines — not simply
your competitor down the road. Look for
a responsive site that works as well on an
iPhone, Android device or a Blackberry
as it does on a desktop or laptop com-
puter. Most importantly, trim the fat and
present users with a site with the kind of
eye appeal and design flow that consis-
tently leads them to your intended call to
action. The right website is designed to
generate reservations, not frustrations.
Peter Pelland is the CEO and founder of

Pelland Advertising, which has been serving
the family camping industry for over 30
years. His company builds websites and so-
cial media content, along with print adver-
tising. Peter is also the founder of the
Campground Success project and is the co-
author of “Unconventional Wisdom Works
– 25 Marketing Strategies to Build Your
Outdoor Recreation Business Today.” Con-
tact Peter with any questions regarding the
marketing of your business. There is never
a charge for an initial consultation. Learn
more about Pelland Advertising at www.pel-
land.com. WCM

Peter
Pelland

When It Comes to Campground Websites, Less Is Sometimes More
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National Parks at a Major Crossroad – 
Which Way Will They Go from Here?

Editor’s Note: It’s been six months since
the federal government began its venture
into uncharted waters known as the “se-
quester.” Ordered to cut their budgets by 5%,
governmental departments — including the
National Park Service — found various
ways to comply with the Congressional
mandate. The jury is still out as to how the
American public will respond to the se-
quester, as tighter budgets appear to be cer-
tain in the near future. Woodall’s
Campground Management (WMC) spoke to
sources in the outdoor recreation industry
to gauge what lies ahead.

The fate of the National Park Service
is at a major fork in the road according to
Derrick Crandall, president of the
American Recreation Coalition (ARC).

“If we don’t have some change in
terms of how national parks are funded

and operated, I am pessimistic about na-
tional parks being able to be continue to
be a catalyst for people to leave the cities
and see the great outdoors,” Crandall told
WCM. “We will see cutbacks in services,
more restrictions in things like visitors
centers and park rangers. That is not
good for the RV industry and that is not
good for the travel and tourism industry.”

As one of the nation’s highest profile
lobbyists for national parks, Crandall is
adamant that these changes must be
adopted now.

As he told WCM on the eve of the se-
quester late last winter, the federal gov-
ernment must take more of a businesslike
approach to park funding and operations.
Some 90% of the National Park Service
budget comes from government appropri-
ations. This percentage is way out of line
and must be reduced as user fees are in-
creased, Crandall argued.

The share of user fees would surely
rise if parks would undergo a moderniza-
tion program so that campgrounds would
again appeal to RVers, Crandall said. Most
national park campgrounds are config-
ured on a grand plan adopted in 1950,
years before the advent of moderns RVs.
Since 1987, revenues from RVers have
fallen by 50% at the national parks, pri-
marily because most national park camp-
grounds lack service such as water and
electricity, pull-through sites, dump sta-
tions and Wi-Fi, he said.

“We also need to reflect the reality a lot
of people are coming out of urban Amer-
ica. They don’t own RVs and tents. We
have to do what Kampgrounds of Amer-
ica Inc. (KOA) has done and provide
simple accommodations to tents for peo-

ple to live the real park experience,” he
said.

Crandall finds the present fee policy
especially vexing.

“Now, you pay a maximum $25 for a
whole carload for seven days access to a
national park. It’s created an unintended
secondary market. You can walk around
Jackson, Wyo., and buy an unused na-
tional park entrance receipt for $10.”

Another fee policy Crandall finds irk-
some is the discount for senior citizens to
enter national parks. “We don’t do that
with healthcare, food or education, why
do it for national parks?,” he asked. “Let’s
be real, we can’t afford to give away free
access and 50% camping to every Ameri-
can who is 62. I don’t think anybody in-
tended that to happen. It tends to force
families with kids to subsidize seniors.”

NPCA Compares How
Congress Views Parks

In early August, the National Parks
Conservation Association (NPCA)
compared the approach by Congress to
tackling the parks budget and found di-
vergent results.

A Senate appropriations bill treats the
National Park Service much better than
does a similar measure in the House of
Representatives, NPCA stated.

The appropriations bill in the Senate is
nearly $350 million above the House bill,
and also reverses the damaging sequester
cuts, according to the NPCA.

The Senate Department of the Interior,
Environment and Related Agencies Ap-
propriations bill increases the National
Park Service budget by $60 million over
Fiscal Year 2012 levels. It provides a sub-

stantial increase of $182 million over cur-
rent levels to operate national parks, al-
though that still is $6 million below the
Obama administration’s Fiscal Year 2014
levels, the parks advocacy group said.

“The National Parks Conservation As-
sociation applauds Sen. (Jack) Reed’s
(D-Rhode Island), efforts to restore
funding for our national treasures. This
investment would move our national
parks in the direction of recovery, bene-
fitting visitors, park communities, and
the parks, themselves,” said Craig Obey,
senior vice president for government
affairs for the NPCA.

“In contrast, the House funding levels
are fundamentally inadequate and would
contribute to a continuing decline for our
parks. Although the House bill clearly
prioritizes park operations, the funding
levels dictated by the House budget are so
unrealistic that they don’t come close to
meeting the need,” said Obey.

In contrast to the House bill — which
eliminates all funds for the National Park
Service to protect the parks by acquiring
inholdings within their boundaries — the
Senate bill restores those levels to where
they were two years ago, the NPCA re-
view of the funding bill showed.

The Senate bill also reauthorizes for an
additional year the Federal Lands Recre-
ation Enhancement Act, which allows the
parks to keep the nearly $180 million in
entrance and other fees they collect each
year.

“These two bills illustrate stark, alter-
native futures for our national parks: one
with more park rangers, the other with
fewer; one with more open park camp-
grounds, bathrooms, and visitor centers,
and the other with more closed facilities,”
Obey said. “Ultimately, the best way to

protect the future of our parks is for Con-
gress and the president to work together
on a grand budget deal that addresses the
deficit drivers and ends these indiscrimi-
nate discretionary cuts that threaten our
national parks, the experience of park
visitors and gateway economies that 
depend on the upkeep of our national
treasures.”

National Park Journalist
Enters the Discussion

Kurt Repanshek, founder and editor
of National Parks Traveler, the Internet’s
very first site dedicated to covering Amer-
ica’s National Park System and the Na-
tional Park Service (NPS) on a daily basis
and today a leading online source for

Craig Obey

Derrick Crandall

Yosemite Falls and Half Dome

‘Ultimately, the best way to protect the future of our parks is for Congress and
the president to work together on a grand budget deal that addresses the
deficit drivers and ends these indiscriminate discretionary cuts that threaten
our national parks,’ said Craig Obey, National Parks Conservation Association
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news about the national parks, seeks to
put the funding dilemma into prospec-
tive.

“I think Congress needs to realize that
the Park Service budget is just a tiny
sliver of the overall federal budget.
Around one-14th of 1%, I believe. And
yet, the national treasures — Yellow-
stone, the Grand Canyon, Everglades,
Glacier Bay, Gettysburg, etc. — that the
agency is tasked with both maintaining
and interpreting should be (and) need to
be  well-preserved and maintained for fu-
ture generations, and to properly fund the
Park Service should neither be difficult
nor seen as wasteful.”

Repanshek said the American public’s
perception of government varies and for
that reason so does its views toward the

National Park Service.
“There are folks out there who view

the Park Service as a bloated, bureau-
cratic agency. At the same time, there is a
wide range of staffing vacancies that are

concerning. For instance, Acadia Na-
tional Park, despite its rich biodiversity,
has no botanist on staff. The Blue Ridge
Parkway, designed to showcase the Blue
Ridge Mountains, has no landscape archi-
tect on staff.

Repanshek maintains that since
March, “the impacts of the budget se-
questration have largely been invisible to
the general public. You might see reduced
visitor center hours, or parks with several
visitor centers some that are closed, as
well as some campground closures. Over-
all, park superintendents have done a
fairly good job in juggling their staffing
and budgets to cover visitor needs. But
what goes unseen can fester significantly
if let go for too long.”

Invasive species and animals are also a
growing problem, and some parks don’t
have resources to tackle them. At Apostle
Islands National Lakeshore, Repanshek
said, the inability of the superintendent
to hire his full complement of seasonal
rangers perhaps played a role in bear
problems they experienced there this
summer, as there was not a ranger to
work on a daily basis to educate campers
about bears and the necessity to keep a
clean camp. In other parks, interpretive
programs have been reduced.

“The Park Service is ‘making do,’ but
only in the short-term and largely in the
most visible areas,” he continued. “At
Rocky Mountain National Park they
closed the Moraine Park Visitor Center
this summer. That might be an inconven-
ience to some, but the Visitor Center at
Beaver Meadows just a short ride away
was open. At Wind Cave National Park
in South Dakota, they juggled some
maintenance funding to open a camp-
ground that was to have been closed all
this summer.”

“When you consider the maintenance

backlogs at the parks, the sequestration
is doing real damage, as are Congress’s
cuts to important budget lines, such as
park construction, which addresses the
maintenance needs,” Repanshek said.

Friends groups, such as Friends of
Acadia, are finding they have to step up
to help offset some of these shortages, but
that in turn affects the good work they do
for the parks, he added.

He concluded, “The parks will con-
tinue to be funded to a level that allows
operations to continue, but without some
forceful allies in Congress the system
could slowly decay if longstanding main-
tenance items and staffing vacancies
aren’t addressed. The money exists to
properly fund the Park Service. Congress,
and the administration, just need to make
it a priority.”

Crandall and Repanshek take some-
what different approaches to the declin-
ing revenue streams at national parks.
While Crandall favors modernization,
Repanshek says it is not necessary.

“We don’t need to transform the na-
tional parks into commercial operations,
complete with Wi-Fi and full hookups at
every campground. I find it somewhat
suspect to hear that RV visits to the parks
have waned while private campground
use outside the parks has risen. Do those
RVers spend those stays in the private
campgrounds, or do they take day tours
of the parks?

Similarly, he chides those who would
expand the services at Yosemite National
Park.

“The Yosemite Valley is an amazing,
iconic destination, one with soaring cliffs,
incredible waterfalls and a beautiful river
snaking across its floor. It’s one of the
world’s natural wonders. Do we really
need ice rinks and bike and raft rentals to
get visitors to enjoy this valley?”

NPS Director Jon Jarvis:
“Interesting Character”

A wildcard in the discussion is Jon
Jarvis, director of the National Park
Service. “He is a very interesting charac-
ter, a guy I know well,” said Crandall,
who meets weekly with Jarvis. “He re-

flects the best of past traditions but he is
increasingly seeing a different vision, a
different model for the Park Service to
operate.”

Jarvis recognizes that 15% to 20% of
all national park visitors are from foreign
countries, yet they pay the same fees as
do American citizens. “We’re subsidizing
international visitors to come visit us,”
Crandall said.

“Maybe we could use our parks as a
loss leader to get foreigners to come but
we have never had a discussion whether
the American taxpayer wants to subsidize

a Chinese visitor,” Crandall said. “Those
are debates we are now having.”

Crandall said Jarvis is “trying to unify
the park community and look at the long-
term picture. We need to be chess players
and not checker players.”

At the Senate hearing in August, Cran-
dall said he heard senators talking about
the right things: supplementary funding
for national parks, increased philan-
thropy, higher payments from conces-
sioners and changes to fee policies.

For its part, one of the “key issues”
talking points ARVC presented to mem-
bers of Congress during the National Is-
sues Conference in May pertained to
“necessary funding for America’s national
parks.”

ARVC stated in part, “Members recog-
nize that America’s National Parks often
are a gateway to privately-owned RV
parks and campgrounds. Under federal
budget sequestration, the National Park
Service must implement $110 million in
budget cuts over the final seven months
of Fiscal Year 2013 (March through Sept.
30, 2013), requiring a reduction to visi-
tor services, hours of operation and
shortening of seasons. ARVC supports
funding for the National Park System
that allows America’s National Parks to
be appropriately maintained and staffed.”
— Steve Bibler   WCM

Kurt Repanshek

Jon Jarvis

Old Faithful



Halloween Has Become the Most Popular 
Season of the Year at Some Campgrounds

‘Since we started Halloween weekends, the reservation patterns have changed
with our guests. In years past, the traditional summer holidays had the most de-
mand. Now, our Halloween weekends have the most demand and they book
first,’ said Dave Lovell, marketing director for Lake Rudolph Campground & RV

Halloween has become a major attrac-
tion at RV parks and campgrounds across
the U.S.

Hundreds of parks allocate one or more
weekends each fall to this celebration,
which takes on a variety of shapes and
forms.

One of the more extensive celebrations
is at Lake Rudolph Campground & RV
Resort in Santa Claus, Ind., which de-
votes seven weekends each fall to the event.
This year’s marathon begins the weekend
of Sept. 13-14 and concludes Oct. 25-26.

Campers and their guests can enjoy
“spooktacular” Halloween activities includ-
ing bonfire ghost stories, trick-or-treating,
costume and site decorating contests,
Rudy’s Kid’s Carnival, Frightful Film Clas-
sics, haunted hayrides and a Halloween
party complete with a dance and a sound
and light show.

“This year will be our 13th season,” ex-
plained Dave Lovell, marketing director.
“We started in 2001 with two Halloween
weekends. We increased the number of
weekends to three, then five and finally set-
tled on seven a few years ago. We are totally
booked six out of the seven weekends.”

Because of these celebratory weekends,
Halloween has become Lake Rudolph’s
most popular season.

“Since we started Halloween weekends,
the reservation patterns have changed with
our guests. In years past, the traditional
summer holidays had the most demand.
Now, our Halloween weekends have the
most demand and they book first, more
than a year in advance. The majority of
those reservations are repeat guests,” Lovell

said.
The resort purchases from local vendors

around 3,000 pumpkins for decorating.
“The great part is that our guests decorate
their sites, so we don’t need to do a whole
lot of decorating ourselves,” he said.

What happens if the weather is bad?
“With our location in southern Indiana,

we are blessed with great fall weather.
When bad weather does occur, it does not
seem to curtail the enthusiasm of our
guests. We may see a handful of cancella-
tions from our tent campers in really wet or
extremely cold weather. At times, we have
been forced to move a few outdoor events
to either our covered pavilion or to our
large rental golf car storage building. Those
events would be the Bonfire Ghost Stories,
costume contest and the teen dance. Those
are rare occurrences. Our outdoor kids car-
nival, trick or treating and other events go
on rain or shine.”

Susan Novotny’s favorite season of the
year is Halloween, so it was natural for her
to focus on that holiday season at the South
Haven Family Campground in Michigan
that she and her husband, Kyle, own.

She and her daughter, Katie launched
the park’s “Spooktacular” celebration in
2008. A focal point is their haunted house,
which they build inside their 40-foot by
120-foot pavilion. It features a graveyard,
jack-in-the-box clowns, bubble room, corn
maze and a drop box. They’re adding a
claustrophobia room this year. The haunted
house started for campers only but the
Novotnys have since opened it up to the
community.

The campground also sponsors trick or
treating, site decorating contests, adult and
kids costume contests and a scarecrow-dec-
orating contest. Trophies are handed out to
all the winners.

There is so much interest in camping at
the Novotnys’ campground that the cele-
bration has grown into four weekends lead-
ing up to Halloween. The event begins the
weekend of Sept. 27-29. The celebration
also has solved their drop-off in shoulder-
season business, as their campground is
usually packed for each Halloween week-
end, she said. Rain or shine, the Halloween
events are always well attended, she said.

The Novotnys attend Halloween-theme
conventions each year in St. Louis and
Columbus, Ohio, where they pick up the
latest ideas for haunted houses. They make
many of their own sets but purchase the
more elaborate ones.

The Jellystone Park at River Bottom
Farms in Swansea, S.C., has five Hal-
loween-themed weekends beginning the
first weekend of October. The first two
weekends are “no scare” weekends, while
the last three are scary. Activities include a
haunted house as well as costume and
campsite decorating contests.

Dana Gabriel said her campground re-
lies on a variety of sources for its Halloween
activities.

“We have used the basic Halloween ven-
dors like www.HalloweenExpress.com and
www.BuyCostumes.com. We build most of
our stuff inhouse. We also use eBay. You can
find some pretty cool handmade props and

decorations on there. We have also used
www.HauntedProps.com, www.Halloween
Asylum.com, www.FrightCatalog.com and
www.SpiritHalloween.com. We buy a lot of
small props from Spirit.”

Leisure System Parks
In fact, when it comes to celebrating

Halloween, nobody does it earlier or longer
than Yogi Bear’s Jellystone Park Camp-
Resorts.

From mid-August through the first
weekend of November, Jellystone Parks are
celebrating Halloween with costume and
campsite-decorating contests, haunted
walks in the forest, trick-or-treating and
other activities.

“Halloween-themed weekends are one
of our most popular events,” said Michele
Wisher, director of marketing for Mil-
ford, Ohio-based Leisure Systems, which
franchises Jellystone Parks across the U.S.
and Canada.

Jellystone Parks usually offer a mix of
both scary and not-so-scary activities,
which are designed to appeal to young chil-
dren as well as teens and adults.

But while most Halloween-themed activ-
ities take place in September and October,
some parks in Indiana, Michigan and Penn-
sylvania are offering them as early as Au-
gust. A handful of parks also celebrate
Halloween during the first weekend of No-
vember.

LSI aggressively markets the Halloween
theme online and in an annual press release
that is distributed to numerous news out-
lets around the U.S. and Canada.

Here are highlights of what a few other
LSI franchisees are doing this fall:

• Jellystone Park in Estes Park, Colo.,
will have Halloween themed activities every
weekend in September, including campsite
decorating, trick or treating, a haunted hike
and Saturday night dances.

• Jellystone Park in Amboy, Ill., has a
fall pumpkin festival, caramel apples and
cider and scarecrow making on the week-
end of Sept. 27-29. Best costume, pumpkin
and campsite contests are slated for Oct. 4-

6, while Halloween activities planned for
the weekend of Oct. 11-14 include a dance
party. Halloween activities are also planned
for the weekend of Oct. 18-20. 

• Jellystone Park in Fremont, Ind., has
a “Little Tykes Pumpkin Patch” and cos-
tume parade on Sept. 20-22 while campsite
decorating contest and bonfire with scary
stories is slated for Sept. 27-29. A costume
parade will take place the weekend of Oct.
4-6 while a Monster Ball and campsite dec-
orating competition will take place Oct.

Campers decorate their sites at Lake Rudolph Campground & RV Resort, which sponsors seven
popular Halloween-themed weekends each fall.

Halloween budgets don't have to be taxed to
spruce up the grounds. Here, decorated trash
cans help to create an eerie diorama.
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11-13.
• Jellystone Park in Knightstown,

Ind., has scheduled non-scary Halloween-
themed weekends on Sept. 27-29 and Oct.
4-6 with pumpkin decorating and a cos-
tume parade. Scarier weekends are
planned for Oct. 11-13 and Oct. 18-20, the
latter of which features a visit by the Head-
less Horseman. The weekend of Oct. 25-
27 is the scariest and features a haunted
wagon ride, a costume dance and campsite
decorating contest.

• Jellystone Park at Indian River,
Mich., is planning an Oktoberfest potluck
supper as well as fall arts and crafts on the
weekend of Sept. 20-22 with Halloween
activities, including a haunted trail in the
woods and trick or treating.

• Jellystone Park in Ashland, N.H.,
has scheduled fall fair weekends for the
last three weekends of September and first
weekend of October with fall arts and
crafts, a bouncy house and slides, caramel

apples and opportunities to decorate
pumpkins. The weekend of Oct. 11-14
will be a haunted weekend with Hal-
loween tattoos, costume and campsite
decorating contests, a Halloween parade
and a fireworks show. Columbus Day
weekend also coincides with neighboring
Sandwich Fair, New Hampshire’s oldest
county fair.

• Jellystone Park in Elmer, N.J., will
have five consecutive Halloween-themed
weekends starting Sept. 27-29. Activities
include a corn maze, a haunted trail and
wagon ride, plus pumpkin carving and
painting.

• Jellystone Park in North Java, N.Y.,
has fall activities that include a “Redneck
Weekend” Sept. 13-15 with seed spitting,
belching and redneck horseshoe contests
as well as a Mr. and Mrs. Jellystone Park
Redneck contest. A non-scary Halloween
weekend is set for Sept. 27-29 with regular
Halloween activities Oct. 4-6 and 11-14.

• Jellystone Park at Kozy Rest in Har-
risville, Pa., has five consecutive Hal-
loween-themed weekends between Sept.
20-22 and Oct. 18-20. Pumpkin patch and
face painting activities are scheduled for
the first weekend while the following
weekends include costume and campsite
decorating contests and a haunted pavil-
ion. The weekend of Sept. 27-29 also fea-
tures an “Amazing Soup potluck dinner,”
where guests are invited to share their best
homemade soups.

• Jellystone Park in Brandon, S.D.,
will reopen its popular seven-acre corn
maze, which complements the park’s other
fall activities. Sept. 27-29 will be a “Witch-
ing Weekend” and will feature Halloween
themed crafts where guests will be invited
to wear costumes and decorate their camp-
sites. On Oct. 6, the park will have a “Mutts
in the Maze” event during which time peo-
ple will be allowed to go through the corn
maze with their dogs, with proceeds from
the event being donated to the local hu-
mane society. On the weekend of Oct. 25-
26 the park will have a haunted maze and
its 4th annual Monster Mash with games,
activities, music and dancing.

• Jellystone Park in Fredericksburg,
Texas, will have an Oktoberfest parade
on the weekend of Oct. 4-6; a pumpkin
patch parade and dance on the weekend
of Oct. 11-13; a haunted forest dance 
on the weekend of Oct. 25-27; and a 
Boo! parade and dance on the weekend
of Nov. 1-3.

• Jellystone Park in Caledonia, Wis.,
has six consecutive Halloween weekends
starting Sept. 13 with Fall Fiesta weekend
and the opening of “The Haunted Trail.”
The Sept. 20-22 weekend highlights in-
clude a Halloween parade and crafts. The
weekend of Sept. 27 has a scavenger hunt,
trick or treating and a costume contest. The
remaining three weekends have a variety of
events like costume contests, trick or treat-
ing, and more. — Steve Bibler   WCM

Graveyards are a popular choice for campers decorating their sites for Halloween at Lake Rudolph
Campground & RV Resort and other parks celebrating the holiday with themed weekends.

Following on the heels of a newly
launched website for the Vermont Camp-
ground Association, which was the first fully
responsive campground association website in
the United States, Pelland Advertising de-
signed and implemented an all-new con-
sumer-facing website —
www.CampNCA.com — for the Northeast
Campground Association (NCA), based in
Stafford Springs, Conn., in July.

“The new responsive site allows visitors to
view the information they desire from any de-
vice by adapting and scaling to different screen
sizes,” said David R. Tetrault, executive di-
rector of the NCA. “This was key in the up-
dating of the site as visits from mobile devices
to CampNCA.com increased more than 31%

from January 2012 through August 2013.”
The new site helps to promote the NCA’s

member associations and individual camp-
grounds by providing online visitors with
tools that include:

• A searchable database to find the perfect
member campgrounds, based upon key
amenities.

• The most comprehensive online listing
of RV and camping shows in the Northeast.

• The ability to request print directories
from any member state associations with a
single click.

• An exciting new look that uses fluid con-
tent to display a presentation that is optimized
for every device, from smartphones to large
desktop displays. WCM

Pelland Advertising Launches
a Responsive Website for NCA

A new “flagship” National Park Serv-
ice (NPS) campground, featuring power
and water hookups and drive-in sites for
recreational vehicles, is taking shape in
the southern end of the New River Gorge
National River in West Virginia.
The new Meadow Creek Campground,

located on the shore of the New River
about two miles downstream of the Sand-
stone Visitor Center in Summers County, is
scheduled to open early next summer, the
West Virginia Gazette reported.
The first phase of development for the

new campground calls for 17 drive-in car
sites, five drive-in RV sites and four walk-
in sites for tent campers. Power will be
available at all campsites and the five RV
sites will also have access to water
hookups. A large group-camping site also
is part of the initial development plan.
Other campground amenities include

communal drinking water spigots, vault
toilets, an amphitheater for ranger-led in-
terpretive programs and a public boat
launch ramp.
Meadow Creek will be the first non-

primitive campground in the New River
Gorge National River and the first to
charge fees.
National Park Service planners have

developed a proposed fee schedule,
based on rates charged by other private,
state park and U.S. Forest Service camp-

grounds in the vicinity. By law, the fees
must be comparable to and must not un-
dercut rates at other campgrounds in the
area.
Proposed fees for the new campground

are $18 per night for walk-in, tent-only
sites with power; $24 per night for drive-in
car sites with power, and $28 per night for
drive-in RV sites with power and water.
Fees collected from campers at Meadow
Creek will be used to cover electricity and
water costs and to maintain other camp-
ground amenities at Meadow Creek and
other camping areas in the park.
Primitive, no-fee campgrounds are op-

erated by the National Park Service at
Army Camp, off W.Va. 41 near Prince;
Stone Cliff Beach, off W.Va. 25 near Thur-
mond; Grandview Sandbar, on Glade
Creek Road near Prince; War
Ridge/Backus Mountain, off Backus
Mountain Road near McCreery.
“There’s a growing need for camp-

grounds, particularly campgrounds with
hookups for high-end RVs, in this area,”
said Doug Maddy, president of the South-
ern West Virginia Convention and Visitors
Bureau. “This is a great development, and
what makes it particularly great is that 
it's happening at the south end of the 
park, which hasn’t seen the benefit from
the park’s presence that the north end
has.” WCM

NPS Building ‘Flagship’ Campground 
Along New River Gorge National River

Illinois License Plate Fees
Help Bail Out State Parks
Help is finally on the way for Illi-

nois state parks.
The Illinois Department of Natu-

ral Resources (DNR) is starting to
chip away at a $750 million mainte-
nance backlog, as money from a
new $2 surcharge on license-plate
renewals is starting to make its way
out to the parks, the Peoria Journal
Star reported.
Starting this year, motorists who

renewed their license plates paid
an extra $2 — part of the DNR Sus-
tainability Bill passed by the Illinois
General Assembly to provide a
steady source of funding for parks
and their upkeep that was inde-
pendent of the ups and downs of
general tax revenue.
State budget pressures halved

DNR’s share of general tax revenue
over the past decade or more, and
maintenance at Illinois State Parks
has been put off year after year.
The result was a backlog of work

that kept edging higher, an aging
fleet of vehicles and equipment,
plus deteriorating buildings and
other facilities.
DNR Director Marc Miller said

the $2 license plate fee is deposited
in the Parks and Conservation Fund,
one of several dedicated funds
managed by the agency.
“Half of the money will go for 

operation and maintenance to 
ensure there is a healthy stay for
our visitors,” he said, “and half will
go towards capital improvements
like shower houses, roads and
roofs.” WCM
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Treated, Wooden, Outdoor Lawn and Patio Furniture;
picnic tables, Adirondack-style chairs, gliders, rocking
chairs, folding chairs, benches, swings and ottomans.

Arbors, Wishing Wells, and Dutch Windmills.
Wholesale or Retail. Nationwide Shipping.

Goshen Lawn Furniture • Goshen, Indiana

Phone: 574-642-3596 Fax: 574-642-3096

Campers now have a new online
“home base” for everything they need to
know to enhance their outdoor lifestyle.

Kampgrounds of America’s new blog,
“The Greater Outdoors,” brings together
multiple tools, the very latest information
on everything happening outdoors, easy-
to-prepare recipes, new product reviews
and news of the latest additions to the
KOA family of campgrounds.

“We’ve always tried to provide our
campers with the best camping informa-
tion possible via our KOA Kompass web-
site and monthly email newsletters, 
but we feel The Greater Outdoors 
blog takes things to a different level,” said

Toby Hedges, KOA’s vice president of
marketing.

“The new blog will be much more dy-
namic, with fresh content pouring in con-
tinuously, instead of just once a month,”
Hedges said. “We think campers will want
to check back often to keep up with the
latest in RV tips and tricks from our ex-
perts, fun and easy camping recipes and
also interact with us and each other.”

The Greater Outdoors blog is designed
to serve as an “online community” for
campers to comment on articles and share
their own ideas with other campers.

There will also be multiple entertaining
contests and giveaways to enhance

campers’ experience on the blog.
Another exciting new feature on KOA’s

The Greater Outdoors blog is “Campsta-
gram,” a photo sharing feature linked to
the popular online application Instagram.
Campers simply “hashtag” their KOA
camping photos with #koa or #kamping
and the photos will automatically be fed
to a rolling display on The Greater Out-
doors blog.

“It’s another fun way for KOA to inter-
act with campers, and for campers to
share the fun with each other,” Hedges
said.

To access KOA’s The Greater Outdoors
blog, simply go to koa.blog.com. WCM

KOA Launches New ‘Greater Outdoors’ Blog
An exceptionally sunny, dry summer in

much of British Columbia helped push British
Columbia Provincial Parks to an all-time record
number of reservations at provincial camp-
grounds.

More than 115,000 camping reservations
were made through the province’s Discover
Camping service, up 12% from last year, the
Spoor News Mirror reported

Campers were allowed to make reserva-
tions at more campsites and campgrounds, in-
cluding Kleanza Creek, Martha Creek,
Chilliwack Lake, Mable Lake and Bowron
Lake, increasing the number of reservable
sites to more than 5,000 at 95 parks.

While Labor Day is the traditional end to the
regular camping season, parks officials are
trying to pump up shoulder season camping.

They say campsites are quieter in the fall,
with attractions like spawning salmon in some
areas. It’s also the time of year when “long-
stay camping” is permitted, allowing campers
to stay four to six weeks at reduced rates in
select parks. WCM

Record Reservations at
B.C.’s Provincial Parks

Grant Adamson, 55, owner of Malibu
Beach RV Park in Malibu, Calif., died on
Aug. 6 when the hot air balloon he and fam-
ily members were riding in crashed near
Château-d’Oex, Switzerland. The balloon
slammed into a power line before plummet-
ing 13 stories to the ground, killing Adam-
son and injuring his wife, Terry, and
daughters, Megan and Lauren.

The family had chartered the balloon for
a day, according to the Grand Hotel, and the
skies were clear. The balloon is run from the
hotel although operated by a separate com-
pany. The family had been flying for two
hours prior to the crash.

The 65-year-old pilot of the balloon was
also injured in the accident and taken to the
hospital by ambulance.

The Adamson family is one of Califor-
nia’s most prominent families, helping to de-
velop the wealthy seaside enclave of Malibu
in the 1960s. WCM

Malibu Peak Owner 
Dies in Balloon Crash

Santa’s Splash Down WaterPark at Lake
Rudolph Campground & RV Resort in Santa
Claus, Ind., opened in late July. The new
water park features five water slides, in-
cluding two that were previously owned by
nearby Holiday World Theme Park &
Splashin’ Safari Water Park, according to a
news release.
The former Bamboo Chute & AmaZOOM

have been refurbished and reinstalled at
the new water park. “We have given new
life to these iconic water slides and they re-
ally look nice in our resort setting,” said
Dave Lovell, marketing director for Lake
Rudolph.
In addition, an inflatable water slide

called the Trippo features three slides. At
three stories tall, the Trippo is the world's
largest inflatable water slide. WCM

Lake Rudolph Resort
Opens Water Slides

www.evergreenusa.com
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The Ocean Lakes Bluegrass Weekend — Or, How
One Park Keeps Its Guests On-Site and Captivated

Theme weekends, sports activities, nature
interaction, arts and crafts, you name it —
campgrounds are offering everything under
the sun to draw whatever audience they can
hook, and when campers want even more,
it’s a wise and necessary practice to mention
nearby attractions.
Still, there’s no denying that while refer-

ring guests to local points of interest is part
of what brings people in, it’s preferable to
keep them in.
When a campground’s natural limitations

(or campers’ expanding expectations) may
start to push guests to outside attractions,
you can pull them back in by bringing outside

attractions to your campground.
Take Ocean Lakes Family Campground in

Myrtle Beach, S.C., as an example. Their an-
nual summer Bluegrass Weekend started as
all initiatives do: with an idea and an effort.
It was right after the National Association

of RV Parks & Campgrounds (ARVC) named
Ocean Lakes the 1997 “RV Park of the Year,”
and the goal was to create an event that
would bring new and more guests to Ocean
Lakes during the low-occupancy chunk of
late summer between schools getting back
in session and Labor Day weekend. When a
music-industry friend of Barb Krumm, direc-
tor of marketing and public relations for
Ocean Lakes, commented to her that 50% to
70% of bluegrass fans were also campers, a
lightbulb went off over her head — and the
Bluegrass Weekend was born.
“The plan was to make it an event that

would build over time and become known by
the musicians,” explained Rachel Becker-
man, marketing assistant and events coordi-
nator. This year, its 15th, the festival featured
eight performing acts during the weekend of
Aug. 23-24.
Those 15 years have helped Ocean Lakes

pound out the kinks on an event that’s be-
come an ongoing source of entertainment
and success, and they have some advice for
anyone else looking to dip their toes into fes-
tival waters.

Start With the Basics
Step One: Start early. “Don’t procrasti-

nate,” Beckerman advised. “When putting on
an event this size, you really have to make
sure everything is in place long before the
event actually gets here.”
Next, start small. “See how you can han-

dle one or two bands before putting on an en-
tire festival,” she said. “It is much better to
leave your guests wanting more than wishing
they had never come!”
Finally, get all the nuts-and-bolts paper-

work and permissions handled, such as rev-
enue tax considerations, hiring a security
team, procuring W-9 tax forms for the per-
formers to sign, assessing your property for
a good performance site, deciding how much
you’re willing to spend on performers —
“Budget plays a big role, of course; we’re a
campground, after all, not the Grand Ole
Opry” — and how much you’ll charge atten-
dees. (Ocean Lakes keeps ticket prices low
since higher summer-season camping rates
are still in effect.)

Don’t forget to take care of music licens-
ing fees, and don’t forget there’s assistance
with that available to ARVC members, Beck-
erman said. “Make sure you pay your fees to
ASCAP/SMI/SEASAC. Recently, ARVC has
offered major discounts through membership
to our state association. It is well worth the
membership because we have more than
paid for it with just that benefit!”
However you proceed from here, take

notes and learn from both mistakes and suc-

cesses. Don’t be afraid to try new things; you
can always change it again if it doesn’t work
out as expected. For example, the Bluegrass
Weekend was expanded to a four-day event
for a few years, but they found it was not an
improvement and went back to its original
two-day format.

Bringing in the Talent
Once you decide what niche to pursue

and when to hold your event, Beckerman
said it’s really just a matter of making some
calls to see who will come for what you can
offer them. Again, Beckerman said it’s wise
to start small — “We started with one big-
name band as the draw and several inexpen-
sive regional bands” — and start early. “In
order to make sure we get top musicians, I
have to book them two years in advance.”
She also tries to select bands that repre-

sent a variety of bluegrass (traditional, mod-
ern, gospel, etc.). “When I feel I’ve got a good
mix, I just start calling bands and seeing what
they want — and what they are actually will-
ing to take!” she related.
Ocean Lakes has worked with the bands

on rates from the beginning, sometimes by
“providing them a little oceanfront vacation.”
There is, however, a caveat regarding com-
pensation: don’t offer anything you’re not will-
ing to keep offering (and then some) as time
goes on. “I warn you to be cautious in this
area,” she asserted. “Once they get used to
free things, it’s difficult to break the pattern.
Some bands are great and appreciate any-
thing you do for them; others will take every-
thing, and then ask for more.”

Bringing in the Audience
According to the old adage, if you build it,

they will come — but only if you promote it
well. Ocean Lakes promotes through camp-
ground-controlled outlets such as its website,
social media channels, campground maga-
zine, newsletter and in-house promotions.
They also reach out to general camping au-
diences through travel shows, press releases
and rally flyers, and to the bluegrass music

fan base through publications such as Blue-
grass Unlimited. In all these materials, it’s
made clear that this event is restricted to
Ocean Lakes’ guests only.
“Because we have limited seating and

very limited parking, we cannot open our
show to the public,” Beckerman explained.
Guests must first book their site or rental
house and then purchase event tickets
separately. “Each time we sell a ticket, it is
my job to match that ticket sale with a site

Building a clientele — and a bottom line — during lulls in the season
means creating an environment your customers want. Here’s how one
award-winning park accomplished it

Donna Ulisse & the Poor Mountain Boys perform during the Bluegrass Weekend at Ocean Lakes Family Campground in Myrtle Beach, S.C.

Aerial view of the award-winning Ocean Lakes Family Campground.Doyle Lawson, of the legendary bluegrass
band Doyle Lawson & Quicksilver. They’ve
been around since the ’60s in some form or
another. Doyle was inducted into the Inter-
national Bluegrass Hall of Fame last year.
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reservation.”
Ocean Lakes is aware that not every

camper staying during those two days will be
interested in the event — not even every per-
son in the same party as some attendees.
That’s another reason event wristbands are
sold separately from site reservations and a
big reason for the “wraparound activities”
scheduled throughout the weekend. Pool,
golf, mini golf tournaments, bluegrass trivia
and scavenger hunts hopefully sweeten the
pot for music fans, Beckerman said, but they
also provide plenty of non-concert fun so
every camper has something to do. 

Running the Show
You built it and they came — now, where

to put them?
Beckerman said backstage space in their

recreation center is very limited, but that’s OK
with the musicians — and good news for
other campgrounds which might be con-
cerned their space is insufficient. The musi-

cians’ “green room” is one side room near
Ocean Lake’s stage that’s stocked with food,
snacks, water and soda. “Generally when I
let the band know about our Hospitality
Room, that makes them more than happy,”
she related. 
Staffing the event itself takes plenty of

hands, and here Ocean Lakes gets volunteers
to help out. A group comes for the week of
the show to assist with set-up, teardown,
checking tickets at the door, keeping the
bands on time and anything else that may
arise.
While volunteer help is crucial, Becker-

man said there is “an art to managing volun-
teers.” Test the people you get and make
notes on the ones who are really making a
difference and those who may not be. When
encountering the latter, she said you can’t be
afraid to police them just because they aren’t
paid workers. “You learn who to trust, and
sometimes you really have to lay down the
law. Otherwise you lose control.”

Laying down the law may also be neces-
sary with your event attendees, Beckerman
said, and it’s important that your regular
camping customers remain your highest pri-
ority. “You have to make the niche market
happy, but we have park policies that have to
be respected,” she stated. “Picking is a good
example. Bluegrass fans love to stand around
their sites ’til the early morning hours playing
music. That’s nice, but our quiet hours are 11
p.m. to 7 a.m. It took us a couple of years to
come to that understanding. You have to be
willing to lose some people that can’t abide
by your park’s policies.”

Winding Up
Wait up, fellas! Don’t forget to have each

performer sign that W-9 tax form before they
leave.  (“We will not pay them until they do,”
Beckerman stated.)
Once the facilities are cleared out and

cleaned up, she goes over the comment
cards filled out during the concert asking
what bands they’d like to see in the future.
Customer feedback drives the selection for
every Bluegrass Weekend at Ocean Lakes.
“Really, it’s our guests who pick the bands.
After all, they are the ones buying the tickets,
so they should get to hear who they want to
hear.”
That’s when she picks up the phone and

starts the whole process all over again.
Beckerman’s overall advice for coordinat-

ing this kind of event is to prepare for every-
thing, including the unexpected. “Get all your
ducks in a row prior to the show — and cre-
ate back-up plans, because we all know
everything doesn’t always go as planned,”
she advised. Doing that will keep you from
getting in over your head, she said, which
makes for a far happier experience for both
the campers and administrators. — Barb
Riley WCM

Josh Swift of Doyle Lawson & Quicksilver, playing the dobro.

KOA’s Rogers to Address 
Dealers at RVDA Confab

Jim Rogers, CEO of Kampgrounds of
America Inc. (KOA), will share with dealers
the first comprehensive look at actual 2013
North American RV camping results and offer
insights KOA has for future RV camping trends
when he presents “A Campground Outlook”
during the RVDA (U.S.) Annual Meeting on
Oct. 3 at the Rio All-Suite Hotel & Casino in
Las Vegas. The annual meeting is held in con-
junction with the RV Dealers International
Convention/Expo, Sept. 30-Oct. 4.

Armed with KOA’s exclusive real time data
from 500 campgrounds across the U.S and
Canada, Rogers will provide attendees with
perspectives on the evolving needs and habits
of America’s campers as well as explain how
dealers can benefit from the emerging desti-
nation camping market.  

“Jim is a dynamic industry leader who has
championed a proactive feedback and knowl-
edge-driven outdoor hospitality approach to
meeting the wants and needs of camper
guests,” said RVDA President Phil Ingrassia.
“He has a passion for RV travel and the out-
doors, and we are delighted he will be sharing
his knowledge with us at the annual meeting.”

KOA and Rogers will also be involved in a
new initiative at this year’s convention, spon-
soring RVDA’s programs for young RV execu-
tives. KOA will host a young executives
networking reception on Wednesday, October
2, and Rogers will deliver a special workshop
on Thursday, Oct. 3, “Luck is When Prepara-
tion Meets Opportunity.” There will be track
workshops designated for young RV executives
in all time slots on Wednesday and Thursday.

The convention is sponsored by RVDA–
The National RV Dealers Association, RVDA
of Canada, and the RV Learning Center. WCM

www.redrovercamping.com
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QUESTIONS&ANSWERS

There’s certainly no more visible company these days in
the North American recreational vehicle business — and to
a lesser extent the U.S. RV park & campground arena —
than retail juggernaut Camping World Inc. and its Good Sam
Enterprises LLC sister division (CW/GS).
And there’s probably no one in the industry more visible
— or more outspoken and at times controversial — than
CW/GS Chairman and CEO Marcus Lemonis, who is cur-
rently being featured as a small business “turnaround spe-
cialist” in CNBC’s new prime time reality series “The Profit.”
The 39-year-old Lemonis, with long-term backing from
multi-millionaire Steve Adams, has cut a pretty wide and suc-
cessful swath in this industry since the former auto dealer
exec made his presence felt in the early 2000s at the company
formerly known as Affinity Group Inc., owner of the 1.4-mil-
lion member Good Sam Club as well as the leading camp-
ground industry consumer directories. In the process, he has
assembled a $2.5 billion-a-year chain of 90-plus Camping
World RV Sales Inc. dealerships that today, by most esti-

mates, account for 18% to 22% of U.S. new unit sales
in addition to a significant percentage of parts and
accessories sales.
And the beat, for the most part, goes on for
Camping World, which reported 2012 rolling
stock sales revenues of $1.48 billion, 28.8%
ahead of 2011’s, and is still posting strong
financials and buying up dealerships at an
aggressive pace. On the campground side of
the ledger, meanwhile, the Chicago-based
firm has consolidated the venerable Trailer
Life and Woodall’s campground directo-
ries into the Good Sam RV Travel Guide
& Campground Directory and is currently
rolling out some new twists in the traditional
Good Sam Park network. Here’s the edited
highlights of Woodall’s Campground Manage-
ment (WCM) Publisher Sherman Goldenberg’s
recent phone interview with Mr. Lemonis:

WCM: Can you tell us, Marcus, how
you see things going right now for
CW/GS in report-card style, like you’ve
done in the past?
Lemonis: A lot of grades that I give

are less than “A” because I put a priority
on velocity. I like speed and I like growth

and I like it fast. We’ve seen explosive
growth on the roadside assistance and
club side of the house. We continue to
add stores at a very rapid pace — 10 to
12 stores again this year coming on the
heels of 13 last year.

The dealership business continues to

perform at a very nice pace with solid
margin performance, really good expense
control and spectacular inventory man-
agement. That’s the quintessential back-
bone of our dealership business.
Everybody thinks it’s a low-growth, high-
volume business. Quite candidly, it’s a

good-gross, good-volume business. We’ll
probably only do 42,000 new and used
units this year, and our service business
continues to grow at a nice pace.
WCM: So, you’re comfortable with

the guesstimate we’ve used — that
Camping World RV Sales today ac-
counts for as much as 18% to 22% of
U.S. new RV sales? I mean, would you
argue with those numbers?
Lemonis: No, it’s accurate. Eighteen

to 22 percent is a very good range. But I
will tell you that as we open or acquire
more stores at a pace of 10 a year and add
$150 million to $250 million a year top
line — as you add 5,000 units a year by
adding to the store base — those percent-
ages grow.
WCM:We hear that you’ve been fo-

cusing more lately on the campground
side of your business — especially the
Good Sam Park network — even set-
ting up a project park? Can you tell us
about that?
Lemonis: We are going to prototype

one Good Sam Park — not many — and
we plan to add 500 to 600 parks a year
(to the network) because the Good Sam
Park system is probably the most impor-
tant affiliation that our company has with
any sort of business in the industry. It’s
more important than our relationships
with our manufacturers or with some of
our third-party vendors on certain levels
because the Good Sam Park system, in
my opinion, is the key to the kingdom.

If the consumer buys a product and
has nowhere to go or goes somewhere
and has a bad experience, our chance —
not only our company’s chance, but this
industry’s chance — of seeing that cus-
tomer through his camping life cycle is

‘We are going to prototype one Good Sam Park – not many -- and
we plan to add 500 to 600 parks a year (to the network) because the
Good Sam Park system is probably the most important affiliation
that our company has with any sort of business in the industry,’ said
Marcus Lemonis, chairman & CEO of Good Sam & Camping World

Camping World & Good Sam: A Retail Juggernaut that 
Retains a Strong Presence in RV Parks & Campgrounds

www.fairmontparktrailers.com


dramatically minimized. So, we put a lot
of effort into really supporting anybody
who signs up to be a Good Sam Park by
providing them resources and assets and
things that they need to be more success-
ful because the campgrounds are really
the backbone of the RV industry.

People can buy them (RVs) in differ-
ent places, but if they have nowhere to
go, we’re all screwed. I don’t think any-
body really, truly, puts enough credence
in them (campgrounds). Whether it’s a
Good Sam Park or not, the campgrounds
in this country and the success and suc-
cession and the quality of them will de-
termine the fate, long-term, of this
industry. Period. End of story.
WCM: How many Good Sam Parks

are there today?
Lemonis: In the thousands. We’ve

made it more attractive. We’ve made it
easier to be one. And let me be clear: At
some point, and we probably are months
away, we will be unveiling a very compet-
itive licensing program for people to ac-
tually rebrand themselves that way (as
Good Sam Parks) and take advantage of
all the other marketing we have.

If a park in Tippecanoe, Kan., meets
certain standards, for instance, they not
only can call it a Good Sam park — not
just an affiliate — but also be able to use
the “Good Sam Park at Tippecanoe”
name.

The fees associated with that are min-
imal at best. It’s really just the cost of
what executing it is. I have a strong,
strong opinion that we can’t be going
into peoples’ parks and charging them
marketing, royalty, licensing and all these
other fees that certain companies are
charging these days and then take 8% to
10% out of their business when they’re
struggling just to keep their head above
water. It’s too disingenuous.

We want to give all these parks an al-
ternative to whatever options are out
there, and we’re going to do it by using
price and our brand as the leader and
nothing else.
WCM: How has the consolidation

of the Trailer Life and Woodall’s direc-
tories into the newly created Good
Sam RV Travel Guide & Campground
Directory gone this year?
Lemonis: It’s gone really, really well.

The combination of Trailer Life and
Woodall’s into one directory has not only
proven to be better for the customer, but
better for the advertiser. Historically, we
(directory rep teams) asked a lot of ques-
tion of a lot campgrounds — buy this
one, buy that one. We went back with a
much simpler model that gave them one
(publication) option. Last year we sold
6,000 in total. This year we’ve sold more
than four times that many through the
stores and the web.
WCM: So, you’ve still got a print

version, right?
Lemonis: Yeah, we lowered the price

from $29.99 to $9.99, thinking that it
was better for the advertiser and us to get
it out into the marketplace. What hap-
pened is we were able to lower the price
because we got rid of all of the overhead
associated with the production of two
books and the staff for two books and all
the stuff that goes on with two. We got it
all down to one and then we tightened it
up even more and streamlined it and
were able to deliver it at $9.99. It’s a big
deal.
WCM: Over the long haul, will you

stick with print on the directories?
Lemonis: Yes, our consumer wants

the print that we still have in MotorHome
and Trailer Life magazines and the Good
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Sam directory. Those are staples
that we will stay in for the long
haul. We believe that our partic-
ular consumer and demo-
graphic, although they have
become more tech savvy and al-
though they want the subscrip-
tion delivered electronically,
they still want it in paper form
so that when they are sitting in
the campground on a recliner or
by the beach they can still flip
the pages. I don’t see anytime in
the near future us getting out of
the print. The electronic version
is an adjunct to it as opposed to
a replacement. WCM

Lemonis converses with Good Sam members at a recent company-hosted rally.

www.yourelectricalsolutions.net
mailto:sales@yourelectricalsolutions.net
www.campgroundsforsale.com
www.arvc.org
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erated by the city of San Francisco as a pub-
lic getaway for city families and was hosting
a special week for the group.
The national park itself remained open

and tourism was reported at normal levels
inside the park.
The Chariot Fire broke out on July 6 near

Julian, 60 miles east of San Diego, and de-
stroyed the lodge, dining hall and all but
about a dozen of 116 cabins at Al Bahr
Mount Laguna Shrine Camp. A Sierra Club
lodge across the road also burned.
“It’s absolutely heartbreaking,” Shriner

Donald Wierman told U-T San Diego.
The camp, located in the Cleveland Na-

tional Forest, was leased from forestry offi-
cials in 1921. It was at an elevation of 6,000
feet. About 30 people were evacuated from
cabins and campgrounds before the fire hit.
Merchants in the mountain community of

Idyllwild, which relies heavily on summer
tourists, saw profits wane in the face of two
major fires this summer, the Riverside
Press-Enterprise reported.
Visitors were slowly returning to towns in

the San Jacinto Mountains after the Moun-
tain Fire in July burned more than 27,000
acres of forest and led to a four-day evacu-
ation for Idyllwild and a few other towns.
Then, the Silver Fire burned south of

Banning in mid-August, closing Highway 243
and cutting off access to Idyllwild from the
north.
On the south side of the mountain, the

Lake Hemet Campground saw a definite de-
cline in business. The campground was
emptied during the Mountain Fire and
served as a base for some of the 3,000-plus

firefighters who were
on duty. Now, opera-
tors are hoping
campers will return.
“During the fire,

people were calling
up and cancelling,”
General Manager Tim
Colvin said in mid-Au-
gust. “People think we
were damaged here
and they’re not call-
ing. The phone should
be ringing a lot more
than it is right now.”
Mid-July to mid-

August is traditionally
the campground’s
busiest season, with
occupancy rates top-
ping 80% for the
park’s 600 spaces.
Two weeks after

the Mountain Fire, occupancy was less than
70%.
The campground, which has fishing and

boating as well, offered some bargains in
hopes of attracting campers. Anyone who
signed up for two nights of camping got a
third night free, and those who stayed two
nights got a free boat launch.
“We want people to know this campground

wasn’t affected in any way,” Colvin said.
Camp Colorado Touts State
In June, Coloradowas racked by several

fires, one of them destroying the aerial
tramway in the Royal Gorge Bridge & Park
near Canon City. The fire burned more than
3,200 acres before being declared 100% con-
tained on June 17. The park was within the
burn area and, while the bridge itself sur-
vived, 48 of the park’s 52 buildings were de-
stroyed.

Camp Colorado Executive Director Josh
Keltner, in an appearance on Denver televi-
sion on June 21, encouraged campers and
other tourists to visit the Royal Gorge Region,
which has rebounded nicely following the
three-day fire that damaged the Royal Gorge

In fact, Chambers said, “It’s been a great
season for most of the campgrounds, and a
banner season for some of them. The RV
population in Idaho has been traveling and
it’s been fabulous. I have yet to hear anyone
say it (business) has been off this year. To this
point it’s been good. I’m grateful the fires did-
n’t start until later in the season. It allowed
most (parks) to have a good May, June, July
and most of August.”
But all this does not hide the fact that

fighting the Beaver Creek Fire and the
nearby Elk Firewas the National Forest Ser-
vice’s (NFS)No. 1 priority that month, Cham-
bers was told during a meeting with NFS
officials in Boise as the fires raged.
More than 1,200 firefighters and 19 air-

craft battled the lightning-caused Beaver
Creek Fire. Nearly 90 fire engines were as-
signed to the region, many protecting homes
in the affluent area where celebrities like
Arnold Schwarzenegger, Tom Hanks and
Bruce Willis own pricey getaways.
Boise lies some three hours west of the

fire zone and was more or less unaffected by
the inferno. In past years when fires burned
in the national forests, it was not unusual for
Chambers to smell smoke in the state’s
Treasure Valley on the west side of the state
where Boise is located.
“Not so much this time,” she said. “The

wind seems to be blowing from west to east
and blowing the smoke into Montana instead
of blowing it our way,” she said.
Elsewhere in the region, in nearby Yellow-

stone National Park, a series of five wildfires
became known as the “Druid Complex” and
covered more than 11,000 acres.
Speaking for Billings, Mont.-based Kamp-

grounds of America Inc. (KOA), which has
numerous campgrounds in the West, Mike
Gast, vice president of communications,
noted that “aside for a bit of smoke (even in
Billings) campgrounds are unaffected. All
are open and operating as usual.” 

California Fires
In California, fires affected several

campgrounds as well.
In Stanislaus National Forest area just

outside Yosemite National Park, some 900
firefighters were battling the Rim Fire that
started on Aug. 17 and had scorched more
than 100 square miles within the first week.
A state of emergency was declared. Several
camps were evacuated that day as a safety
precaution. Those included San Jose’s Fam-
ily Camp, Berkeley Tuolomne Camp, San
Francisco’s Mather Camp and Camp
Tawonga. About 200 senior citizens and a
few dozen staffers were forced to evacuate
from Camp Mather, which is owned and op-

“We’re back at the park and we’re
open. Everything is fine but a little
smoky” Debra Adams announced
Aug. 22 as she and her staff at The
Meadows RV Park near Ketchum,
Idaho, resumed operations at the 43-
site park in the shadow of the Beaver
Creek Fire, the largest of 51 wildfires
plaguing the American West during
that week.

There was no fire damage to the
campground, the only privately oper-
ated campground in the fire zone.

Adams and all but three of her
campers had evacuated the camp-
ground on Aug. 17 under orders from
fire officials.

It wasn’t evacuated because the fire
threatened the campground but be-
cause the campground is located on
U.S. 75, the only highway in and out
of Sun Valley and a key transportation
route for firefighters and emergency
vehicles, Adams explained.

As it was, the fire burned on the
other side of the mountain from The
Meadows and never came over the
mountain, leaving the heavily
wooded mountainside facing the
campground intact.

“We still have our beautiful views,”
she said.

Things weren't so beautiful on
Aug. 17 when officials ordered the
evacuation. The air around The
Meadows was already filled with
smoke and posed breathing problems
for some older campers, she said.
Some left ahead of the evacuation
order.

The park was full that day (“We al-
ways have a full park this time of
year”) and many long-termers didn’t
want to go, she said.

One camper driving a big motor-
coach left his RV parked there, got on
a plane and flew back to Seattle but
said he would return once it was safe.

“Some refused to go, so we let
them stay. We didn’t feel it was a
problem,” Adams said.

When she returned to the park on
Aug. 21, she found three of her for-
mer campers waiting to check back
in. They had driven down the road to
the nearby town of Bellevue and
waited out the fire.

Once she returned to the camp-
ground, she began to reply to the 42
voice messages left on her answering
machine and is hopeful to have a full
park soon. “I think we’re OK and will
get back to business as usual,” she
said. – Steve Bibler WCM

Harrowing Time for Idaho Campground
Forest Fires—from page 3

Map showing location of Rim wildfire near Yosemite National Park.

Forest Fires – continued on page 28

mailto:pilotrock@rjthomas.com
www.pilotrock.com
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Editor’s Note: Woodall’s Campground
Management (WCM) contacted several
campground insurers to comment on the fires
in the West. Following are excerpts from their
comments.

When it comes to forest fires, there are a
few different coverages that apply, noted
Damian Petty, an agent for Leavitt Recre-
ation and Hospitality Insurance. Insur-
ance can pay one of two ways:

• “If the fire actually comes onto the
property and catches a building on fire,
most people have some type of business in-
come coverage. However the key is the
building or item has to be covered by the
policy to trigger the business income cover-
age. For example, let’s say you have 40 sites
that are on the back portion of the property
but no buildings caught on fire. It would not
trigger the coverage. However having just a
few things insured like fences, outdoor
equipment, pedestals or something like that
is always a good idea because this could trig-
ger the business income coverage.

“With this being said and if coverage was
available, most people don’t understand that
the insurance will only pay for net profit,
continuing expenses, and, if purchased,
extra expenses. It will pay until the build-
ings are replaced or repaired and normally
only up to 12 months. Most people think
that it pays for gross income — and this is
what causes most of the problems when
people get the check from the insurance
company because it is much less than the
gross income they thought they were going
to get.”

So, how does the insurance company go
about determining the loss?

“Normally, they will look back on prior
years’ taxes or accounting records to deter-
mine actual loss and compare them to your
records during the time you were closed.

• “The other business income that is on
almost every policy is one for Civil Authority.
If the forest fire is headed your way and civil
authority requires you to leave your property,
you have coverage for two weeks. Some
companies are extending this to three and
sometimes four weeks. However, one of the
key parts to this coverage is you have to be
required to leave your property as well as be
gone for 72 hours before the coverage is trig-
gered. They will pay you for your loss of in-
come back to the first day you were required
to leave, but the 72 hours is a deductible. 

“For example, in the Canon City fires in
Colorado this year, they were required to
leave but were allowed back in and could
open within the 72-hour period so no cov-
erage would be offered. Some companies are
doing right by people and paying because
the road was closed for 68 hours but they
don’t have to, according to the policy terms.
However, the South Fork Fires in Colorado
this year were a little different. They were
required to leave for 8-10 days depending
on where the business was located. This will
pay for the entire time they were closed.”

Things that are not covered:

• You might be requested to prepare to
be evacuated. The policy does not cover you
for this time.

• Cancelation of reservations for future
dates. Let’s say the fire is in June but people
cancel for August. It will not pay for these.

• Maybe your resort is not closed but the
highway that is mainly used to get to you
was closed but people can drive around and
still get to your resort.  

• Extra Expenses might not be covered
depending on the language in the policy.

• Your buildings burn on Sept 30 and
you close for the season on Oct 10. They
will only pay for loss of income for 10 days.

* * * * *
Tom Gerkin, an independent consult-

ant for USI Insurance, reported, “Business
interruption insurance or loss of income
coverage is definitely a coverage option
which most park owners take advantage of.
Some insurance companies include some
limited coverage in their policies with no
additional premium charge, and with an op-
tion to purchase higher limits. Others offer
it only as an option. Some carriers require
you purchase a specific dollar amount of
coverage while others leave this area wide
open with ‘actual loss incurred’ policy lan-
guage.

“The important thing for business own-
ers to be aware of is that this is coverage for
net income plus ongoing expenses; it does
not cover their gross income. Oftentimes,
lenders will ask park owners to provide cov-
erage limits equal to their gross income.
This is not prudent, as the premiums can be
significant. Park owners should be certain
their coverage is adequate, but not exces-
sive. Most policies have a deductible for
business interruption insurance, as well. In-
stead of a dollar amount, the most common
deductible I have seen is a 72-hour de-
ductible, meaning there will be no coverage
provided for that initial time frame. As with
any insurance, the intent is to place you in
the condition you were in prior to the loss.”

* * * * *
Campgrounds can guard against the loss

of business while they are forced to close if
they carry “business income and extra ex-
pense” coverage, also called “business inter-
ruption” coverage.

This insurance covers the campground if
there are government-ordered closures that
affect the business, explained Lucas Hart-
ford, president of Evergreen USA.

“Most typically, we see this with wildfires
in the West or hurricanes on the East Coast.
Most companies usually have a deductible
period of 1-3 days of closure before the cov-
erage begins but after that the business is
compensated for their net income loss,”
Hartford said.

He estimated that 35% to 45% of camp-
grounds do purchase this coverage with lim-
its varying from $5,000 of coverage to
$5,000,000 of coverage.  But the average
campground buys $50,000-$200,000 of
coverage, he said.

“So far this year, Evergreen has been
very fortunate and had very few large nat-
ural disasters affect its campgrounds that
it insures,” he said. “The biggest natural
disasters we have had have been some lo-
calized severe thunderstorms in the
Northeast and Midwest. But we are re-
maining cautiously optimistic as hurri-
cane season is upon us which is typically
the greatest peril we face for our in-
sureds.” – Steve Bibler WCM

Disaster Sparks Revisiting Insurance 
Coverage for RV Parks, Campgrounds

www.southeastpublications.com
www.dogipot.com
www.phelpshoneywagon.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.

Bridge but left all private campgrounds un-
affected.
“If you’re planning to go to the Royal

Gorge Region this weekend or anywhere in
the near future and you were thinking about
canceling because of the fires, don’t,” Kelt-
ner told 9News, the Denver TV station.
The station made note of a large fire burn-

ing that same day near the Colorado town of

South Park, 155 miles southwest of Cañon
City. But that fire wasn’t affecting other areas
of the state, which has 350 private camp-
grounds — virtually all of them open.

Camp Colorado, the state’s campground
trade association, played a key role in cor-
recting the misimpression that the Royal
Gorge Region should be avoided. With the
exception of the bridge, which reopened
later in the summer, stores, restaurants and
museums were open, and biking, hiking and
rafting opportunities abounded.

The Black Forest Fire erupted in June
near Colorado Springs and scorched more

than 25 square miles, killed two people and
destroyed nearly 400 buildings. The blaze
surpassed last June’s Waldo Canyon Fire as
the most destructive in state history.

Other Areas
While central Idaho burned, crews con-

tinued battling other wildfires across the
West, including a group of three fires near
the Oregon city of The Dalles, on the Colum-
bia River, The Associated Press reported.

In Utah, a series of mountain fires burned
more than a dozen homes in mid-August and
more than 100 residents were forced to leave
Rockport Estates and Rockport Ranches,
about 45 miles east of Salt Lake City.
Utah’s biggest blaze, the Patch Springs

Fire, was estimated at 50 square miles.
In New Mexico, campgrounds in almost

all of the Santa Fe National Forest and some
nearby state parks were closed part of June
due to ongoing fire risks.
In Arizona, 19 members of an elite “hot-

shots” crew died while battling a separate
fire on June 30. – Steve Bibler WCM

The cost to fight forest fires on U.S. lands has already topped $1 billion so far in 2013.

ARVC AGENDA

The National Association of RV Parks
and Campgrounds (ARVC) has launched a
member benefit program with New Hol-
land Agriculture that can save park opera-
tors significantly on purchases of tractors,
backhoes and other utility vehicles.

“ARVC membership can now save park
operators thousands of dollars whenever
they purchase a tractor, backhoe or other
type of maintenance- or materials-handling
vehicle from New Holland,” said Paul Bam-
bei, ARVC’s president and CEO.

ARVC created the new member benefit
program with New Holland in direct re-
sponse to feedback the association has re-
ceived from members who have lauded the
performance and reliability of New Holland
equipment.

Based in New Holland, Pa., New Hol-
land Agriculture sells agricultural tractors,
compact tractors, attachments and loaders
for compact tractors, backhoes, Rustler util-
ity vehicles as well as skid steers and mate-

rials handling equipment.
To receive special pricing, purchasers

need to belong to the national association.
ARVC members are encouraged to notify
their New Holland dealer and indicate that
they are an ARVC member and are eligible
for a major account discount.

OHCE Regular Registration
Deadline Approaching

This November is your chance to join
hundreds of your fellow park owners and
operators at the Knoxville Convention
Center for the premier event of the RV park
and campground industry.

This year’s Outdoor Hospitality Confer-
ence & Expo (OHCE) regular registration
deadline is Sept. 30. Register online at
arvc.org/OHCE by that date and save $100
compared to late registration fees.

Regular registration includes 35 educa-
tional seminars — all of which are Outdoor
Hospitality Education Program-approved
— attendance to the trade show and expo,
keynote address, annual membership meet-
ing and breakfast, the Awards of Excellence
Dinner with a live performance from coun-
try music artist Rob Baird, and much more.

For the latest updates and additional in-
formation, visit the ARVC conference web-
site at arvc.org/OHCE.
Jake Poterbin, ARVC Marketing

Communications Coordinator WCM

By Jake Poterbin, Editor, ARVC Voice

ARVC Members Can Save Money on Utility 
Vehicles — From Small Tractors to Mowers

Forest Fires—from page 26
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www.airwaveadventurers.com

Mention this ad for a
10% discount

• 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

VENDORSCAPES
Accessories to Help Ghoulish 
RV Parks Celebrate Halloween

talking characters, including several that
have become popular at Halloween. Some
are scary and some are not so scary, said Olaf
Stanton, president.

On the non-scary side are talking pump-
kins, birds and animals, shaky skeletons and
talking heads that end up in corn mazes,
pumpkin patches and campgrounds across
the U.S. These 3-dimensionsal, almost-life-
life creations move and talk, even carry on

conversations, Stanton explained. Some are
motion-activated while others are activated
by a push button. Many of his creations end
up in haunted houses. Prices start at $400
for a basic character and can run upward of
$4,000. For more information visit
www.charactersunlimitedinc.com or call
(702) 294-0563.

*****
In the Breeze, a decorative outdoor prod-

ucts maker based in Bend, Ore., sells two
whimsical Halloween-related items made of
nylon fabric: a witch surrounded by flying
bats and pumpkins, and a hanging pump-
kin. The company also markets a Hal-
loween-themed pumpkin in its hot air
balloon series. The tailed pumpkin spins and
sports a full moon graphic.

The company, whose core products are
wind socks and kites, also makes products
geared to other holidays. For more informa-
tion, visit www.inthebreeze.com or call
(800) 487-1417.

* * * * *
Tracie Fisher, an experienced search en-

gine optimization (SEO) specialist and former
campground manager, saw that online
searches for Halloween camping have been
rising in recent years, but she was curious
why park owners didn’t give their Halloween-
themed activities more attention online.

She found that campers begin searching
for Halloween-related camping opportuni-
ties starting around Aug. 1 and such searches
drop way off after Nov. 1.

To help campers in their search — and ul-
timately the campgrounds, too — she
launched a Halloween Camping website ear-
lier this year. The website is designed to pro-
vide consumers with a comprehensive
lineup of campgrounds providing Hal-
loween-based events and weekends.

Fisher says her site is the only online re-
source that is specifically dedicated to pro-
moting and advertising Halloween based
events in a camping and RVing environment.

Campground owners can have their
events listed on the Halloween Camping
website for free. Her website is www.hal-
loweencamping.com. WCM

Editor’s Note: This month’s edition of Ven-
dorScapes deals exclusively with Halloween-
related products. The celebration of Halloween
has become a billion-dollar, international
business, approaching Christmas in its popu-
larity among consumers.

One of the hundreds of businesses that
have evolved thanks to the growing popu-
larity of the Halloween season is Haunted
Props Inc., a Deer Park, N.Y.-based prop
supplier.

Owner Joe Persampiere designed and
operated haunted houses for more than 26
years before starting his own online business
eight years ago. Today, Persampiere claims
www.HauntedProps.com is the fast-growing
catalog and online retailer in the haunted
house/Halloween products industry.

Many campgrounds rely on Persampiere’s
thriving business to provide them with
everything from severed heads, other bloody
body parts, skulls and giant latex insects to
witches, goblins, zombies and vampires.

He finds clients are showing a growing
interest in animatronics that run on air com-
pressors and can scare the beejeebers out of
just about anybody.

Many campgrounds set up their Halloween
features outside, making them weather-sensi-
tive, Persampiere explained. He suggests
campgrounds build some type of façade out
of wooden pallets and then set the haunted
feature inside and run it on electricity, so that
if it does rain, it won’t spoil the effect.

He has found that campgrounds with
woods or forests on their properties can cre-

ate “pretty intense” settings complete with
walking trails, sound effects and humans
dressed as various terrifying creatures. In
such circumstances, he recommends camp-
grounds have supervisors or security to
guarantee people don’t get lost.

Why the growing popularity? “People
just like to get scared,” he explained.

Prices for Halloween animatronic props
like the ones Persampiere sells start around
$150 and can run up to several thousand
dollars. For more information visit www.
hauntedprops.com or call (631) 220-3424.

* * * * *
Characters Unlimited Inc., Boulder

City, Nev., produces a line of animated and

Hanging corpse from Haunted Props.

Characters Unlimited’s Vine
Creature animatronic

www.airwaveadventurers.com
mailto:sales@airwaveadventurers.com
www.hireaworkamper.com
www.fluidmfg.com
http://murblegame.com/
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Gene Callahan
Commercial Real Estate

Agent of The Murphys Realtors

Experienced at selling campgrounds.
Very good at keeping marketing
confidential. Massachusetts only.

413-210-0534

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
CAMPGROUND MANAGERS
Travel Resorts of America is expanding
and is seeking both experienced and
potential managers to join our profes-
sional management team as opera-
tions managers, assistant managers or
managers in training. For more infor-
mation about current and future open-
ings, please contact Robert Bouse at
rbouse@travelresorts.com. “Have Fun,
Make Money” with an industry leader!

STAWAY RANCH RV PARK
Need two couples to work as work
campers in exchange for their 
electricity and full hook ups. 
Located in Murchinson, TX. 
Please call: 903-469-4477

MODULAR CABINS
AMISH-BUILT QUALITY CABINS,
www.amishcabincompany.com,
five models delivered assembled
and ready to use, modular aproved,
heated/cooled/insulated, architect-
designed to international residen-
tial codes, 606-922-8401

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

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

CAMPGROUND

Seasonal KOA Campground
and Steakhouse For Sale
90 sites. Halfway between Tucson
and Phoenix, Arizona on I-10.
Pool, laundry.  $825,000

See website koa.com, select Picacho, AZ

For more information:
520-560-4316

Fireside RV Park & Cabins for Sale!
RV Park & Cabins is located west of Love-
land, Colorado and east of Estes Park at the
foot of the Big Thompson River Canyon on
3.88 acres in a quiet wooded setting. The RV
Park has 36 full hook-up, spacious, and well-
maintained sites with concrete patios and pri-
vate picnic tables. Fireside has 8 cabins fully
furnished and one apartment for rent, and pri-
vate residence. This is a very unique & lucra-
tive property. A great business opportunity!! 

Call Dan Stroh for more information
and personal showing. 970-667-2837  
Stroh & Co Realty, dstroh1047@aol.com

www.strohrealty.com
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who has owned the 113-site park for 16
years with her husband Dick.

Although in a rural setting west of Des
Moines, Jordan Creek Town Center —
one of Iowa’s largest shopping plazas —
is four miles away.

Even with that, Timberline draws a lot
of local business. “We get people who live
half-a-mile away, Christensen said. “They
feel like they are away from the house.

And if they need to go home to get some-
thing, it’s no problem.”

The park has three rustic cabins and a
rental travel trailer, along with seven tent
sites. “The cabins are doing great,” she re-
ported. “We’ve talked about adding more,
but it’s not in the plans for right now.”
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

On Campgrounds—from page 12

Owner desires to RETIRE!!! 
Over 3500 lakefront feet on a private 

lake and over half of the 73 acres 
undeveloped makes this property 

perfect for resorts, conference centers,
casinos, development property, 

campgrounds, and much more. Three
large barns allow for ample storage or
indoor activities. A 1,200 sq ft pavilion

is perfect for outdoor concerts/
activities. Property also includes two
general stores for retail sales and a

2,492 sq ft arcade. Over 30,000 sq ft
of campground for summer fun. 

See details at:www.kkohart.cbrwg.com
or Contact Kirk Kohart, Coldwell

Banker RWG. Phone: 260-466-5917
E-Mail: kkohart@cbrwg.com

mailto:kkohart@cbrwg.com
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

Vines RV Resort
130 New RV Sites Opened May, 2013. Located in
Booming Paso Robles, CA Wine County with over
200 Wineries. 6,500 SF Ballrooms, 4,500 Of-
fice/Store/Bathrooms, Two Pools, Spa, Beautiful
Classic Antebellum Style of Class & Elegance,
$9,500,000, Assumable Financing

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

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

Florida RV Resorts, Campgrounds & Mobile Home Communities
12 Income Producing Properties starting at $495,000
QUALIFIED BUYERS WANTED... Sellers are motivated!!

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

13 Listings motivated sellers with financing 3Sold 
1 Pending

“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

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

� 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

   

 

   

 

 
   

      

          
 

         
         

           
    
          

         
   

    
  

  
   

CAMPGROUNDS/RV PARKS
ME - NH - VT - NY

Two SOLD already 
this Summer.

Two More Under Contract
For Closing this year.

Can We Serve You?

www.BuyaCampground.com

Don Dunton, RE Broker
Campground Specialist

don@buyacampground.com
(603) 755-3944 (138 SOLD!)

One of America’s most experienced
Campground Brokers.

SOUTH CENTRAL TEXAS
(Owner Financing Available)

9 PLUS ACRES ON INTERSTATE 10 EAST 
OF SAN ANTONIO IN A THRIVING AREA FOR
INDUSTRY, OIL AND GAS, 3 BUSINESSES:
 • RV park has 40 sites with full hookups, 
    full service clubhouse (24X65).
 • Trucking business includes repair, storage,
    pick-up and delivery of storage containers.
 • Triking business converting 2 wheel 
    motorcycles to 3 wheel trikes, sales, 
    service and a 40X60 shop.
ON THE EDGE OF THE HILL COUNTRY

TREMENDOUS EXPANSION POSSIBLITIES
$900,000 - Duke Carlson at 830-379-9998

INVESTMENT OPPORTUNITIES

www.fortunerealestate.com
www.campgroundsforsale.com
mailto:hess@campgroundsforsale.com
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CALENDAR OF EVENTS

Manufacturers of Quality Recreation FUNniture

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

2061 Sulphur Springs Rd
Morristown, TN 37813

SEPTEMBER

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

9-15: America’s Largest RV Show
Giant Center
Hershey, Pa.
Sept 9-10 (Industry Days)
Sept. 11-15 (Public Days)
Contact: (888) 303-2887
www.largestRVshow.com

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

17-19: Elkhart County
Open House Week
RV/MH Hall of Fame 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

22-23: Ohio Campground Owners
Association Fall Conference & POOT
Hampton Inn and Suites
Chillicothe, Ohio
Contact: (877) 787-7748

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

2014
MARCH

7-8: Ohio Campground Owners
Association Spring Conference
& Trade Show
Embassy Suites Airport
Columbus, Ohio
Contact: (877) 787-7748

MAY

5-7: Florida/Alabama
ARVC Conference
Embassy Suites Destin-Miramar
Beach and Camp Gulf RV Resort
Destin, Fla.
Contact: (850) 562-7151 WCM

The Texas Association of Campground
Owners (TACO) is providing the city of
West, Texas, with a free quarter page dis-
play ad in the association’s 2014 RV Travel
& Camping Guide to Texas.
“We wanted to do something to help

the city of West as they try to rebuild from
the devastating fertilizer plant explosion
that took place last spring,” Brian Schaef-
fer, TACO executive director and CEO,
stated.
The April 17 blast killed 15 and injured

200, while also damaging local water and
sewer systems. Gov. Rick Perry has said
the city sustained more than $35 million in
damage. The city of West had been under
a boil water order until mid-July. WCM

TACO Aids Stricken City
The Small Country Campground in

Louisa, Va., welcomed approximately 750
people to the Que and Cruz on July 20.
Now in its sixth year, the event brings to-
gether barbecue lovers and classic car en-
thusiasts for a fun-filled day dedicated to
helping two wonderful causes, The Rural
Virginian, Charlottesville, reported.

Since its creation, the Que and Cruz
has raised about $15,000 for the Zion
Crossroads Volunteer Fire Department
and the Small Country Children’s
Christmas Fund. Bill Small, whose fam-
ily owns the Small Country Camp-
ground, said his father started the fund
to raise money for youth-related pro-
grams such as DARE. WCM

Bill Small Helps Worthy Causes

www.checkboxsystems.net
mailto:sales@bbelec.com

