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Campground and park owners and op-
erators have to be vigilant as they deal
with increasing regulations and taxes —
but in this industry, they’re not alone.

That was the takeaway message from
the 2013 annual meeting of the Indiana
Manufactured Housing Association –
Recreation Vehicle Indiana Council
(IMHA-RVIC).

“We’ll continue to support you the
best we can on the local level like we’ve
done in the past,” said Mark Bowersox,
executive director of the Indiana group. 

The conference touched on a variety of
major topics: Taxes, federal regulations,
state and local taxation, park model con-
fusion, education and promoting associ-
ation members.

“We’ll support you with everything
we’ve got,” Bowersox told the attendees
gathered in Freemont, Ind., at the Yogi
Bear’s Jellystone Park Camp-Resort in
the state’s northeast corner Sept. 25.
Jeff Sims, director of state relations

and program advocacy for the Na-
tional Association of RV Parks and
Campgrounds (ARVC), told the group
that “in your association you have such a
professional staff, especially when it
comes to actively and aggressively watch-
ing legislation on your behalf.”

IMHA/RVIC, ARVC Address Increasing 
Legislation, Taxes at Annual Ind. Meeting

ARVC Michigan Conference Attendees
Celebrate ‘Banner Year,’ Plan for Future

KOA’s Jim Rogers, a ‘Human Dynamo’ on the Road 
Promoting a Holistic View of the Campground Sector

Rogers, in a nutshell, is convinced that
they all share a certain stake in outdoor
recreation in the future, which is essentially
what he’s told audiences in his “Camp-
ground Outlook” remarks at frontline ven-
ues this year like the Recreation Vehicle
Industry Association’s Annual Meeting in
Orlando, Fla., the RV Industry Power Break-
fast in Elkhart, Ind., the Route 66 RV Net-
work’s National Dealer Meeting in San
Antonio, Texas, and, most recently, the 2013
RV Dealers International Convention/Expo
in Las Vegas.
That, in essence, is what he’ll likely be

telling the estimated 500 attendees repre-
senting KOA’s 459 franchise and 26 (soon to
be 27) company-owned parks at the upcom-
ing 2013 KOA Convention, Nov. 20-23 at the
Hilton Austin and Austin Convention Center
in Austin, Texas.
Considering recent Harris Interactive

studies indicating that nearly 40 million
Americans consider themselves “active
campers” with 54% of them tenters, 23%
RVers and 19% cabin campers, Rogers par-
ticularly sees tent campers creating a con-
siderable pool of potential long-term
customers for the RV and campground sec-
tors. And he therefore suggests that RV
builders and retailers pay more attention to
the parks that ultimately accommodate
their end users in an effort to help create a
“soft rugged” experience wherein parks
place a premium on hospitality and comfort
with an array of accommodations.
Because public parks often create the KOA – continued on page 18

RVIA’s California RV Show 
Showcases Park Model Cabins

The 61st Annual California RV
Show, hosted by the Recreation Vehicle
Industry Association and held Oct. 11-
20 at the Pomona Fairplex, not only fea-
tured more than 1,200 of the latest
towable and motorized RVs, but park
model cabins, which are increasingly
being used as rental accommodations in
campgrounds across the country. Kamp-
grounds of America Inc. (KOA) created a
simulated campground at the show that
featured a brand new KOA deluxe cabin
with a full-size kitchen, a living area, a
bedroom and a loft for the kids.

KOA’s deluxe cabins also have decks
with outside tables and chairs and
propane-fired barbecues. KOA provides
each deluxe cabin with its own fire ring,
which is set in the ground near each unit
so that families can roast s’mores and tell
stories around the campfire and enjoy the
night sky before retreating into the fur-
nished comfort of their park-model cabin.

Tim Gage,
Cavco Indus-
tries Inc.’s
national vice
president for
park models
and cabins in
P h o e n i x ,
Ariz., said his
company has
seen contin-
ued demand
for park mod-
els and cab-
ins, which
diversify a

campground’s business base by making
camping accessible for all people who
don’t have a tent or RV, but still want to ex-
perience the outdoors and enjoy quality
time with friends and family.   WCM
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‘The year 2013 is going to go down as a record
year for KOA,’ said KOA CEO Rogers. ‘We thought
our 50th year (2012) was awesome, but we’ve
continued to grow and we’re seeing 6% or 7% in-
creases in registrations systemwide.’

outdoor dreams from which lifelong
campers are created, by the same token,
Rogers prefers to see the private-camp-
ground sector take the high road and a gen-
erally non-adversarial tack with regard to
state and federal parks.
Among the other camping-related trends

that Rogers, based in part on recent Harris
Interactive findings, outlined at this year’s
presentations:

• Affordability seems to matter a lot.
People are camping closer to home, 58%
within 200 miles, for convenience and to
save time and gas money.

• Campers are doing their homework.
American campers are doing “thorough ad-
vance selection analysis” to assure best re-
turn on an investment of their time and
money. And ratings, which everyone seems
to be providing these days, play a signifi-
cant role in that process.

• Priorities are changing with the times.
Campers, among other things, today expect
parks to provide website photos, on-site
Wi-Fi, a handshake from the owner, a clean
facility, a campfire and some form of enter-
tainment.

• Parks are havens in a high-tech world.
Considering the high velocity at which
things are moving in the modern world, a
campground’s laid-back atmosphere
should contrast more and more with today’s
speed-of-light pace.

• Cabins continue to gain favor. Don’t
underestimate the acceptance level of fully

Dave Cordray Mark Bowersox

Jim Rogers

Fall colors provided an idyllic backdrop for
Michigan campground owners to gather and
celebrate the end of what was, for many, a
banner year.
When they gathered in October for the

Michigan Association of RV Parks and
Campgrounds (ARVC Michigan) fall confer-
ence in the center of the state in Mt. Pleasant,
the owners were generally happy with the
2013 camping season.

Dave Cordray, ARVC Michigan’s new
president and a second-generation operator
of White River RV Park and Campground in
Montague, Mich., said, “It started out a slow
spring, but started to pick up in June — and
July and August were great. We were up a
couple of percentage points” by the end of
the summer season.

Tim Wilcox, the outgoing president of the
group, said that his Gateway Park Camp-
ground on the south edge of the state had “a
fantastic summer. Weather was perfect. The
campers just wanted to get out. We hit the
ground running. We opened April 15, and we
kept going until the end.”

Steve and Dawn Hall of Holiday Park
Campground in Traverse City, Mich., had
much the same to say. “We had an incredible
season. In July we ran 92.2% occupancy,”
Dawn Hall said. Even after school started,
"our September numbers were crazy.”
Her sentiments were echoed by Patti

‘The days of getting together and telling jokes are
over,’ said Outgoing President Tim Wilcox. ‘People
want to come and want to know what we can do to
help them. And that’s not a bad thing.’

The conference also touched on park model confu-
sion, education and promoting association members.
‘We’ll continue to support you the best we can on the
local level like we’ve done in the past,” said Mark
Bowersox, executive director of the Indiana group

ARVC Michigan – continued on page 28 IMHA/RVIC – continued on page 26

Those who have spent enough time with
Kampgrounds of America Inc. CEO Jim
Rogers might compare him to a human dy-
namo — a walking, talking hydroelectric
turbine with more energy and constructive
ideas than anyone you know. And Rogers,
a gaming-industry veteran and a huge ad-
vocate of the Boy Scouts of America, has
been utilizing that high-gear personality
lately to pastor to the North American RV
industry regarding his big-picture view of
the outdoor recreation arena.
Now in his 12th year as head of Billings,

Mont.-based KOA, Rogers tends to view the
RV park and campground sector in holistic
terms as part of a bigger outdoor recreation
universe that includes everything from tent
campers to RV enthusiasts to cabin renters,
private campgrounds, state and federal
parks, conventional RV manufacturers, park
model builders, aftermarket parts and ac-
cessories suppliers and retailers of every-
thing from RVs to awnings to camping gear
and apparel.

Industry insiders are closely watching a new national RV con-
sumer organization, the AmeriGO RV Club, not only because of
the renewed energy that AmeriGO might inject into the RV and
campground universe with its certified dealer network, high-tech
website and multiple member benefits like insurance, roadside as-
sistance, financing and 10% discounts at Encore, Thousand
Trails and Carefree parks.

Making it even more interesting is how closely the dynamics
of AmeriGO parallel those of the venerable Good Sam Club and
the fact that three of AmeriGO’s lead developers — Joe McAdams,
Joe Daquino and Mike Schneider — are former executives of
Good Sam’s parent company, Affinity Group Inc. (AGI), renamed

Good Sam Enterprises LLC in 2011. Along with Trailer Life and MotorHomemagazines, Good
Sam publishes the Good Sam Travel Guide.

We hadn’t thought to point all this out to our readers — letting people connect the dots for
themselves — until industry pundit and friend David Gorin, a former association exec and cur-
rent consultant and WCM columnist, reminded us of this intriguing turn of events. And, you
know, he’s right. It is damn interesting for those of us who watch things from the bleachers, so
to speak. And I say this, in the interest of full disclosure, as a former AGI executive myself.

For his part, Gorin seems to view the potential competition between the two clubs as a posi-
tive, if not intriguing, development that brings AmeriGO’s own club-management skills into the
corporate crosshairs of Good Sam Chairman & President Marcus Lemonis. Chicago-based
Lemonis is an extraordinary marketing talent who clearly has raised the industry’s visibility in
NASCAR circles and elsewhere as head of Good Sam and its sister company, Camping World
Inc., now North America’s largest RV retailer.

“Competition is a good thing, we’re told,” writes Gorin. “With an estimated 10 million RVers
in the U.S., there should be ample room for both Good Sam and AmeriGO. And with about
9,000 commercial campgrounds in the U.S. and about 1,300-plus Good Sam Parks, it’s likely
that there’s ample room for AmeriGO in the park market as well.”

“Can AmeriGO capture the newer, younger RVer market?” Gorin asks. “Can Good Sam come
up with a way to overcome its image as the older, less-affluent RV owners’ club and reach into the
younger market? Will park owners be besieged with new opportunities to partner with or market
to these clubs of RVers? How will the parks be impacted by the newcomer and by their long time
relationship with Good Sam?” For the answers to these and other questions, stay tuned. WCM

AmeriGO Club's Debut Could Fuel Competition

mailto:sales@tengointernet.com
www.tengointernet.com
www.envirodesignproducts.com
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Roughly half of Americans enjoyed
outdoor recreation during 2012, taking
more than 12 billion outdoor excursions,
The Outdoor Foundation’s annual report
shows. 

For the seventh year in a row, The Out-
door Foundation produced the Outdoor
Recreation Participation Report to provide
a deeper understanding of American par-
ticipation in outdoor activities with a focus
on youth and diversity. The report helps
explain the state of outdoor participation
for the outdoor industry, federal officials
and state and local organizations. In 2012,
Americans took advantage of the diversity
and accessibility of the nation’s outdoor
opportunities. Nearly half — 49.4% — of
all Americans participated in some form of
outdoor recreation last year. Although the
overall participation rate remained the
same as it was in 2011, the number of par-
ticipants is the highest recorded in this re-
port, thanks to population growth. Nearly
142 million people enjoyed outdoor recre-
ation, up about 800,000 since 2011. Other
key findings of the report:

• The number of total outdoor outings

increased, reaching an all-time high. Amer-
icans took 12.4 billion outdoor excursions
in 2012, up from 11.5 billion excursions in
2011.

• While 13 million Americans started
participating in outdoor activities in 2012,
12 million stopped. This is a net gain of one
million total outdoor participants. 

• 10% of survey respondents who
started a new outdoor activity started RV
camping in 2012.

• 13.3% of Americans, or 38 million
people, participated in some form of camp-
ing, while 5.3 %, or 15.1 million, went
RVing.

• While the No. 1 reason for outdoor
participation was getting exercise (70% of
the active respondents), second was being
with family and friends (54%), followed by
keeping physically fit (51%) and getting
close to nature (47%).

• The two greatest barriers to outdoor
activities are lack of interest (37%) and lack
of time (26%). 

• Almost one-quarter of all outdoor en-
thusiasts participate in outdoor activities at
least twice per week. 

• Running, including jogging and trail
running, is the most popular activity
among Americans when measured by
number of participants and by number of
total annual outings. 

• The outdoor participation rate among
adolescent boys ages 13 to 17 continued to
rise in 2012, adding three percentage
points in the past two years. 

• Outdoor participation rates declined
among adolescent girls. With just over half
of adolescent girls participating in outdoor
recreation, the participation rate is the low-
est recorded since this report began in
2006. 

• Across all ethnic groups, camping is
one of the top five outdoor activities. To
access the full report, go to www.outdoor-
foundation.org/pdf/ResearchParticipa-
tion2013.pdf WCM

Red Rover Execs Explain Camping 
Program to Atlanta Rally Attendees

Red Rover Camping’s Robert Bouse talking
with attendees at the recent Good Sam Rally
at the Atlanta Motor Speedway.

Report Documents Americans’ Outdoor Activities

Red Rover Camping continued to intro-
duce its concept to campers at the recent
Good Sam Rally in Atlanta with the goal of
visiting with and getting feedback from ac-
tual users. Red Rover Camping leaders
Robert Bouse and Ben Carr staffed the
booth and reported positive reception.
According to Carr, “Once we explained

that Red Rover Camping was not a club or
membership and was free to the camping
and RVing public, everyone we talked to
was extremely receptive. To our delight
and surprise, folks we spoke to at the
show came back the next day saying they
had gone to the website and provided us
valuable insight as to what they would like
to see there. Many actually said they went
on and booked campsites for their upcom-
ing trips or were going to use it on the way
to their next destination.”
Bouse said, “We explained to folks that

the website and number of campgrounds
with inventory will grow with time and that
they should come back often to see what
has been added.
“Unlike other services offered to camp-

grounds with online bookings, Red Rover
Camping campground owners are not re-
quired to sign up on a reservation system;
there are no contracts, upfront fees, or
term obligations. Since we only get paid

when we actually deliver customers to a
park, we have to be very aggressive about
getting campers to come to our website
and book. That is why we were at the
Good Sam Rally and will be at other large
events around the country promoting Red
Rover Camping to campers,” he added.
The number of campgrounds that are

putting campsites into Red Rover Camp-
ing’s inventory continues to grow and Red
Rover Camping is working with some of
the largest campground owners and
groups in the country.
The alliances with campground owner

associations continue to grow as well. The
recent addition of the New Hampshire
Campground Owners Association, along
with alliances with the Texas Association
of Campground Owners and Florida Asso-
ciation of RV Parks and Campgrounds, has
created interest with other associations.
“We are hoping to be able to announce ad-
ditional alliances in the near future. We are
extremely excited about how well and rap-
idly Red Rover Camping has been em-
braced by both campground owners and
the camping public,” said Carr.
Red Rover Camping offers an online,

searchable database of campgrounds
across the country and a state-of-the-art
reservation system that allows for real-

time online booking for customers. The
website encourages campers to post
comments and reviews, and for camp-
ground owners to claim their campground.
Red Rover is a free service to camp-

ground owners and campers, with a fee
paid by the campground owner only when
a camper uses the reservation system to
book a stay at their campground. To learn
more about Red Rover Camping go to
www.RedRoverCamping.com or call (888)
833-8399 Ext. 1246. WCM

Dick Hartford: A Longtime 
Campground Industry Partner

Richard “Dick” A. Hartford, founder of
campground insurance providers Evergreen
USA and Evergreen Indemnity, passed
away Oct. 5 in Auburn, Maine, with his
family by his side. He was 68. Hartford was
born on April 25, 1945, to Oscar and
Geneva Hartford of Lewiston, Maine. He
graduated from Lewiston High School and
received his bachelor’s in business from the
University of Maine. After completing col-
lege Richard and his father Oscar purchased
the Cobb-Winslow Insurance Agency and
soon thereafter changed the name to The
Hartford Agency. In 1986, Hartford started
Evergreen, an insurance company that,
under his leadership, became the largest in-
surer of campgrounds and RV parks in the
country. He actively remained at the helm of
the companies, working with and teaching
his son, Lucas, until his death. 

He was the proud recipient of the Na-
tional Association of RV Parks and
Campgrounds’ (ARVC’s) highest award,
the Stan Martin Award, and the Northeast
Campground Association’s (NCA’s) high-
est award, The Curtis Fuller Award.

In a statement, the NCA said, “Dick and
Evergreen Insurance have been the best of
friends to NCA and all of us for over 27
years. His strong commitment to the camp-
ing industry, his generosity, along with his
fun-loving attitude made him a man that
we will never forget.” WCM

A group led primarily by hospitality in-
dustry veterans is establishing the Cruise
Inn campground network, a new mem-
bership organization that hopes to sign
up as many as 120 campgrounds within
the next three years in an effort to be-
come “the largest brand in the outdoor
facility space.”
“We are being very conservative,”

said Scott Anderson, president and CEO
of Cruise Inn RV Parks LLC. “If we do all
the things we expect to do, we think we
will grow faster than that. Where the out-
door hospitality industry is today is where
hotels were in the 1970s.”
Cruise Inn planned to roll out at the

National Association of RV Parks and
Campgrounds (ARVC) 2013 Outdoor Hos-
pitality Conference and Expo Nov. 4-8 in
Knoxville, Tenn., where the company had
a booth and sponsored a cracker barrel
session.
Anderson, named Cruise Inn CEO in

September, formerly was president of
Hotel del Coronado, San Diego, and Call-
away Gardens, Pine Mountain, Ga., and
served as managing director of games
services for the 1996 Olympic Games in
Atlanta and as general chairman of the
2010 PGA Championship at Whistler
Straights in Kohler, Wisc.
“I’m brand new to the industry,” An-

derson said prior to the ARVC confer-
ence. “I don’t want people to think that
we think we have all the answers. I’m
going to ARVC to learn more than I am
going there to talk.”
Corporate logistics — accounting,

technology, marketing, purchasing and
group sales — will be handled by Van-
tage Hospitality of Coral Springs, Fla.,
which already has about 1,000 independ-
ent hotels as members operating under
the Americas Best Value Inn and Lexing-
ton brands.

“I couldn’t have possibly gotten this

thing launched as quickly without having
that support and infrastructure,” said An-
derson. “The basic premise is simple; the
implementation is not.”
The company is privately owned by

seven investors, including Anderson; Ian
Steyn, owner of Jellystone Camp-Resort
in Larkspur, Colo.; Vantage Hospitality
CEO Roger Bloss and COO Bernie Moyle;
Alan Benjamin, CEO of Benjamin West, a
furniture and equipment supplier to the
hotel industry; Alan Tallis, a 30-year hotel
veteran formerly with La Quinta hotels;
and Adam Frisch, a retired Wall Street
foreign currency specialist.
Campgrounds will bear the Cruise Inn

name and be members of the organiza-
tion, not franchisees and they will be
asked to pay a flat fee based on the num-
ber of their sites. “As they grow, our fees
won’t increase,” Anderson said, noting
that fees will be based on a sliding scale.
Vantage also will establish a reserva-

tion system for Cruise Inn that is included
in the fee.
As of late October, criteria to become

a Cruise Inn member had not been final-
ized, but Anderson listed several general
guidelines. “Maintenance is absolutely
critical,” he said. “While a facility can be
rustic in nature, it must be well main-

Cruise Inn Rolls Out Campground Network

Scott Anderson

Cruise Inn – continued on page 29

http://www.go-usg.com/
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AmeriGO Debuts Certified Dealership Program

AmeriGO RV Club, which aims to be
”the ultimate RV club and online com-
munity dedicated to RV enthusiasts,” un-
veiled the company’s exclusive
coast-to-coast Certified RV Dealership
Program in late October.
Jeff Martin, vice president of dealer

relations for AmeriGo RV Club, said,
“For AmeriGO Club members, the goal
is to establish a coast-to-coast network
of certified dealerships that will offer

operated dealership under the direction
of Marty Shea located in
Huntsville/Madison, Ala.
• Reines RV Center, based in Manas-

sas, Va., was originally established in
1946 as Reines Motor Co. by Dusty
Reines. The company has grown consis-
tently and continues to operate under
the leadership of Dusty’s son, Lindsey. 
• Tennessee RV Super Center is the

premier RV dealer for Knoxville, the
Smoky Mountains and east Tennessee. 
• Tom Stinnett Derby City RV, a dis-

tinguished 35-year-old dealership near
Louisville, Ky.
• Founded in 1963, Burlington RV

Superstore is a family owned and oper-
ated, full-service Wisconsin RV dealer. 
• Parkview RV Center is a family

owned and operated Delaware RV dealer
that offers both new RVs and used RVs
at its Smyrna facility.

Ongoing new dealer partner develop-
ment is currently under way. Contact
Martin at (513) 236-7512 for dealer in-
quiries and program details. For general
inquiries about AmeriGO RV Club,
email info@amerigorv.com. WCM

Leighty Joins Woodall’s,
RVBusiness Team

Justin Leighty, a veteran newspaper
man who has extensively covered the RV
industry as a reporter for The Elkhart
Truth, has joined Elkhart-based publisher
G&G Media Group LLC as editor of
Woodall’s Campground Management
(WCM), the monthly voice of the North
American RV park and campground 
sector, and as as midwest editor of
RVBusiness (RVB), the RV industry’s 
authoritative trade journal.
As such, Leighty, 37, who spent the

last 15 years at the Truth, will also con-
tribute extensively to websites linked to
both those publications — RVBUSI-
NESS.com and WOODALLSCM.com.
“Speaking for the staffs of RVB and

WCM, we’re very excited to have an op-
portunity to work with a street-savvy
journalist like Justin,” said G&G Pub-
lisher Sherman Goldenberg. “As the in-
dustry gets more sophisticated and the
bar of competence keeps getting raised,
it’s incumbent on publishers like us to
maintain a competitive edge going for-
ward. And we’re convinced that Justin,
who did a great job of covering business
and the RV industry for a prestigious
daily like the Truth, is a strong step in that
direction.”
Leighty, who earned a degree in mass

communication in 1998 from Greenville
College in Greenville, Ill., is a Kansas na-
tive who was raised in Colorado and re-
mains actively involved with the family
farm in Kansas, which has been in his
family for 99 years.
“I’m really looking forward to diving

into both the RV and the camping indus-
tries,” said Leighty, a married father of
three who resides in Winona Lake, Ind.
“I have great childhood memories of
family time spent in my parents’ RV, and
the outdoor lifestyle has been a part of
most of my life like the customers of our
readers. I look forward to the ride as the
RV and camping industries grow and
change, and I can’t wait to inform read-
ers about what the innovators in these
industries come up with next.” WCM

Justin Leighty

Manufacturers of Quality Recreation FUNniture

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

2061 Sulphur Springs Rd
Morristown, TN 37813

AmeriGO members peace of mind as
they ride the open road across North
America.”

Martin said the program features a
choice from two levels of affiliation for
qualified dealerships – AmeriGO Charter
Dealerships and AmeriGO Supporting
Dealerships.

The newest affiliate dealers, situated
in key geographic regions, that have
joined the program as AmeriGO Charter
Dealerships include:
• General RV Center, the largest fam-

ily owned RV retailer in the nation. The
company has grown to 10 superstore lo-
cations operating in five states with loca-
tions in Wixom, Brownstown,
Wayland/Grand Rapids, Mt. Clemens,
White Lake and Birch Run in Mich.,
North Canton/Akron in Ohio, Orange
Park/Jacksonville in Fla., Draper/Salt Lake
City in Utah, Huntley/Chicago in Ill. 
• Campers Inn, another of the coun-

try’s largest family owned RV dealerships.
Owned and operated by Jeff Hirsch,
Campers Inn encompasses eight locations
along the eastern seaboard of the U.S.
• Madison RV, a family owned and

A recently completed study of accessible
play surfaces highlighted the importance of
proper installation and regular mainte-
nance, according to the California Associ-
ation of RV Parks and Campgrounds
(CalARVC).

The study, conducted by the National
Center on Accessibility (NCA) at Indiana
University with funding from the U.S. Ac-
cess Board, assessed the performance of dif-
ferent surfacing materials at 35 new
playgrounds over a three-year period. Sur-
face materials tested include poured-in-
place rubber, engineered wood fiber, rubber
tiles, and hybrid surface systems.�

“The findings from this project, one of
the most comprehensive studies of play-
grounds surfacing to date, clearly demon-
strate that proper installation and
maintenance are critical for accessibility,”
said Jennifer Skulski of the NCA.

The study revealed that within 12

months of installation, each type of surface
material was found to have accessibility,
safety or maintenance issues. For example,
poured-in-place rubber installed improp-
erly at one site was not resilient enough to
meet safety standards for impact, while sur-
face tiles at another site had puncture holes,
buckling and separating. Findings from the
project indicate that: 

• Loose-fill engineered wood fiber had
the greatest number of deficiencies, includ-
ing excessive running slope, cross slope and
change in level, which became prevalent
within a year of installation.

• Engineered wood fiber surfaces also
scored lower on firmness and stability rat-
ings than unitary surfaces such as tile and
poured-in-place rubber.

• Poured-in-place rubber, tiles and hy-
brid surface systems also exhibited deficien-
cies relating to excessive running and cross
slopes, changes in level and openings two

to three years after installation.
• Some surfaces with fewer accessibility

deficiencies and higher firmness and stabil-
ity ratings did not meet the safety standards
for impacts. 

These and other conclusions are dis-
cussed in a report on the project, “A Longi-
tudinal Study of Playground Surfaces to
Evaluate Accessibility,” available on the
NCA’s website at ncaonline.org. WCM

Study Completed on Accessible Playground Surface Materials
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MODERN MARKETING

Take a deep breath and clear your
head. Quiet now, I think I can read your
mind. Yes, yes, you want increased site
nights, greater brand recognition and
loyal guests who tell everyone how
great your park is. 

Am I right? Of course I’m not read-
ing your mind, but I do think I have a
pretty good handle on some of your
digital marketing goals for your busi-
ness — and some advice on how to
achieve them.    Certainly not the sexi-
est of digital marketing methods, email
marketing remains the workhorse of a
successful digital marketing program.
Not as flashy as Pinterest, trendy as
Facebook or labor-intensive as
YouTube, a well-planned-and-executed
email marketing program can drive
business, bring a greater awareness of

what you have to offer the camping
public and play a role in building your
bottom line.

In fact, according to Marketing
Sherpa’s 2013 Email Marketing Bench-
mark Study, 60% of those surveyed said
email marketing is producing a clear re-
turn on investment (ROI). Powerful.
In the past we’ve talked about the
CAN-SPAM Act and content and rele-
vancy. In this third installment of the
“Email Marketing is Dead!” series we’ll
take a close-up look at choosing an
email service provider — or, you
guessed it, an ESP. 

An email service provider is an on-
line platform where you can upload
and manage your subscriber list, create
and release professional email cam-
paigns, integrate your social media pro-
grams in your email campaigns and
track/measure response, among other
functions. 

It’s a home base for all of your email
marketing activities. And, please, take
my advice: refrain from using your
park’s email account for email market-
ing. Not only do you risk getting black-
listed, your marketing message appears

Evanne 
Schmarder

Not Just for Psychics: ESP (Email Service Provider)
unprofessional and you will have no
idea about the efficacy of your efforts. 

The mark of a good ESP 
There are a number of points to con-

sider as you begin searching for a good
ESP fit, but none as important as their
ability to help you reach your sub-
scribers. A sound ESP has high list stan-
dards that equate to increased
deliverability. This means that your
email list must be “clean” — permis-
sion-based, opt-in from your business’
efforts. Those obtained from third-par-
ties or that contain an abundance of
info@ or sales@ email addresses may be
rejected.  “Dirty” lists, as those are con-
sidered, degrade the ESP’s ability to get
email into inboxes. Instead of seen as le-
gitimate, email campaigns sent to less-
than-pristine lists may be seen as spam
and inhibit the ability of the ESP to de-
liver not only your messages but can af-
fect their overall reputation.

Don’t be surprised if once you’ve
chosen your ESP and uploaded your list
you’re asked to sign a document attest-
ing to the legitimacy of the list. You may
even get a telephone call from the com-
pliance department. Rather than feeling
insulted, be grateful for their diligence.
It’s for your benefit.

ESP feature focus 
When shopping for an ESP there are

a number of things to consider. How
large is your list and how frequently will
you send out a campaign? How techni-
cal are you or your email marketing
point person? How will the ESPs report-
ing relate to your goals, and do you
foresee needing robust support? 

Let’s take a closer look at these and
other features of email service providers.
Pricing:When looking at ESP pricing

it’s important to know your email mar-
keting goals. Will you launch a campaign
each week, once a month, bi-monthly?
What’s the size of your subscriber list
and what are your growth expectations?
Several ESPs base their monthly fees
upon the number of subscribers on your
list. Constant Contact, Mad Mimi, and
AWeber fall into this category and allow
you unlimited campaigns throughout
the month. iContact has a similar fee
structure but only allows you six cam-
paign sends per month.  High-end ESP
Emma allows you an unlimited sub-
scriber list and bases their fees upon the
number of emails sent per month. 

Both Benchmark Email and Mail
Chimp offer both types of plans while
Vertical Response offers another twist
with “flexible” pricing, a pay-as-you-go
plan.
List Building: Encouraging your

guests, website visitors, and social con-
nections to subscribe to your email list,
most ESPs offer customizable forms to
invite subscribers on nearly every web
platform out there from your website to
Facebook to campaign subscribe but-
tons. Additionally, you may want to track
your subscribers based upon various de-
mographics. Most ESPs have standard
options such as city/town but if it’s im-
portant to you to add customized demo-
graphic fields such as frequency of
camping trips, etc., be sure the provider
you choose offers that tool. If you have

multiple parks or wish to segment your
list via guest demographics (families,
seasonals, snowbirds, etc.) look for an
ESP that allows you to create and main-
tain multiple lists.
Design: Whether you are a super

coder or a WYSIWYG (what you see is
what you get) worker, you can design
beautiful emails. Most, if not all, of the
providers offer industry- and event-based
templates. However, some are more user-
friendly — allowing you to change col-
ors, fonts, etc. with a click of a mouse —
while others require coding knowledge
or paid ESP support to implement any
customization. Some templates are static,
requiring you to place text and art in pre-
designed boxes. Others allow you to
drag-and-drop content boxes, providing
you more flexibility to design the cam-
paign. Consider your skill level and de-
sire to customize your messages when
shopping for an ESP.
Mobile: According to YesMail Inter-

active, 49% of brand emails are opened
on mobile devices. While common,
make sure your ESP is optimizing your
campaigns for mobile devices.  
Social Media Integration: Your ESP

should allow you to easily share your
campaign on the most popular social
media platforms, encourage readers to
share your email via share buttons on
the email, make it easy for readers to fol-
low you on your social networks and
provide a simple way for you to add and
archive your emails on your website. If
you are interested in adding polls and
surveys to your messages, make sure
your ESP offers that service. This may be
included in the plan or there may be an
additional fee. If you blog regularly you
may also be interested in exploring RSS-
to-email services, allowing you to con-
vert your blog to a regularly scheduled
email blast.   
Reporting: As important as getting

your message right is getting your mes-
sage read. All ESPs offer basic reporting,
including how many messages were sent,
opened, the number of click-throughs,
link clicks, bounces and unsubscribes.
As you’d expect, some are better than
others. Take the time to review an ESP’s
reporting to get a feel for how quickly
and easily you’ll be able to access and
read the reports. If downloading them
for future reference or to include in your
digital marketing plan book (typically in
an Excel format) is important to you,
make sure that’s available. Additionally,
each of the ESPs mentioned in this arti-
cle offer Google Analytics integration, a
valuable tool to help you dig deeper into
your campaign’s performance. 
Support: Whether you are a veteran

email marketer or a neophyte, you’re
going to eventually need support. Every
ESP offers some level of service. I’ve ex-
perienced immediate and fantastic re-
sponse from some ESPs and hold for
India from others. Sometimes the sup-
port I’m looking for is basic: Help in for-
matting the template, etc. Other times it’s
significant, such as a platform crash.
Most ESPs offer phone, email and live
chat support. Take the time to honestly
assess your needs.

Testing the ESP waters
Each of the ESPs I’ve mentioned of-

fers a free trial period, allowing you to
Modern Marketing – continued on page 32

mailto:pilotrock@rjthomas.com
www.pilotrock.com
http://parks.rmsnorthamerica.com


WOODALLSCM.com November 2013  -  1110 -  November 2013                                                                                                                                                                                     Woodall’s Campground Management

PROFAIZER: ON POINT

the surrounding area to answer some
basic questions. When your guests ask
where the nearest pharmacy is, they
expect directions. Your guests place a
high value on accurate information
and want to be served by staff members
who know the park and area inside and
out. The guest’s expectation is that
someone would be available pretty
much 24/7 in some way. 
Make sure the people you have

working in the guest services area
are outgoing and friendly. Your guests
not only want the staff to be knowl-
edgeable, but they want them to be
friendly and courteous. Make sure you

have the right kind of people working
the registration area. 
Make a good first impression. This

goes for the entrance to your park,
your registration area, yourself and
your staff. When guests interact with
you or a member of your staff they
want clean, well-put-together people
who are pleasant, positive and profes-
sional. Create a positive professional
image by enforcing a dress code and
providing staff with logo shirts. Is your
entrance free of clutter and well
groomed? Is your sign well lit, clean,
and readable? Is your registration area
clean?
Have an outsider inspect your

park. Ask someone whose opinion you
respect to walk through your park with
a critical eye toward clutter and general
maintenance. Ask him or her to call
your park to make a reservation and let
you know how he or she was treated.
Ask this person to use your restrooms
and if you want an opinion on your
cabins or park models, ask him or her
to stay overnight.
Make customers feel important

and appreciated. Treat them as indi-
viduals. Always use their names and
find ways to compliment them, but al-
ways be sincere. Thank your customers
every time you get a chance.
Offer family activities. When fam-

ilies come camping, they like to do
some activities together. I recently saw
kids and parents having a great time
driving an obstacle course in a golf cart
blindfolded. The child was blindfolded
and the adult would give verbal direc-
tions regarding where to turn next. Ob-
viously this needs to be a supervised
activity in a fixed area, but everyone
was having great fun.
Offer a dog biscuit with a cleanup

bag upon check-in. Many campers
travel with their pets. To offer a little
more than “expected” service, offer the
dog biscuit and cleanup bag when your
guests check in. 
Offer coffee and a newspaper. A

nice “extra” is a cup of coffee and ei-
ther the local newspaper or a copy of
USA Today at your door in the morn-
ing. I would even like the opportunity
to purchase a copy of a newspaper at
the park though it can be difficult to
get regular delivery.
Keep it simple. This pertains to all

your processes from registration to
renting a golf cart to resolving guest is-
sues. Keeping it simple shows a respect
for your guest’s time and is easier and
more convenient for you and your staff
and your guests.

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

We all know that today’s customer
is more time stressed, more demanding
and more informed about park options
thanks to the Internet than ever before.
Customer service often makes the 
difference in choosing one park over

another.
There was a recent study conducted

by Ohio-based marketing research firm
BIGresearch that found that most cus-
tomers will put service ahead of price
when determining how satisfied they
were with a business. Your job is to de-
liver superior service that attracts and
keeps customers. Here are some low-
cost ways to meet the needs of today’s
customers: 
Have knowledgeable and avail-

able staff. There is nothing worse than
going into a park and having to deal
with a staff person who doesn’t have
enough knowledge about the park or

Linda 
Profaizer

Some Low-Cost Ways to Meet Your Park Guests’ Needs

www.yourelectricalsolutions.net
mailto:sales@yourelectricalsolutions.net
www.rootx.com
www.rvcoutdoors.com/careers/
www.minigolfinc.com
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ON CAMPGROUNDS

Reports from 
the field: 

Bob Ashley

Owner of Colorado Springs, Colo., Park Fixes Up Former ‘Shanty Town’

Ed Prenzlow says visitors to third-
generation Goldfield RV Park in Col-
orado Springs, Colo., have become used
to fuel prices in the mid-$3 range and
have adjusted accordingly.

“Not too long ago we were worried
about $4, $5 gas, but now $3.50 is the
‘new normal’ and its seems not to have
hurt our business,” said Prenzlow, owner
of the 50-site “urban” park with his sons
Michael, Daniel and Thomas. “People
tend to use their RVs, but they stay longer
rather than traveling around so much. So,
business has been good for the last sev-
eral years, despite the gas prices.”

In 1952 Prenzlow’s father, Edgar Pren-
zlow, purchased the park on the west side
of Colorado Springs, which was in much
need of being fixed up. “It was run
down,” Ed Prenzlow said. “I’ll call it a
shanty town.”

After rejuvenating the park, Edgar
Prenzlow operated Goldfield for more
than 18 years.

When his father passed in 1970, the
park went into the hands of Ed Prenzlow

Sites at Goldfield RV Park were upgraded about 10 years ago to 50-amp
service. The park also has added 14-by-16-foot “urban” tent sites.

Prenzlow and his sons have turned the formerly run-down campground into
an attractive, welcoming facility. The park is a “way station” for snowbirds.

eight people in Colorado threatened the
park, but caused no damage. “Some roads
were closed 10 blocks away, but it was
over quick,” Prenzlow said. “The fires last
year did more damage to business. They
weren’t that close, but the national media
picked up on it and worked it to death.
People were afraid to come to Colorado.”

The park also is a “way station” for
snowbirds. “We get people going back-
and-forth during the spring and fall,” he
said, noting that the park offers 50% dis-
counts to RVers who hold Passport Amer-
ica memberships. The park also is a
member of the Good Sam Family park
network, which also offers discounts.

* * * * *
Trish and Clyde Stanley made a de-

cision five years ago to convert their mo-
bile home park in Minden, La., into an
83-site campground — Cinnamon Creek
RV Park.

“The income is better,” said Trish
Stanley. “We can get four times the rent
for an RV site per month than we could
get for a mobile home.”

The park, 25 miles east of Shreveport
in the northwest corner of Louisiana,
doesn’t have a lot of frills. “We don’t
have any recreational equipment, but we
added a new shower and laundry,” Stan-
ley said.

Within walking distance of six restau-

rants, Cinnamon Creek “stays pretty
steady with overnight travelers,” accord-
ing to Stanley. Primarily, however, the
park caters to oil-pipeline and gas refin-
ery workers.

“We are not in a resort area,” she said.
“We have people who are either working
in the area or they are going to school.
We have students attending school
(Northwest Technical College). They
have good nursing and business pro-
gram.”

Business this summer “fluctuated,”
Stanley said.

“We’re a mile from I-20, so that’s a
plus and brings RVers in off the road.”

* * * * *
You’ve seen Bureau of Land Manage-

ment (BLM) terrain around Lone Pine,
Calif. (population 1,700), whether you
realize it or not.

“It’s been the home of about 400 
B-movies and TV shows,” said Jacque
Hickman, owner with her husband, Art,
of Boulder Creek RV Resort in Lone
Pine. “It’s a very famous movie location
that originally was built for the silent
movies. We are about 3 1/2 miles from
‘Hollywood.’ It’s become a tourist desti-
nation.”

TV shows and films have included
“Maverick,” “The Lone Ranger” and
“Django Unchained” in addition to scores
of others, along with dozens of TV com-
mercials. “Almost every year during the
Super Bowl, there’s a truck commercial
that has been filmed around Lone Pine,”
Hickman said. “This is where the ‘Real
West meets the Reel West.’”

At 3,700-feet elevation at the base of
Mount Whitney in the High Sierra Ne-
vada mountains — the highest point in
the continental United States — Boulder
Creek opened in 1992 and has been ex-
panded in three phases to 104 RV sites.
Last spring, the Hickmans had Boulder
Creek’s interior roads paved. “Not the
sites themselves because I don’t like that
much pavement,” Hickman said.

As might be expected, there is golf and
fishing nearby and many hiking trails.

The park, open year-round, has a
pool, hot tub and clubhouse where
muffins and coffee are served free each
morning. There’s also an air-conditioned
hall with a bird aviary, piano, tables and
TV.

“We get more families in the summer
when kids are on vacation,” Hickman
said. “In October, most of the retired folks
are getting back on the road — and we
see a lot of them.”

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

Ed Prenzlow

and his brother and sister, who he bought
out in 2003.

About 10 years ago, all of the park’s
sites were upgraded with 50-amp electric
service, water and sewer. With rates start-
ing at $30 a night, Goldfield prices, Pren-
zlow said, are the lowest in the area. “Our
goal is to be economical with exceptional
service,” he said.

Open 365 days a year, Goldfield is
overseen by a staff of veteran managers.
“My managers have been with me for a
long time,” Prenzlow said.

Because of the experience of his man-
agers, Prenzlow, who volunteers as a
chaplain at the Colorado Territorial
Correctional Facility, known as “Old
Max,” and the El Paso County Correc-
tional Facility, keeps a low profile in the
campground. “The less I’m around, the
better off things go. I just confuse things,”
Prenzlow joked. “The campground sup-
ports my ministry. It allows me to do
what I want to do and supports my call-
ing. I don’t have a big social life because
all my friends are in prison.”

Most recently, Prenzlow added 14-by-
16-foot “urban” tent sites, as he charac-
terized them. “I fought putting them in
for awhile,” he said. “But it seems to have
worked out very well. People are travel-
ing with more tents these days.”

Torrential rain in September that killed

mailto:salestower@comcast.net
www.towercompany.com
http://breckenridgefinerliving.com
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GUEST VIEW

Tom
Gerken

Water, Wildfires and Things That Go BOOM!  Are You Prepared?
that was directly impacted.
• A fire in Yosemite National Park

caused a state of emergency to be de-
clared in San Francisco, miles and miles
away due to a threat to the water supply.
Businesses in or around the park had
their income directly impacted as a result
of the fire, even though no physical dam-
age to their premises may have occurred.
• Still others who depend on visitors

to national parks, monuments and other
attractions suffered significantly due to
the recent government shutdown.

These are some of the extremes, but a
recent look at www.disaster-report.com
recapping 2013 brings to light the amaz-
ing number of natural catastrophic events
that have taken place this past year. Tor-
nados, floods (including severe flash
flooding), fires, earthquakes, avalanches,
winter storms, wind, hail and lightning
are typical events to prepare for.

You think about these “normal”
events routinely, but you should also
think outside the box to consider other
events that could have an impact on your
business.

When considering what to plan for
ask yourself these questions:
• What’s the worst that could happen?
• What’s the worst that is likely to

happen?
You are most likely to encounter lo-

calized emergencies within your park.
Plan for these events first and see that
staff is appropriately trained and aware
of the various emergency procedures.
Meet with local emergency service
providers to coordinate any anticipated
response that may be needed for specific
emergency events.

Less frequent are the large-scale emer-
gencies that may be area-wide or regional
in nature. Here, the impact can be severe
and costly. Take a look at your commu-
nity or county emergency plan and meet
with emergency managers both to clarify
your park’s needs and how you may be

U.S. this past year — many affecting park
owners both directly and indirectly —
we can use a little breather during the
hurricane season. Some park owners
have been devastated, while others will
be months or even years in getting oper-
ations back to normal and recovering fi-
nancially. 

Those who were proactive with their
emergency planning process are likely
well ahead of the game. An emergency
plan is a critical component for any busi-
ness — and at the time of a disaster can
be crucial to survival of the business. The
types of events you may need to plan for
are as wide and varied as the amenities
and activities offered in your parks, and
in many instances are unique to your
particular location.

So what do you need to prepare for? 
• The tally from the flash flooding in

Colorado continues to rise and has af-
fected businesses well beyond the area

A recent news flash from the National
Underwriter, an insurance industry pub-
lication, noted that while predicted to be
somewhat severe, this year’s Atlantic
hurricane season is turning out to be the
calmest in 45 years. 

The average hurricane season (June 1
- Nov. 30) has six hurricanes, with three
of them being major. Through most of
the 2013 season, there have been only
two storms that have made it to the
minor hurricane rating of Category 1.

With the number and severity of both
natural and man-made disasters in the

Manufacturers of Quality Recreation FUNniture

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

2061 Sulphur Springs Rd
Morristown, TN 37813

an integral part of an emergency re-
sponse effort. Local or regional plans will
provide you a list of likely events and
how the government entities plan to re-
spond.

Consider hazards affecting property,
human resources and income and keep
the following in mind:
• Have you taken steps to minimize

or reduce the potential losses to property
and other assets?
• Is a plan in place for property

restoration, repair, or replacement fol-
lowing an event?
• Do plans adequately consider both

employee safety and guest safety to re-
duce potential for injury and any result-
ing liability or workers-compensation
claims?
• Consider the financial resources in-

cluding liquid assets, lines of credit, in-
surance or disaster assistance that may
be needed or available during the recov-
ery process. This is important to main-
tain continuity of operations and income
to the greatest degree possible.
• Conduct a regular insurance review

to make certain that limits are adequate.
This review should include replacement
valuation of physical assets, business in-
terruption (income) and liability.

If you already have an emergency plan
in place it should be reviewed and up-
dated regularly. If you are only consider-
ing or beginning the development of a
plan, there are many resources available
to you: utilize the various local, county,
and other emergency management agen-
cies.

Your insurance agent can be integral
in this process, as many companies pro-
vide templates to assist with this and
other safety- or risk-management-related
projects as well.

Another excellent place to look for in-
formation and guidance is www.fema.gov.
Don’t forget to consult with your fellow
park owners and utilize the resources of
your franchise groups, state, regional,
and national campground associations.

Tom Gerken is an independent consultant
for USI Insurance in Cincinnati, Ohio, the
eighth-largest insurance brokerage in the
nation and provider of property/casualty in-
surance for Jellystone Park Camp Resorts.
He has been involved in commercial prop-
erty and casualty insurance for more than
30 years, providing service exclusively to the
campground industry since 1987. Tom has
served as chairman of the Board of Regents
and is a faculty member for the School of RV
Park and Campground Management. He
also has developed and taught several Cer-
tified Park Operator seminars relative to in-
surance and risk management throughout
the country. You can visit Tom on the web at
www.TomGerkenInsurance.com or email
tom.gerken@usi.biz. WCM
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‘Pets themselves really bring a lot of joy to the
campground,’ said Louise Soroko of The Treehouse
Camp at Maple Tree Campground in Maryland.
‘Guests are happy to have their pets with them,
and pets are happy to be here.’

Pet-Focused Park Operators Don’t Take 
Their Critter-Friendly Practices Lightly

Just how popular are pets in the RV and
camping realm these days? Roughly 62% of
American households own pets — and
about 30 million people travel with their furry
companions these days, according to avail-
able sources like the American Pet Products
Association and the Travel Industry Associ-
ation.
This pet-friendly trend, from all anyone

can tell, will only continue to grow — an as-
sumption on which the management staffs
of many RV parks and campgrounds operate
and invest their time and energies.

“Pets are a big part of many people’s
lives,” Hope Perkins, owner of Middlebury
Kampgrounds of America (KOA) in Middle-
bury, Ind., told Woodall’s Campground Man-
agement. “So many campers travel with
their pets because they are much like their
children.”
This extension of the nuclear family is ex-

actly why an ever-increasing number of
campgrounds nationwide have rolled out
the welcome mat to visitors and their pets
alike.
But traveling with pets can be a daunting

task, as a quick
search on Google for
“pet-friendly camp-
grounds” — yielding
an astonishing 1.7
million results — at-
tests. And one theme
that’s evident across
the board is that the
information camp-
grounds provide on-
line often lacks
pertinent details on
pet polices and
sometimes is simply
outdated and inaccu-
rate. 
That’s why pet

travel websites like
BringFido.com and
GoPetFriendly.com
have surfaced in re-
cent years.
Since its launch in

April of 2005, Bring-
Fido.com has helped
more than a half-mil-
lion people take their
dogs on vacation by
providing detailed pet
policy information on
more than 100,000
places to play, stay
and eat. 
BringFido.com website visitors can also

make online reservations at hotels, bed-
and-breakfast locations, vacation rentals
and campgrounds through a partnership
with Travelocity. Currently visited by more
than a million people a month, this unusual
site even has a toll free number (877-411-
FIDO) for dog owners to call if they need as-
sistance in locating the nearest animal
hospital at 4 a.m. or in finding a restaurant
that allows dogs to accompany their owners
at outdoor tables.

Born with a love of animals, president
and founder Melissa Halliburton created
BringFido.com after a lifetime of experience
traveling with pets. 
“My family traveled all over the west

coast in a 1970 Travco motorhome when I
was a child,” said Halliburton. “No matter
where we went, my mom, dad, brother and
myself always traveled with our Rottweiler
and two cats. I wasn’t about to go anywhere
without my pets in tow.” 
A self-proclaimed “travel junkie,” Hal-

liburton was quickly
frustrated by the lack of
accurate pet policy in-
formation available on-
line when she adopted
her current dog, Rocco,
in 2005. And since leav-
ing him in a kennel was
not an option, she
launched BringFido.com
with the simple goal of
making it easier for dog
owners to locate pet-
friendly places to stay.
When it comes to

camping with pets, Hal-
liburton said, “the very
best and most enjoyable
examples are camp-
grounds that cater to
pets with amenities like
dog-friendly restaurants,
on-site dog parks and a host of nearby at-
tractions that are pet-friendly.”

Rod and Amy Burkert, full-time RVers and
founders of GoPetFriendly.com, said camp-
ing with pets is becoming easier as more
Americans decide to take their canine com-
panions on the road. “I think pet-friendly
camping is becoming more of a trend,” said
Amy Burkert. 
“The camping industry really seems to

understand that people who travel by RV are
often very dedicated to their pets. The num-
ber of campgrounds that are welcoming
pets is increasing. I would guess about two-
thirds of campgrounds are pet-friendly to
some degree,” she said.
As avid explorers who travel with their

35-pound Shar-Pei, Ty, and their 70-pound
German shepherd, Buster, the Burkerts
know the domain of camping with pets. The
decision to develop GoPetFriendly.com all
started with a road trip to Canada.
“We experienced pure frustration and

spent more than two days planning our trip,”
explained Amy Burkert. “It was a hassle
finding pet-friendly hotels, tracking down
their policies, and locating restaurants and
activities we could all enjoy together. 
“That’s when we had our ‘aha’ moment.

Believing that others were experiencing the
same difficulties, we left behind a success-

ful business appraisal firm to change the
world of pet travel,” she said.
Today their site, logging an impressive

average of 53,000 page views per month,
provides travelers with up-to-date pet poli-
cies for more than 4,000 pet-friendly RV
parks and campgrounds and more than
20,000 hotels and bed-and-breakfasts
throughout the U.S. and Canada by reaching

a pet-dedicated audience through their
website, newsletter, travel blog and social
media communities.
By submitting a starting point and desti-

nation, moreover, travelers planning ex-
tended driving vacations can utilize the site’s
“Roadtrip Planner” which displays the route
on a map and populates campgrounds,
restaurants and activities along the way.
Since they sold their Pennsylvania home

in January 2011 and became full-timers, the
Burkerts found that one of the most difficult
parts of traveling in their Winnebago is fac-
ing breed discrimination at campgrounds. 
Operators are often obliged to prohibit

certain breeds of dogs at their campgrounds
in order to comply with liability insurance
practices. “Because German shepherds are
sometimes on that list, we occasionally suf-
fer from that breed restriction policy,” Amy
Burkert said. “We find that to be one of the
most difficult things about camping.”
Campground operators thinking of mak-

ing the switch to a pet-friendly park — or
maybe just improving the pet systems they
already have in place — have plenty to con-
sider, said certified professional dog trainer
Genie Tuttle, owner of Dog Genie training
company and a blogger for a renowned,
positive dog training website called
DogStarDaily.com.
Finding answers isn’t all that compli-

cated, according to Tuttle, who
recommended that campground
owners use peer research and
simple exit surveys of guests to
provide insight as to what quali-
ties and amenities travelers are
looking for in pet-friendly parks.
“Pet water fountains and

waste stations — with both
waste-bag dispensers and trash
receptacles — are important to
have on-site,” said Tuttle, who is
based in Camarillo, Calif. “And a
self-serve dog wash area with ac-
cess to warm water is a great
amenity in case a guest’s dog
gets extra dirty along the way.
Doggie pools, fountains, and play
equipment are great ideas, too, as
is a fenced-in area for off-leash
play. Lots of shady trees are also
a must-have.”
What do park operators have

to say about all this?
The parks consulted by WCM

seemed to agree on at least one
thing: The benefits of inviting pets into your
park undoubtedly outweigh the drawbacks.
Here are a few noteworthy takes from some
of the country’s more pet-focused parks:
• Perkins of Middlebury KOA welcomes

pets to her campground by offering biscuits
and cat treats upon arrival. The park does
not limit the number of pets allowed per site
and offers a 1,500-square-foot, leash-free

environment with agility equipment.
“We’ve had very little negative experi-

ences as a pet-friendly campground,” said
Perkins. “The biggest challenge would prob-
ably be addressing the camper who does
not appreciate the fact that he’s even in the
vicinity of a four-legged friend.”
Middlebury KOA has embraced such ob-

scure animal guests as parakeets, wolves
and even a retired movie-star mountain lion
— who, of course, remained in his cage dur-
ing his stay.
• “The main thing that operators need to

understand today is that campers consider
their pets their children,” explained Kath-
leen Walsh, owner of Castaways RV Resort

& Campground in Berlin, Md. “So, in the
same way that we provide activities and
amenities for kids, we need to take into ac-
count that these four-legged family mem-
bers also need activities and amenities.”
To that end, Castaways offers a doggie

bark park, dog wash station, and the main
attraction — a bark beach by the Sinepux-
ent Bay. “We enjoy having people who
would not otherwise vacation because they
don’t want to kennel their pets,” Walsh said.
“They appreciate the fact that their pets can
come with them on vacation, so I think it ac-
tually yields a higher occupancy rate for us.”
Her best advice? Just make sure there’s

sufficient staff in place to assure proper
monitoring and cleanup of the grounds.
• Four Paws Kingdom in Rutherfordton,

N.C. bills itself as the first and only “dog-
dedicated” campground in the U.S. Located

on 34 acres in the foothills of the North Car-
olina mountains, Four Paws Kingdom allows
up to four dogs per site and features dog-
friendly hiking trails, nine play parks, a dog-
gie bathhouse with a pet grooming station
and more.
“We have a very specific skill set here,”

explained Meik Bartoscheck, who, with his
spouse, Birgit, owns Four Paws. “My wife
is a dog trainer. Both of us have worked in
the hospitality industry for almost 40 years,
and we have a passion for dogs. We
brought all that down to an environment
that is catering primarily to dog-related
events — agility courses, ready obedience,
dog Olympics, and so forth.
“These things distinguish us from other

parks,” he added. “We are very unique and
very special. The basic advice here is ‘if you
do it, do it right’ — don’t just do it because
it’s in fashion.”
• Situated on the scenic northern Oregon

coast, Cannon Beach RV Resort in Cannon
Beach, Ore., is home to popular, pet-friendly
Cannon Beach. And contrary to what one
might guess in such a critter-rich environ-
ment, Manager Michelle Alexander said
she’s observed no major drawbacks asso-
ciated with on-site pets in her 12 years on
the job.
“When people feel more welcome to

bring their animals, you’ll get a lot more peo-
ple coming,” said Alexander. 
Alexander estimated that on average,

guests who stay at the park have at least
one or two dogs and pet owners regularly
adhere to the campground’s rules. “We
just ask that guests clean up after their
pets, leave them on a leash and refrain
from leaving pets unattended,” she ex-
plained. “We find that by not charging an
additional fee to have pets in the park, peo-
ple take more responsibility in cleaning up
after their animals instead of assuming that
they’re paying for someone else to do the
job for them.”
• The Treehouse Camp at Maple Tree

Campground in Rohrersville, Md., is located
on 20 acres of beautiful woodland and backs
right up to the dog-friendly Appalachian Trail
on South Mountain. Park guests can stay in
typical tent sites, cottages, or real tree
houses, and owner Louise Soroko likes
things just the way they are.
“Pets themselves really bring a lot of joy

to the campground,” she said. “Guests are
happy to have their pets with them, and pets
are happy to be here.”
To avoid liability issues, Soroko requires

that dogs be on leashes at all times. “We
do have a fine if people don’t pick up after
their pets and I think that’s a good deter-
rent,” she said. “Guests sign an agreement
and put their credit cards on file upon ar-
rival and that seems to make them more
likely to take responsibility of that chore.”
— Dannie Bova WCM
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Rod and Amy Burkert, founders of GoPetFriendly.com, said camping
with pets is becoming easier as more Americans decide to take
their canine companions on the road — and they would know. The
full-timer RVers travel with their 35-pound Shar-Pei, Ty, and their
70-pound German shepherd, Buster.

Four Paws Kingdom in Rutherfordton, N.C., allows up to four dogs per
site and features dog-friendly hiking trails, nine play parks, a doggie
bathhouse with a pet grooming station and more.

At Castaways RV Resort & Campground in Berlin, Md., campers can take advantage of a doggie
bark park, dog wash station, and the main attraction — a bark beach by the Sinepuxent Bay. 

Certified professional dog trainer Genie Tuttle recommends
that campground owners use peer research and simple exit
surveys of guests to provide insight as to what qualities and
amenities travelers are looking for in pet-friendly parks.

A dog wash station such as this one at Cast-
aways RV Resort & Campground is a great
amenity for campers to clean up their four-
legged fellow travelers after a day spent ex-
ploring new campsite  territories.
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Middlebury KOA includes a lot of open space where pets can accompany their owners, as well as a 1,500-square-foot, leash-free environment with agility equipment.
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KOA Convention Schedule
Wednesday Nov. 20
8 a.m.-12 p.m.: Convention Registration
7 a.m.-12 p.m.: Owners Association Board Meeting
8 a.m.-5 p.m.: Owners Association Auction Drop-off
1 p.m.-5 p.m.: Photos
1 p.m.- 4 p.m.: Kamp Green Community Partnership Project (buses leave at 12:30
p.m. from Austin Convention Center)

6 p.m.-9 p.m.: Welcome Celebration

Thursday Nov. 21
7 a.m.-5 p.m.: Convention Registration
7 a.m.-12 p.m.: Photos
9 a.m.-6 p.m.: Owners Association Auction Drop-off
8:30 a.m.-5 p.m.: Kids Kamp
8 a.m.-8:30 a.m.: Continental Breakfast
8:30 a.m.-9 a.m.: Welcome to Convention
9 a.m.-10 a.m.: Keynote Presentation
10:30 a.m.-11:45 a.m.: Seminars
12 p.m.-1:30 p.m.: Partners, Rising Star and Franchisee of the Year Awards Lunch
1:45 p.m.-4:30 p.m.: Seminars
5 p.m.-6 p.m.: All Owners Association Area Meetings
6 p.m.-7 p.m.: Owners Association Disaster Relief Board Meeting

Friday Nov. 2
8:30 a.m.-4:30 p.m.: Kids Kamp
9 a.m.-3 p.m.: Owners Association Auction Drop-off
8 a.m.-9:15 a.m.: Celebrate KOA Breakfast-Presidents and Founders Awards
9:30 a.m.-12:15 p.m.: Seminars
12:30 p.m.-2 p.m.: Marketing Lunch Presentation-KOA in 2014
2:15 p.m.-3:30 p.m.: Seminars
3:45 p.m.-4:45 p.m.: Chairman’s Fireside Chat
4:45 p.m.-6:15 p.m.: Owners Association Annual Meeting
6 p.m.-9 p.m.: KOA Expo Opening Celebration

Saturday Nov. 23 (Yellow Shirt Day)
7:30 a.m.-8:30 a.m.: Breakfast With Exhibitors
8 a.m.-4 p.m.: KOA Expo
9 a.m.-3 p.m.: KOA Kids Kamp Drop-Off
11 a.m.-1 p.m.: Lunch With Exhibitors
1 p.m.-2 p.m.: Owners Association New/Old Board Meeting
6 p.m.-9 p.m.: Final Night Celebration and Owners Association Care Camps Auction

Note: Schedule subject to change WCM

equipped “Deluxe Cabins,” the camper
nights for which grew 10.2% this past sum-
mer in KOA’s system. 

• Minority Camping Continues to Lag.
Camping is still primarily the domain (84%)
of white America, with Hispanics (6%),
Asians (4%), African Americans (2%) and
others barely in the picture.
Rogers, who was featured earlier this

year in the CBS reality series “Undercover
Boss,” paused for the following Woodall’s
Campground Management (WCM) inter-
view during the RVDA Con/Expo, co-spon-
sored by the Recreation Vehicle Dealers
Association (RVDA) and RVDA of Canada,
Sept. 30-Oct. 4 at the Rio All-Suites Resort
& Casino in Las Vegas.

------------------------------------------

WCM: How’s business? We hear you’ve
had a pretty good year.

Rogers: The year 2013 is going to go
down as a record year for KOA. We thought
our 50th year (2012) was awesome, but
we’ve continued to grow and we’re seeing
6% - 7% increases in registrations sys-
temwide. So, you’re seeing a 3% increase

in camper nights. You’re seeing a 2% or 3%
increase in our rates — but, more impor-
tantly from KOA’s perspective, is we’ve
moved the needle once again in guest 
satisfaction.
So, not only are we driving more num-

bers to our properties, even in the peak sea-
son we continued to get higher
direct-camper-guest feedback that was
more positive than it was a year ago. So,
KOA is doing extremely well in spite of a
fairly flat economy and uncertainty in
Washington. You know, we’re very, very
happy with the performance of our system
not only in financial terms, but in all of the
experiences that were delivered this year.

WCM: Give us an overview, if you would,
about the remarks you’ve been delivering
around the industry this year with regard to
a closer working relationship between the
campground operators and the RV industry.

Rogers: Yes, the campgrounds and man-
ufacturers and dealers need to put their
heads together to better serve the North
American camping public. There are oppor-
tunities for us to work together and assure
loyalty not only from the people we are al-
ready servicing, but to begin to attract more

of the 39.5 million people in the U.S. who
consider themselves to be active campers,
of which only 20% use an RV. There's an ab-
solutely huge market out there that we don’t
consider very often. If we could just chan-
nel some of our efforts in that direction 
it would help sustain the growth we are 
enjoying.
Peter Drucker (the Austrian-born writer

and professor often considered the father
of modern management) always said, ‘You
may not be able to predict the future, but
you can create it.’ And I’m a believer that
the message here has to be ‘If we team up
and put our resources together that we can
create a very sustainable and huge growth
forward.’

WCM: All of which, of course, plays into
your more wide-sweeping view of the out-
door recreation arena.

Rogers: Yeah, we have to think outside
the motorized or trailer business. We are in
the outdoor business and there are many,
many companies that are in that business
as well and we need to go knock on their
doors.
There’s work to be done just among the

three sectors of manufacturers, dealers
and campgrounds. But beyond that, there
are people who are making jackets and
shoes and bikes that ought to be part of this.

We have work to do to get them ori-
ented to the kinds of campers that
we’re serving and to the realization
that we provide an opportunity for
them to reach incremental markets.
This particularly applies to the His-

panic population. We know that the
population is changing dramatically
and we continue to be very domi-
nated by a white, Caucasian camper.
We’ve got to diversify. And everybody
in the outdoor business realizes this,
whether they are REI, Coleman or
North Face. There’s an opportunity 
for the brands on the RV side of 
that world to help contribute to that
diversity.

WCM: Your take on public parks
is refreshing, given the often-nega-
tive view of them held by some seg-
ments of the private campground
business.

Rogers:Well, I think that there are
two things that jumped out of that
(Harris Interactive) research that we
just concluded. One was that 53% or
so of our campers use tents, and we
as operators have to realize that if
we’re going to take care of our guests

that we look at their total experience.
We need to look at what they do in a

year, and in many cases it involves a visit to
a public facility. And, you know, that’s im-
portant because a public facility’s going to
offer them something that we may not be
able to due to location — Yellowstone,
Grand Canyon, the Redwoods and the state
parks. So, I think what we have to do is put
the guests we have at KOA at the center of
all we do. And if we can help them in reach-
ing that location (a public facility) or making
sure that they’re being cared for and that
they’re prepared for it, everyone will benefit
from it. If more people use our public facili-
ties, everyone will benefit.”

WCM: At last year’s KOA convention,
KOA introduced a bold new approach to
branding its parks, creating three different
categories for them based on a series of
specific criteria. Can you tell us how that’s
been going in terms of acceptance by your
franchisees?

Rogers: After two or three years of con-
sideration and research, we announced a
repositioning of our campgrounds. We con-
sider this to be guest-centric — meaning
that it’s driven by our customers, whom we

are talking to every day. We find there is an
opportunity to better define the expecta-
tions from the guest standpoint by reclas-
sifying our campgrounds in three
categories: KOA Journey, KOA Holiday and
KOA Resort.
Now, those are not in ascending order

but are based on the experience and ex-
pectation and delivery of the service. But
there’s no quality associated with it. It’s not
a ‘class system.’ You know, we tried for a
long time to create words that were more
related the experience than any level of
price or quality. With that, we have
launched, and we anticipate that by this
year's convention we’ll have 60 to 75 parks
that are moving into their categorization.
While we’re confident those early

adapters will create others that will follow,
I can tell you that the initial reaction has
been fantastic. In the interviews that I’ve
done, I’m saying that KOA has become
chocolate chip, rocky road and Neapolitan
— and everyone else is vanilla. Anyway,
you can go back in the hotel business 25 or
30 years ago and see how the categories
began to break out instead of everybody
serving everybody, where one size fits all.
We see a need in today’s world with ad-
vanced technologies that we have to be
clear about what we offer. Our categoriza-
tion is going to do that.

WCM: So, while this sort of approach is
new to the campground business, it’s not
new to the world.

Rogers: Yes. It’s new to camping, but it’s
very common in other kinds of businesses,
the hotel and casino business in particular.
If you think about where we are today, all
the different brands and levels of service
companies are providing up and down the
strip, we’re actually a little slow getting to
it. But we’re (KOA) the only ones that can
do it. And we’ve launched it.

WCM: What other messages do you
have leading into your convention that you
might want to relate to your franchisees
and the industry?

Rogers: The one thing we are trying to
elevate is our company-wide charity. We
have been 40 years with oncology camps
for children throughout North America.
Today we support 52 specialized oncology
camps for kids called KOA Care Camps. We
raise money all year. We are up to $500,000.
I just want to continue to try to find addi-
tional sponsors, do a better job reaching our
campers, kind of increasing the awareness
of this in the industry.
Every talk I give, I bring up KOA Care

Camps. There’s a need in America. There
are more kids that have cancer that we’re
trying to get outdoors, just like we’re trying
to get all kinds of kids outdoors every-
where. But the kids with cancer, there are
many, many more who would like to do it,
but the camps can’t afford the service. It’s
a very expensive process with the doctors,
physicians, nurses and facilities that are
required.
We are going to continue to add empha-

sis to this from KOA’s headquarters per-
spective and we’re trying to find additional
partners who will come forward and join us
in that effort.

WCM: We hear you’ve approached RVIA
in an effort to enlist their support.

Rogers: Yes, I presented to the RVIA
board meeting in Vancouver in September
asking for a proclamation or endorsement
of the KOA Care Camps program so that
when we talk to manufacturers they know
that RVIA believes it’s a good program. We
are working on drafting a letter indicating
that. I intend to do that with RVDA and
maybe someday even ARVC (the National
Association of RV Parks & Campgrounds)
– Sherman Goldenberg WCM

KOA—from page 3

KOA Convention Vendors

Anyone headed to the 50th Kampgrounds of
America Inc. convention in Austin, Texas, Nov. 20-
23 will get the opportunity to see these vendors
at the Austin Convention Center:
AGS/TXAD: (877) 518-1989; www.ags-txad.com
Alliance Laundry Systems: (920) 748-4308; www.speedqueen.com
American Hotel Register Co.: (847) 743-1258; www.koa.americanhotel.com
AT & T and HTC: (312) 206-6881; www.att.com/wireless/koa
Atlantic Service & Supply: (817) 422-1360; www.atlanticservice.com
BadgeWest Awards & Engraving: (406) 252-0444; www.badgewest.net
Bandit Wines: (866) 584-2697; www.banditwines.com
Beach House Logos: (908) 713-6305; www.beachhouselogos.com
Beaver Creek Candle Co.: (330) 509-8994; www.bccandle.com
Berg USA, LLC: (717) 625-2374; www.bergtoys-usa.com
Birdie Ball Inc.: (303) 432-3333; www.birdieball.com
Brabo Inc.: (305)-666-4466; www.BraboMagic.com
Camper Reservation Center: (605) 574-3405
Cavco Park Model and Cabins: (800) 622-8260; www.cavco.com
Chadwick Manufacturing LTD: (800) 732-4602; www.chadwickmfg.com
Check Box Systems: (866) 345-9434; www.4EZWiFi.com
Cinch To Hang: (301) 246-2436; www.cinchtohang.com
Colortime Crafts: (516) 377-8675; www.colortime.com
Commercial Recreation Specialists: (608) 848-8781; www.crs4rec.com
Confortaire: (901) 870-6980; www.confrontaire.net
Cookshack, Inc.: (580) 765-3669; www.cookshack.com
Crazy Creek Products: (406) 446-3446; www.crazycreek.com
Digitalway Services: (817) 454-7190; www.digitalway services.com
Doggie Deposit: (334) 218-3512; www.doggiedeposit.com
Dometic: (502) 873-3459; www.dometicusa.com
Earth Sun Moon Trading Co.: (888) 458-1687; www.esmtees.com
Education Outdoors Inc.: (231) 599-9956; www.educationoutdoors.net
Emerald FX LLC: (419) 663-3279; www.emeraldfx.com
Evergreen USA: (207) 777-1055; www.evergreenusa.com
Fireside Games: (512) 297-7057; www.firesidegames.com
Gattuso Distributing: (830) 620-1618; www.gattusodistributing.com
Gerber Manufacturing LTD: (800) 393-9923; www.gerbertables.com
Gold Medal Products Co.: (800) 543-0862; www.gmpopcorn.com
Graphic Imprints: (406) 256-0894; www.graphic-imprints.net
Grip On Tools: (616) 877-0000; www.gripontools.net
Illusions Custom Auto Graphics, Inc.: (574) 527-7075; www.illusionsgfx.com
In The Swim: (630) 447-6333; www.intheswim.com
Independence Bank: (800) 823-2274; www.ibyourbank.com
Jamestown Advanced Products, Corp.: (800) 458-0639; www.jamestownadvanced.com
John’s Welding LLC: (608) 372-2970; www.johnsweldingshop.com
KOA BDCs: (406) 254-7444; www.koa.com
KOA Care Camps Auction: (800) 678-9976; www.koacarecamps.org
KOA Care Camps Information Booth: (800) 678-9976; www.koacarecamps.org
KOA Facilities: (406) 254-7444: www.koa.com
KOA Kamp Green: (406) 254-7444: www.koa.com
KOA Kampsight: (406) 254-7444: www.koa.com

KOA Convention Vendors – continued on page 20

KOA Campgrounds
See Bump in Peak
Season Camper Nights
“Peak Season” camper nights were up in
most states and provinces for Billings,
Mont.-based Kampgrounds of America
Inc.’s nearly 500 parks, according to Mike
Gast, vice president of communications.
KOA measures its peak reservation and
registration season as falling between
May 3 and Sept. 8 and including all major
summer season holidays. WCM

There’s a new piece of Kamp-
grounds of America (KOA) nostalgia
available, with the release of KOA
and the Art of Kamping, a coffee
table book that centers around the
world’s largest campground net-
work.
The book, KOA chairman and

CEO Jim Rogers wrote in the fore-
ward, is an album of “KOA’s most
memorable moments, people, inno-
vations, trends and good times.”
The 104-page book draws from

the art displayed in the KOA Gallery
in Billings, Mont., where KOA got its
start.
It’s a collection of KOA’s art and

that of the authors, John Brunk-
owski and Michael Closen, who
worked with the KOA staff and a
Billings-based photographer to
gather the collection, spanning
North America and the decades
since KOA’s official start in 1962.

The book contains a detailed
timeline of KOA history, along with
a variety of marketing materials
from various KOA sites across the
continent.
The art ranges from photographs

and postcards to cartoons and
sculptures, from stained glass to
paintings on feathers, from a
Navajo blanket to salvaged-metal il-
lustrations.
The book was produced and is

being marketed and sold by Schiffer
Publishing, and can be purchased
at www.schifferbooks.com for
$29.99. The book is also available on
Amazon.com for $24.52. KOA Inc. is
donating 100% of any of its pro-
ceeds from sale of the book to ben-
efit KOA Care Camps for children
with cancer. WCM

New KOA and the Art of
Kamping Book Available
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KOA Marketing: (406) 254-7444: www.koa.com
KOA Marketing – Constant Contact: (406) 254-7444: www.koa.com
KOA Quickbooks: (406) 254-7444: www.koa.com
KOA Sales: (406) 254-7444: www.koa.com
KOAU Online and Work Kamper: (406) 254-7444: www.koa.com
KOMPAN Playgrounds: (800) 426-9788; www.KOMPAN.com
Kondor Model Products: (807) 474-1641; www.ultimate-parties.com
Leavitt Recreation: (253) 531-4470; www.irhinsurance.com
Liberty Graphics: (207) 589-4596; www.igtees.com
Magic Apple Technology LLC: (615) 425-7474; www.magicappletech.com
Markers Inc.: (440) 933-5927; www.markersinc.com
Matsil Family Outdoor: (973) 615-6737

Midwest Electric: (507) 345-2531; www.midwestelectric.com
Milbank: (816) 410-7309; www.milbankworks.com
Morgan Sampson: (925) 469-9233
M-Pak Inc.: (817) 710-7087; www.mpakpackaging.com
National Purchasing Partners: (206) 223-6872; www.nppfood.com, www.mynpp.com
Norazza Inc.: (716) 706-1160; www.norazza.com
Outdoor Insurance Group, Inc.: (303) 951-5057; www.oigcorp.com
Peak Energy Technology LLC: (888) 613-7775; www.peakenergytech.com
Pet Travel Center.com: (800) 384-1450; www.PetTravelCenter.com
Phelps Honey Wagon, Inc.: (800) 463-3707; www.phelpshoneywagon.com
Prairie Kraft Specialties: (406) 727-3192; www.pkscabins.com
Prime Karts & Recreation: (850) 475-0450; www.primekarts.com
QNC, Inc./Quik n’ Crispy: (972) 669-8993; www.q-n-c.com
Radz Brands: (503) 227-2226; www.radzworld.com
Rain Deck: (888) 445-7246; www.raindeck.com
Ramatex International: (973) 244-0029; www.ramaxinternation.com
Scrapbook Customs, Inc.: (801) 444-3828; www.scrapbookcustoms.com
Shades Under The Sun Inc.: (410) 247-8820; www.shadesunderthesun.com
Smart Industry Products: (847) 607-9319; www.smartindustryproducts.com
Smith Southwestern: (480) 854-9545; www.smith-southwestern.com
Southeast Publications: (800) 832-3292; www.southeastpublications.com
Spotlink: (858) 454-6420; www.spotlink.com
Sunland Specialties: (909) 608-7740; www.sunlandspecialties.com
Telamode Canada Inc.: (800) 263-2951; www.telamode.com
TengoInternet: (512) 469-7660; www.tengointernet.com
Texas Meter & Device: (254) 799-0261; www.texasmeter.com
The Evolution Dog Wash Co.: (970) 930-5330; www.evolutiondogwash.com
The Jump Pad LLC: (865) 387-5667; www.thejumppad.com
The Naked Bee: (888) 871-1811; www.nakedbee.bz
The Original Jumping Pillows LLC: (865) 221-2322; www.originaljumpingpillows.com
The Tower Company, Inc.: (920) 682-6091; www.towercompany.com
The Wifi Company: (877) 949-9434; www.thewificompany.com
Tie-Not, Inc.: (585) 869-5073; www.tie-not.com
Total Satellite Systems, Inc.: (954) 474-4922; www.totalsatellite.net
Trailmate: (941) 755-5511; www.trailmate.com
Tuff Coat Mfg.: (970) 252-9457; www.tuffcoat.net
Unilever: (704) 516-5622
Utility Supply Group: (360) 881-0375; www.go-USG.com
Vulcan Signs: (251) 943-1541; www.vulcaninc.com
Weber-Stephen Products LLC: (224) 836-2132; www.weber.com
Wilcor International: (800) 346-2345; www.wilcor.net
Wise Company, Inc.: (801) 383-1360; www.wisefoodstorage.com WCM

KOA Convention Vendors—from page 18

www.lcnoutdoors.com
mailto:brian@ekoice.com
http://ownakoa.com
mailto:franchisesales@koa.net
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VENDORSCAPES
With this issue of Woodall’s Campground

Management taking a look at pet-friendly
campgrounds, here’s a sampling from a few
companies as to what’s out there for your 
animal-loving customers:

While the line-up of products from
Jamestown Advanced includes pet waste
disposal items and pet park benches, com-
pany representatives say the hot wave to
ride is in the “fast-growing sport” of agility
training. The company now carries a full
line of obstacle course and training equip-
ment designed to American Kennel Club
(AKC) specifications, the latest being its

new tire jump.
“Our customizable tire jump is causing

many campgrounds to take notice with its
sturdy construction and aesthetically pleas-
ing design,” said Campground Sales Man-
ager Shari Eckman, who noted it’s also
height-adjustable to accommodate dogs of
various sizes. 

Other such implements include weave
posts, plank wall jumps, agility hoops,
high wait tables, hurdles, and agility walks
and hoops, with many equipment items
being personalizable. Eckman said the
whole line has been so popular, the com-

pany has created
park equipment
package sets.

According to
the company, all
Jamestown Ad-
vanced pet park
products are
made in the
USA, are easily
assembled and
are built to ac-
commodate dogs
of all sizes and
life stages for a
wide range of en-
joyment for their park owners’ camper cus-
tomers. For more information on the full
product line, call (800) 452-0639 or visit
www.JamestownAdvanced.com.

* * * * *
Intelligent Products Inc. (IPI) produces

Mutt Mitts, a pet waste disposal system that
is currently used by more than 5,000 parks
nationwide and several hundred camp-

grounds. The pet owner
takes a Mutt Mitt bag
from the dispenser, puts
it over their hand, grabs
the pet waste and then
turns the bag inside-
out to contain the
waste for disposal in
the receptacle. 

IPI’s activity has re-
flected the increased
number of campers
bringing pets with
them, according to rep-
resentative Emily Rom-

bach. “We have seen a rise in demand slowly
climbing over the past few years,” she said.
What makes Mutt Mitts distinctive, IPI says,
is the degree to which they are “environmen-
tally responsible.” While the Mitt is a plastic
bag, it’s said to be 100% biodegradable and
breaks down fully in landfills while still pro-
viding containment for waste bacteria. The

company also recently introduced the Bio-
Mitt, a 100% compostable pet waste pick-up
tool that’s specifically designed to be com-
posted in a commercial facility. Retailers and
distributors interested in selling Mutt Mitts
can inquire at (800) 543-4921 or
flexiusa@flexiusa.com. 

* * * * *
Pet Gear Inc. distributes items such as

booster seats safe for car travel and approved
for airplane use, as well as steel and soft-
sided crates in a variety of sizes. Most of the
company’s products cater to cats and smaller
dogs. Owners can cart their furry tots
around in pet-dedicated messenger bags,
rolling suitcases, strollers (separately-pur-
chased protective weather covers keep pets
dry in drizzle), even baskets that attach to a
bicycle’s han-
dlebars.    

According
to owner Todd
Jakubowski,
Pet Gear defi-
nitely has
camper cus-
tomers. “I
know retailers
do buy our
product and
service people that go camping,” he said. For
instance, older or smaller pets who need a
little boost getting in and out of an RV can
choose a set of stairs or a ramp in various
heights and grades. Meanwhile, Pet Cots are
used to keep pets up off the damp ground
and away from insects.

Jakubowski said the octagon-shaped
Travel Lite Soft-Sided Pet Pens are also a pop-
ular item among outdoor industry consumers
for the added element of overhead protection
— something owners of domesticated pets
need to be concerned about in a setting where
wild animals may see their pets as prey. Re-
tailers who would like to carry these products
can sign up online at www.PetGearInc.com
or call (802) 438-2231. 

* * * * *
Pet owners who enjoy a more rustic

camping experience will find plenty to put
in their back-
packs — plus
the backpacks
themselves — at
EzyDog, a unique
Idaho company
which has en-
joyed a surge in
the popularity of
its products that
are made to help

both owners and pets get more out of the
great outdoors.

The company’s original claim to fame —
and still one of its most popular products —
is adjustable seatbelt restraints for in-vehicle
use that clip directly to its harnesses. But the
company has seen a surge in not just taking
their pets with them more often, but equip-
ping the pets almost as much as themselves.
An EzyDog backpack is for the dog to wear
so he can carry his own gear, perhaps a col-
lapsible water dish, or a life vest should he
find a nice watering hole. Products like these
are made from neoprene, EVA, ripstop and
other materials for ruggedness and durability
that consumers are used to seeing in sporting
goods stores. Stores can get information
about obtaining EzyDog products at 877-
3EzyDog, info@ezydog.com or the wholesale
section at www.EzyDog.com. WCM

Jamestown Advanced
Tire Jump

IPI Mutt Mitt

EzyDog Summit Backpack

Pet Gear Travel Lite 
Soft-Sided Pet Pen

www.hialeahmeter.com
www.bookyoursite.com
www.rvia.org


Campground Overview
Name: Pierceton Jellystone Park
Address: 1916 N. 850 E., Pierceton,
IN 46562
Number of sites: 1,200, with four
cabins and 125 sites available to
transient campers
Physical description: About 200
wooded acres on a lake, surrounded
by farmland
Season:May  to September
Rates: Overnight site: $32.95-
$149.85; Comfort Cabins $150-$285
Professional Affiliations: California/
Nevada KOA Owners Association;
Cal ARVC; Santa Paula Chamber of
Commerce; and Heritage Valley
Tourism Bureau
Website: www.piercetonjellystone
.com or www.campjellystone.com
Contact information: (574) 594-2124
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Pierceton Jellystone Park — Largest in Chain — Marks 42nd Year

censes, whatever. You can launch your
boats there or rent one,” Hines noted. “And
we have a sandy beach roped off for swim-
ming.”

Pierceton Jellystone also boasts two

heated swimming pools, playgrounds,
courts for volleyball, basketball, shuffle-
board, horseshoes and tennis, a baseball
field, miniature golf and a game room, plus
a restaurant that Hines said is renowned for
its hand-breaded fish-fry special. 

Another key ingredient that Hines said
really brings in the crowds is the park’s

stone is a residential property that provides
locals and day-trippers with short-term en-
tertainment. That leaves the question: Who
does camp at the Pierceton Jellystone, and
how did it become so resident-heavy? 

Hines said it’s because the park is a
place centered on families. “We have Yogi
and Cindy and Boo Boo that live here, and
then sometimes Ranger, too,” she said, de-
scribing the many kid-friendly crafts and
activities conducted or attended by those
characters throughout the season. “We
have a lot of people that come in because
they know their Jellystones.” 

As to why so many have gravitated from
camping at Pierceton Jellystone to living
there, she has an educated guess about
that, too, and it’s a continuation of the
same thought. “A lot of people have come
back to buy in here because their grandpar-
ents owned a place in here and they used
to come and visit, and now they want to
come back and bring their kids to enjoy it,
too,” she explained. “I think it’s part of the
fact that we’re just a family oriented park.”
—Barb Riley WCM

CAMPGROUNDPROFILE

jam-packed entertainment schedule.
Events are held continually all summer,
often aligning with a weekend theme —
such as 1950’s sock hop, Wild West, rib
cook-off, Fairy Tale Festival and sports tail-

gating — while attendees can enjoy con-
certs performed regularly in the adjacent
bandstand and at the pavilion where gospel
musical groups lead Sunday services, each
bringing in a couple hundred attendees, ac-
cording to Hines. 

“Sometimes we have a carnival or a flea
market or maybe a car show; whatever we
have, there’s plenty of room to have it,” she
explained, indicating an expansive field out
front. That field can also double as an
emergency transportation outlet, being
rated as a landing site for medical helicop-
ters and sporting a donated fire truck. 

But what really packs the place, Hines
noted, is the holiday fireworks display,
launched from a pit area down the road
from the park entrance and visible from
just about anywhere on the property. “We
have one of the best fireworks displays in
the state. People come from Chicago and
Indianapolis to see it, and they say the fire-
works here are the best,” she said. “We
probably have close to 20,000 people in
here on a holiday weekend.”

For the most part, the Pierceton Jelly-

With more than 70 parks in Yogi Bear’s
Jellystone Camp-Resorts chain, managed
by Leisure Systems Inc., each Jellystone
works to differentiate itself. 

Pierceton Jellystone Park, in Pierceton,
Ind., doesn’t have a hard time doing that:
It’s the largest Jellystone in the chain. 

The park is currently celebrating 42
years as an LSI campground — though it
might not be what you’d expect: While
there are about 1,200 sites at the Pierceton
Jellystone, only about 125 of those, and
only four cabins, are available to campers
passing through. Seasonal campers occupy
all the rest.

“We property owners are the park’s
owners,” said Karen Hines, a 25-year res-
ident who is in her 13th year on the em-
ployee roster (which tops out at about 50
during peak season) as a registration clerk.
“Practically all of our employees are own-
ers, so we like to work here because we
enjoy the park.” 

The locals enjoy it, too, though many of
them just come to take advantage of the
amenities for the day and return home at
night. 

Those amenities are a huge draw, partic-
ularly the waterfront access to Ridinger
Lake, located near Warsaw, Ind., in a lake-
filled area of north-central Indiana about
45 minutes south of the Michigan state
line.

“We have a boat slip down by our beach
which sells pop, ice cream, bait, fishing li-

Yogi Bear is highly visible to visitors and
residents alike at Pierceton Jellystone Park.

A family focus is one of the secrets to the
success of Pierceton Jellystone Park, the
largest park in the chain managed by LSI. 

Families enjoy one of the two heated pools
at the park. Other amentities include volley-
ball courts, shuffleboard and miniature golf.

www.redrovercamping.com
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Call today for a brochure:

1.800.944.0240
www.yurts.com

Cottage Grove, Oregon The Original Modern Yurt

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

IMHA-RVIC has a unique position,
since the organization operates in the
state where most recreational vehicles in
North America are built. That gives the
association easy access to the ears of law-
makers on the state and federal levels,
Bowersox said.

Tax Confusion Over Park Models
Bowersox said his association’s

unique access led to the Recreation Ve-
hicle Industry Association (RVIA)
asking for IMHA-RVIC’s help “in mak-
ing some adjustments at the federal
level in the definition of park model RVs
in clarifying that those aren’t houses,”
Bowersox said.

Sims said that across the country,
“We’ve seen every little jurisdiction,
whether it be a city, town, county — in
many cases, states — that are trying to tax
these as real property rather than personal
property, as they’re intended to be.

“When they look at a park model, they
see a manufactured home and don’t un-
derstand the RV classification. I think one
thing RVIA did to assist us was changing
the name from ‘recreational park trailer’
to ‘park model RV,’” he said.

Still, in Indiana the tax situation can be
confusing, Bowerox said. “It’s been pretty
brutal.”

Several years ago Indiana introduced
property tax caps — but legislators
didn’t streamline local government, leav-
ing governments searching for more cre-
ative ways to collect money. “So now
what we’re seeing, generally speaking, is
less problems at the state level with
funding mechanisms, but more trouble
at the county and local level. We’re see-
ing fees and fines and permits and appli-
cations, and anything that they can
manipulate, they manipulate,” Bowersox
explained. “That shed at your campsite
was maybe a $3,000 shed and assessed
at 2%, but maybe now they say it’s a
$3,500 shed and they assess it at 2.5%.
So there are regulations on where they
come up with their valuations, but no
cap on rates on personal property.”

Because of the situation, Bowersox
said he’s been trying to educate tax offi-
cials. He recently gave an address at an
Indiana county assessors’ convention
and told them, “This is an RVIA seal. If
it has this on it, you cannot assess it.
This goes to the BMV,” or Indiana’s Bu-
reau of Motor Vehicles, which handles
all vehicle taxation in the state. He did
the same with the seal of the former
Recreational Park Trailer Industry As-
sociation (RPTIA) and the new RVIA
park model seal. 

Afterward, he said, an assessor ap-
proached him and said, “I send out bills
anyway. All these RVs that don’t have cur-
rent license plates on them, they should
be paying something, so I send them a
bill.” When Bowersox replied that by
state law, assessors should defer to the
BMV and not go through campgrounds
looking for units to assess in that manner,
the assessor was unmoved and repeated
his intention to continue the practice.

Bowersox said that while assessors
should not incorrectly tax park model
RVs, campground owners must correctly
title them through the BMV because In-
diana is serious about collecting its right-
ful taxes on those items. “The state’s
looking at numbers and they figure
there’s $800 million out there in back
taxes that are due from people that
haven’t titled what they should.”

The campground owners shared sto-
ries about other state laws and regula-
tions. Some told their stories about
exponentially increased fees

One campground owner said his yearly
storm water run-off fee soared from $250
to $2,600, making him furious leading to
a battle with the county over that fee.

Alphabet Soup of Federal Regulations
While some regulations vary from state

to state, others affect all owners and op-
erators in the United States, and those
were a big part of Indiana’s meeting.

The jumble can be confusing: ADA,
FLSA, OSHA, PPACA, I-9, or the Amer-
icans with Disabilities Act (ADA), the
Fair Labor Standards Act (FLSA), the
Occupational Safety & Health Adminis-
tration (OSHA), the Patient Protection
and Affordable Care Act (PPACA, more
commonly known as Obamacare), and
U.S. Citizenship and Immigration Serv-
ices form I-9 for employment eligibility
verification.

“The I-9 is the number-one audited
item right now by our federal govern-
ment,” said Kelly Jones, the keynote
speaker and director of franchisee de-
velopment for Leisure Systems Inc., the
company that franchises the Jellystone
system.

“It’s the easiest audit for them to do
and it encompasses the steepest fines,”
she said, describing the depth of detail re-
quired in filling out and even storing the
forms: There is a 70-page manual on fill-
ing out the one-page document, and au-
ditors can levy large fines just for finding
I-9s in a personnel file rather than being
kept in a separate file system, thanks to
privacy laws.

The second-most audited item, she
said, is the FLSA, which still largely re-
sembles its original form from 1938. “Ob-
viously, nothing has changed in the way
we do business or work since then,” she
quipped, listing several ways some rules
in this federal mandate may actually vary
from state to state. “Clear as mud, right?”  

Jones urged campground owners to
seek knowledgeable assistance to help
them stay ahead of rapidly morphing reg-
ulations — or stay in compliance with
those long overdue for update. 

Jones also urged campground opera-
tors to stay informed about legislation.

“I was looking at an ARVC study that
said close to 80% of all campground own-
ers perform their own (human resources).
With all the sweeping changes lately, es-
pecially on the federal level, honestly, you
could not pay me to handle my own HR
right now.”  

Indeed, federal regulations have Indi-
ana campground and park owners wor-
ried, with many concerns surrounding
ADA compliance.

As Sims went through his review of
more than 10,000 pieces of proposed leg-
islation and regulations — which he
called a “frontal assault “ on small busi-

ness — he mentioned an upcoming item
that raised red flags: The proposed devel-
opment of guidelines for ADA-compliant
campsites.

“I saw that in a piece of legislation, and
I called that senator’s office and said,
‘Would you please tell me what that
means?’ Well, they didn’t even know what
it meant, but they put it in,” he said

Sims promised to follow up and make
sure that when the proposal is discussed,
ARVC is “at the table in position” this
time. “I don’t think we can circumvent it,
but hopefully we can make it something
that works for everyone concerned.”

Bowersox was taken by surprise. “That
was the first time I’ve heard about an ADA
campsite, whatever that’s supposed to
mean,” he said.

Even what’s known about ADA com-
pliance is difficult, and campground own-
ers expressed fear of lawsuits, which
could come from anywhere.

Jones said, “You have to remember that
it’s a civil rights law. It’s not a building
code. They have code guidelines but it’s a
civil rights law, so anybody can bring a
lawsuit. Anybody.”

Bowersox said the campground indus-
try is at risk just like the rest of the hos-
pitality industry. 

“There are news stories of handi-
capped people just calling hotels and say-
ing, ‘Do you have a pool lift? No? Okay,
you’re on my list of people to sue.’ That
kind of stuff is going on,” Bowersox
warned, “so I can’t tell you whether that’s
a genuine customer or someone just look-
ing to get into your pocket. I don’t know
the answer to that.”

The owners expressed frustrations
over the 2010 revisions to the ADA,
which led to confusion and costs.

Maintaining Member Communications
Sims invited ARVC members to visit

www.arvc.org to see his new section de-
tailing his top 10 legislative issues RV
park owners need to watch.

Matt Rose, IMHA/RVIC director of
recreation vehicles, detailed IMHA-
RVIC’s promotional efforts for members,
including work at RV shows, which in-
cluded a new one in Elkhart, Ind. in 2013.
“We’re looking forward to growing that
show and incorporating more camp-
grounds into that,” said Rose.
Mike Dukehart, IMHA-RVIC’s mar-

keting coordinator, reported on the ex-
pansion of IMHA-RVIC’s websites and
social media use, citing a growth of the
group’s Facebook friends and followers
from 88 to 459 over the last year-and-a-
half. “Before, we were lacking in regular
posts about our members, our association
and everything else,” he said. 

Now posts include features such as
“Maintenance Monday” and “Travel Tips
Tuesday,” with a spotlight on a camp-
ground and an RV dealer each week. 

The organization also manages two

websites, IndianaRVLifestyle.com and
CampingIndiana.org. The former was
recently updated with more content and
better organization, Dukehart said, to
make it a “much more powerful tool to
help consumers find what they’re looking
for” and remove information and layout
gaps. “If people saw a lot of blank picture
spots, it made the site feel incomplete and
amateurish-looking,” he said, encourag-
ing attendees to send him photos or other
content to make their campground pages
more enticing to visitors.

“Every Wednesday when we highlight
a campground on Facebook, that camp-
ground then gets three times as much
traffic through the IndianaRVLifestyle

website,” Bowersox added, saying mem-
bers should be taking more advantage of

traffic spillover potential by linking back
to these sites from their own campground
websites and Facebook pages.

“We built this IndianaRVLifestyle
page really for only one reason, and that’s
to drive traffic to your websites and your
businesses,” Bowersox explained. “The
lawmaking and the government relations
efforts we put in, you guys are paying for
that on behalf of all the campgrounds
throughout the state of Indiana, mem-
bers or not, and those affect and change
all of you equally. So we’re always look-
ing for something we can restrict to the
dues-paying members of the association,
and this website is a good example of
that.”— Barb Riley WCM

IMHA/RVIC—from page 3

Kelly Jones

Jeff Sims

Matt Rose

www.dogipot.com
http://southeastpublications.com
www.keystonekabins.com
www.yurts.com
www.campgroundmanager.com
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10% discount

Bigelow of Gammy Woods Family Camp-
ground outside Lake Isabella, Mich., who
noted that “we’ve doubled since last year.”

Nancy Schlickau of Indian River RV Re-
sort said the season was “really good all
the way to the end. It was better than ever.
Every year's better.”
That growth, of course, doesn’t come

without growing pains.
Wilcox said it’s a good thing Gateway

Park had an excellent year, because it also
was his biggest year ever for mainte-
nance. “The park is 40, 50 years old. We’re
constantly upgrading this, upgrading that,”

he said.
In fact, during the cracker barrel discus-

sion at the conference, upgrades were a
major topic. As more and more guests trend
toward longer stays using trailers and mo-
torhomes with higher electrical demands,
the Michigan group swapped tales about
dealing with sewage and handling electri-
cal upgrades for campgrounds with 30-amp
sites and 50-amp customers. They talked
about whether electrical meters make
sense on individual sites.
“Our customers are wanting far more

amenities,” with more and more demand for
concrete pads and full hook ups, Wilcox
said. Primitive sites seem to be less in de-
mand, he said, because “a lot of the tenters

go to the state parks.”
Cordray added, “we are customer

driven. Customer expectations have ratch-
eted up and changed over the years.” 
Many of the changes campground own-

ers make are taken for granted by campers,
he noted. “Campers today, they have no
idea how much money is in the ground.” Of
course, those investments have helped pri-
vate campgrounds offer amenities much
faster than public campgrounds, he said.
“That’s one of the ways we’re able to dif-
ferentiate ourselves.”

Wendy Wolfinger, a member of the sec-
ond-generation of family owners of Green-
wood Acres Family Campground in
Jackson said, “Each year we’re growing.
We’re adding in a new rec center complex”
for their 1,160-site campground. Their re-
cent and planned additions include tennis
and basketball courts, a pavilion and com-
munity fire pit. They’re also upgrading their
9-hole putt-putt course and turning it into an
18-hole course. “We put a lot of money into
it each year,” she said.

Jamei Wolfinger, a member of the third
generation in the family business, said, “We

enjoy it. It’s really they only thing I know. I
wouldn’t change it, trade it for anything.”
Steve Hall of the Traverse City camp-

ground said he and Dawn now have their
son working for them as the campground’s
marketing manager. “People don’t realize
how the internet can affect things,” he said.
Of course, good old-fashioned word-of-

mouth can make a difference.
Bigelow just finished her second season

as owner of Gammy Woods. She’s trying to
overcome a reputation that declined under
the campground’s previous owners, and
“trying to get the word out.” She spent a lot
of time on developing activities this year,
which helped lead to a season twice that
experienced last year.
She’s also looking at future expansion,

but isn’t ready to take the plunge just yet. 

ARVC Michigan—from page 3

While the fall gathering of the Michigan
Association of RV Parks and Campgrounds
(ARVC Michigan) came soon after the fed-
eral government’s partial shutdown ended,
the shutdown wasn’t a major topic of con-
versation.
Part of it was timing. The Oct. 1 start of

the shutdown happened at the same time
some Michigan campgrounds and RV parks
started to close for the season.
“It was no impact for me, because it was

at the end of the season for us,” said Carl
Laming of Totem Pole Park LLC in Peters-
burg, Mich. “That’s unique about this part
of the country — everyone closes for the
winter.”

Dave Cordray, ARVC Michigan’s new
president, said despite all the media atten-
tion to the shutdown, “did that show up on
our radar screen? No.”
While Laming expressed frustration with

back pay given to federal employees fur-

loughed during the shutdown, Cordray’s
frustration was with federal employees
going out of their way to close a river ac-
cess point near his White River RV Park
and Campground in Montague, Mich.

Tim Wilcox, who ended his term as
ARVC Michigan president right after the
shutdown ended, said the organization’s
owners saw no real impact. “I haven’t
heard anybody complain, and it didn’t really
affect us” at Gateway Park Campground in
the south-central part of the state.

Steve Hall of Holiday Park Campground
in Traverse City said, “we might have had
some positive growth because there are na-
tional parks up by us that shut down. It def-
initely didn’t adversely affect us,” though
any positive impact was limited to a handful
of campers, he said. It was the same story
for his brother-in-law, who operates a
Kampgrounds of America campground in
the Traverse City area, Hall said. WCM

Michigan Campground Owners Saw Little 
Or No Impact From Federal Shutdown

Cordray said that since his parents got
into the campground business, “I think that
as a whole, our industry is evolving into a
more professionalized approach to things.
That’s encouraging.” 
Even though it takes more and more in-

vestment to make campgrounds work,
there’s a bright future for the industry, Cor-
dray said. “We have the aging population,
and we have young families that embrace
camping.

“The challenge is
continuing to adapt to
customer expecta-
tions,” he said.
That’s true for the

state association, which
has seen a bit of a mem-
bership decline over the
last couple of years,
Wilcox said.
With the trend to-

ward more profession-
alism comes more
expectations camp-
ground owners have for

their state association, said Wilcox. “The
days of getting together and telling jokes
are over. People want to come and want to
know what we can do to help them. And
that’s not a bad thing.”
Cordray said as he takes the reins, “I’m

excited. I think we have some good things
on the horizon for our membership.” ARVC
Michigan hired its first executive director,
Lori Tews, a year ago, and while their mem-
bership meeting is private, they’re making
a concerted effort to stick to the associa-
tion’s mission to help its members.
Wilcox said that despite the changes to

the campground industry, “Everybody in
this industry is giving and will help you out
as much as they can.
“It’s a great business. It’s rewarding, but it’s

hard,” Wilcox said.— Justin Leighty WCM

Tim Wilcox

Most attendees at the 2013 ARVC Michigan conference reported
record-setting visitor nights at campgrounds across the state.

tained. And there must be some sort of
water element — a pool, lake, river or
ocean. Also, there must be good signage
and graphics so that people will be able to
find their sites at night.
“Our goal is to have the same level of

consistency among our members without
requiring a park to be a ‘cookie cutter.’
They can have their own attributes and
amenities, but they must have certain
standards to be a Cruise Inn member.”
Requiring parks to be renamed Cruise

Inn is critical to the success of the organ-
ization, Anderson said. “That’s the best
way to communicate to a consumer that
those standards are there,” he said.
“One of the things I love about the

campground industry is the independence
of the parks. Changing the name will be the
easy part. The concept of their being part
of a group will be the most difficult. If we
can prove the business proposition, I don’t
think changing their name will be a hin-
drance.” — Bob Ashley  WCM

Cruise Inn—from page 4

States, Cities Paid For National Parks to
Remain Open During Federal Shutdown

The Arizona town of Tusayan, on the
southern rim of the Grand Canyon, has 558
residents and 1,000 hotel rooms. And it
raised $350,000 to reopen temporarily
closed Grand Canyon National Park dur-
ing the partial federal shutdown in October,
the Wall Street Journal reported.

”The reason we exist is the Grand
Canyon National Park. This closure is dev-
astating,” said Greg Bryan, Tusayan’s
mayor and general manager of a Best West-
ern hotel, during the governmental shut-
down. The town offered to fund a partial
reopening of the park that would allow vis-
itors to drive through on a main road and
stop at overlooks.

In Wisconsin, officials kept seven feder-
ally subsidized state-owned forest, wildlife
and recreation areas open, even after receiv-
ing instructions from the federal Depart-
ment of the Interior to close them. The state
lands depend on federal funds for 18% of
their budgets, or $701,000 total.

”I really don’t think it is a defiance, but
fulfilling our obligations,” said Cathy
Stepp, an official with the Wisconsin De-
partment of Natural Resources, which
administers the state properties. “We are
doing everything we can with social media,
radio outlets and news to get the word out
that we’re open. The calls are coming in like
crazy — people are planning to come here
with camping trips every year, reunions.”

The federal government initially turned
down Republican South Dakota Gov.
Dennis Daugaard’s offer to keep the
Mount Rushmore National Memorial
open with state workers. The National Park
Service told state officials that it was 
required to use federal employees, not state
employees, at the monument, and that
opening Mount Rushmore would set a
precedent to open the other federal parks.

“It makes sense for the federal govern-
ment to shut things down because there
isn’t funding available, but it doesn’t make
sense to close something because they are
trying to make a point,” said Tony Ven-
huizen, a spokesman for the governor. 

Ultimately, South Dakota paid the 
National Park Service to reopen Mount
Rushmore during the shutdown, according
to the Washington Post.

According to the Wall Street Journal, Fed-
eral officials initially rebuffed offers from

Arizona state and local officials to pay for
reopening at least a portion of Grand
Canyon National Park. Republican Gov. Jan
Brewer at first released a statement saying
her state “cannot afford to bail out the fed-
eral government,” but then offered to use
state funds to reopen the park. Brewer, Ari-
zona House Speaker Andy Tobin and Ari-
zona Senate President Andy Biggs sent a
letter to Obama asking that he immediately
reopen the Grand Canyon, or least make it
possible for state and private funding to 
reopen the park.

“Beyond the legal constraints involved,
it would not be appropriate or feasible to

open some parks or some parts of parks
while other parts of the National Park Sys-
tem remain closed to the public,” said Na-
tional Parks Service spokesman Mike
Litterst, days before the Obama adminis-
tration changed course and allowed several
states to reopen national parks and monu-
ments for the duration of the shutdown. 

Utah was the first to pay to open its na-
tional parks. Colorado pitched in to reopen
Rocky Mountain National Park, and New
York paid to reopen the Statue of Liberty,
the Washington Post reported. 

The Wall Street Journal said Tusayan
business owners kicked in $150,000 toward
the Grand Canyon park’s reopening. The
town council voted to contribute $200,000.
In Arizona the attraction is an anchor of the
state’s tourism industry, which last year ac-
counted for $19 billion in spending and 7%

of tax revenue, according to a state tourism
report. The attraction creates 12,000 jobs
and tourists spend $1.2 million a day on
businesses there, according to Rep. Ann
Kirkpatrick, who represents the district
that includes the canyon.

Neighboring Utah, the first state to pay
to reopen its national parks, lost $30 mil-
lion in tourism revenue during the shut-
down, the Associated Press reported. In
Wyoming, home to Yellowstone National
Park, officials talked to the National Park
Service about finding an alternative source
of funding to keep operations running, said
Renny MacKay, a spokesman for
Wyoming Gov. Matt Mead. ”The closure
of national parks and monuments in
Wyoming creates a significant economic
hardship on many small businesses in
nearby communities,” he said. WCM
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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

Edgewater Resort, Soda Bay on
beautiful Clear Lake, CA
402 Feet of Lake Front, Fee Owned Land, 61 RV
Sites, 7 Cabins & House, 10% Cash Flow, Club-
house, Pool, Beach, Pier & Boat Slips. $1,500,000
with Long Term Fixed Rate Seller Financing

Indian Paintbrush RV Resort
Development, near Palm Springs, CA
250 Mostly Completed RV Sites, Snowbird RV
Destination, Located in “California’s Spa City”
Clubhouse, Pool, Spa, Gated Entry, Development 
Fees & Completion Needed. $2,000,000

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
10 Income Producing Properties starting at $445,000
QUALIFIED BUYERS WANTED... Sellers are motivated!!

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

10 Listings motivated sellers with financing 1Sold
1Pending

“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

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:
520-560-4313
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For Sale – Opportunity for campground build out
New Hampshire – Mt. Washington Valley
8.9 Acre site with detailed expansion plans for camp/
RV campground with 40 income producing sites.

Consists of ten year-round cottages, 
small convenience store operation, 1080 sf 

building used formerly as a snow mobile rental
business. Strong 4 Season recreation area –
High traffic, great potential. $395,900.00
http://commercialprop.isnow4sale.com

Select Real Estate, Steven H. Steiner, REALTOR
Cell 603-733-6696 • Office 603-447-3813

FOR SALE
Shipshewana Campground 
& Amish Log Cabin Lodging

Northern Indiana Amish Country.
13 acres, 51 sites, 18 cabins, custard
stand. Maintenance bldg., two
bath houses, pavillion. Excellent
park & well maintained. $950K

Call (260) 350-4589

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

Don Dunton
One of America’s most experienced
Campground Brokers

M E  -  N H  -  V T  -  N Y

With Sales this Summer and
Three currently Under 

Agreement for Closing by the
end of January, the DEMAND 
is back, here in the Northeast!

138 SOLD!

Thinking of Selling?
May we serve you?

www.BuyaCampground.com

Don@BuyaCampground.com
RE Broker/Campground Specialist
603-755-3944  Milton, NH

Branson Campground
79 full hook-up sites
6 Villas, 2 apartments

Reunion Hall, game room, 
camp store, lg. pool + more
13 developed of 45 acres
$1,500,000 ask for Cheryl

417-332-0006 
cherylrials@gmail.com 

Established Southwest Colorado
Mountain RV Park, Motel Units, 
Cabins, Owners Residence and Jeep
Rental Business located in well know
Colorado Mountains Historic Steam
Train Destination.

Magnificent Views of Mountain Peaks 
& Waterfalls. Great Opportunity for 
additional Cabins and Motel Units.

THE HARRY A. LOWE AGENCY, INC.
Contact: Dennis 970-318-8481

CAMPGROUND INVESTMENT OPPORTUNITIES CAMPGROUND INVESTMENT OPPORTUNITIES

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!

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

RV PARK SERVICES
FILL THE PARK. COM 
Featuring “Inside The Park” – the
free monthly on-line magazine with
tips and ideas on getting more
guests to stay at your park!
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CALENDAR OF EVENTS

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

MARCH 2014

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
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upload a small number of subscribers
and test the product. I’d suggest you
choose two or three EPSs to test. Create
a list of folks in your company or
trusted connections and give the pro-
grams a run through, gathering user
feedback as well as working through the
features you find important.  A strong
word of caution: If you are currently
with an ESP and considering a move to
another, it is critical to download your
subscriber list(s), reports and anything
else that you feel is important to have.
Once you close your current ESP ac-
count your data will no longer be avail-

able to you.  There’s nothing mysterious
or psychic about email marketing.
Study upon study tells us it’s one of the
most cost-effective ways of marketing
your business. Choose a strong partner,
make a detailed plan — and start taking
advantage of this old-school modern
marketing tool. No crystal ball required.

Evanne Schmarder is the principal at
Roadabode Productions. She conducts
digital marketing/social media diagnos-
tics and tune-ups, develops content strat-
egy and marketing plans, is the co-author
of “Unconventional Wisdom Works,” and
takes extreme pleasure in raising the pro-
file of the outdoor recreation industry.
Contact her at evanne@roadabode.com
or (702) 460-9863. WCM

Modern Marketing—from page 8 Board Issues Final Guidelines for 
Federal Outdoor Recreation Sites
On Sept. 26 the U.S. Access Board

issued new accessibility guidelines
for outdoor areas developed by the
federal government, according to
the California Association of RV
Parks & Campgrounds (CalARVC).
The new guidelines will become ef-
fective as part of the Architectural
Barriers Act Accessibility Standards
on Nov. 25
CalARVC notes that the guidelines

are only for federal recreation sites,
and it will be several years before
commercial businesses will have to
comply with the guidelines.
The guidelines provide detailed

specifications for accessible trails,
picnic and camping areas, viewing
areas, beach access routes and
other components of outdoor devel-
oped areas when newly built or al-
tered. They also provide exceptions
for situations where terrain and
other factors make compliance im-
practicable. 
“The board is eager to release

these guidelines, which were long in
the making, to explain how access to
the great outdoors can be achieved,”
said Karen L. Braitmayer, chair of the
access board. “The greatest chal-
lenge in developing these guidelines
was balancing what’s needed for ac-
cessibility against what’s possible in
natural environments with limited de-
velopment.” 
Requirements for trails, outdoor

recreation access routes, and beach
access routes address surface char-
acteristics, width, and running and
cross slopes. 
Exceptions are included under

certain conditions. Departures are
permitted where compliance is not
practical because of terrain or pre-
vailing construction practices. Ex-
ceptions are also recognized where
compliance would conflict with man-
dates such as the Endangered
Species Act and other laws or where
it would fundamentally alter a site’s
function or purpose. WCM

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

