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Steve Anderson, president of
Workamper News Inc., told an audience
at Workamper Rendezvous that living in
a motorhome is a way to have a “phenom-
enal backyard.”

“Thousands of folks are out there doing
it,” he said at the rendezvous on Oct. 23
in Heber Springs, Ark. “It’s the only way
to see America.”

Anderson would know. He and his wife
sold their house made of “sticks and
brick” in Heber Springs to became full-
time RVers in September. However, he was
no novice to the lifestyle, as Workamper
News is a publication dedicated to helping
full-timers find work while traveling.

License plates on the cars and mo-
torhomes in the lot at the Heber Springs
Community Center where the rendezvous
was being held reflected a U.S. map. The
135 or so attending were from Iowa, Mis-
souri, Tennessee, Pennsylvania, Texas and
North Carolina, as well as Wisconsin,
Washington and Oregon.

Anderson, serving as one of nine guest
speakers, gave a presentation titled Living
Your RV Dream: The Lifestyle You Want.

“The majority of you are dreamers,” he
said. RVing full time, he noted, is not for
everyone. “To do it, one must have a burn-
ing desire, an itch you keep scratching at,
but it continues to itch.”

He suggested that at least a one-year
planning period be implemented prior to
becoming a full-time RVer. If an RVer has
a partner, the first step is to make sure
both partners want the traveling lifestyle. 

The second step, Anderson said, is to
develop a timeline that includes an exit
strategy just in case one is not conducive
to the lifestyle or there is a health issue.

The third step is for people to figure
out what they are going to do with all of
their “stuff.” Many people, he said, must
have time to deal with their separation
anxiety. The cost of storage units, he said,
can mount up. On that note, he talked
with the audience about alternatives, such
as giving family heirlooms to other family
members. More than once he remarked,
“It is just stuff.” WCM

Workamper Rendezvous Attendees
Celebrate Life on the Road in an RV

CONY Members Turn Out In Force
for Trade Group’s 50th Anniversary

ARVC Members Ride Tide of Optimism;
Nearly 600 Park Operators at Conference

attending, said Jennifer Schwartz, ARVC
vice president of marketing.
“We were very excited about the great

participation of campground owners, affili-
ated state representatives, suppliers, and
industry partners. I thought it was amazing.
I only heard great, positive feedback. Atten-
dees had good things to say about the edu-
cational seminars and social events and the
vendors overwhelmingly expressed great
enthusiasm for the Expo,” Schwartz said
after the conference wrapped up.
Schutter said the conference came at

the end of a good year. “I think overall the
industry was up. Industry reports say it’s up

Cabela’s Gives $25,000 
to KOA Care Camps

Cabela’s, outfitter of hunting, fishing
and outdoor gear, recently presented a
$25,000 donation to benefit KOA Care
Camps for children with cancer.

The check was presented at the Ca-
bela’s store in Billings, Mont., to Pat
Hittmeier, president of Kampgrounds
of America Inc. (KOA), and Lorne
Armer, KOA vice president of brand de-
velopment, by Cabela’s Regional Mar-
keting and Events Manager Drew
Steinberger.

“We’re so proud to be able to do what
we can to help such a worthy cause,” said
Steinberger. “We at Cabela’s are dedicated
to helping people enjoy the outdoors, so
it just seems fitting that we are able to
help these deserving kids experience a
summer camp.”

KOA Care Camps is a network of 56
specialized summer camps located
throughout North America. The camps
provide a true summer camping experi-
ence for children with cancer and their
siblings, while allowing the children to
continue their treatments. The camps are
each staffed with trained medical person-
nel and volunteers and serve thousands of
children each summer.

Kampgrounds of America Inc. and its
franchise owners throughout North
America have raised more than $5 million
in recent years to benefit Care Camps.

“KOA Care Camps continues to enrich
the lives of thousands of young people
every year by giving them memorable
camping experiences,” said Cabela’s CEO
Thomas Millner in a recent statement.
“Cabela’s enthusiastically supports those
efforts and is proud to promote the Great
Outdoors alongside KOA.”

To find out more about KOA Care
Camps, or to make a tax-deductible dona-
tion, visit www.koacarecamps.org. WCM
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about 3.8%, which tracks a little higher than
the previous five years where I guess the
annualized rate’s right around 2.4. Every-
body’s coming off a pretty decent year,” de-
spite weather problems in regions of the
country. “Most parks are reporting very
strong growth in rental properties, and
that’s essentially being seen across the
country,” he said.
Schutter’s successor as chairperson,

Marcia Galvin, said, “I’m looking forward to
the road we’re currently on. When I first
started on the board, the road was very
bumpy with no destination in mind five
years ago. Now it’s a smooth road, there’s
a clear destination,” she said.
Galvin is state executive of the Massa-

chusetts Association of Campground 
Owners (MACO) and is part of the multigen-
erational family operating Normandy Farms
Family Camping Resort in Foxboro, Mass.
She noted, “I think we’re going to need to
partner with RVIA (the Recreation Vehicle

Industry Association), RVDA (the Recre-
ation Vehicle Dealers Association), and
have open communication. Campgrounds
are going to need to keep the infrastructure
up to accommodate the units that are com-

Donald Bennett Jr.

Steve Anderson

Hunter, N.Y., is not the easiest place to
find, especially for those flying in to Albany
from out of state for the first time. Nor is it
all that simple to locate the Kaatskill
Mountain Resort, where some 200 atten-
dees and 51 exhibitors gathered Oct. 31-
Nov. 2 for the Campground Owners of New
York’s (CONY) Exposition for the Outdoor

Hospitality Industry on CONY’s 50th an-
niversary.
But the late fall drive through the pictur-

esque Catskills (without GPS) to the ski re-
sort where the meeting was held was more
than worth the effort for those who gath-
ered for the special anniversary event
hosted by one of the nation’s busiest state
campground associations. You only have
one 50th anniversary, as CONY President
& CEO Donald Bennett Jr. readily agreed,
so you might as well do it right. 
“Absolutely,” said Bennett, who is also

a third-generation co-owner of Conesus
Lake Campground, Conesus, N.Y. “We like
to equate CONY as a family atmosphere.
It's almost like a big family reunion at these
conferences. The organization has a life
and a soul all of its own.”
Indeed, three generations were also on

hand at the convention facilities next door
to the ski resort, which was quiet at the
time because the winter sports season had
yet to arrive. Included were Bob Klos, the

‘We like to equate CONY as a family atmosphere,’
said CONY President & CEO Donald Bennett Jr. ‘It’s
almost like a big family reunion at these conferences.
The organization has a life and a soul all of its own.’

CONY Members – continued on page 14

When the National Association of RV
Parks and Campgrounds (ARVC)met in No-
vember in Knoxville, Tenn., for its annual
Outdoor Hospitality Conference & Expo
(OHCE) Nov. 6-8, optimism was evident.
“We have attendance from the camp-

ground side nearing or exceeding 600,
which puts us roughly 200 above where we
were last year in Vegas,” said Rob Schutter,
Jr., president and chief operating officer of
Leisure Systems, Inc. (LSI), who served as
chairman of ARVC until Nov. 7. ARVC’s
membership grew over the last year, Schut-
ter said, going from 2,890 to 3,030 members.
All told, the show saw nearly 900 people

After an extensive tour of trade events in both the RV and
campground sectors over the past few months, I’ve come away
with a consistent theme regarding these overlapping commercial
sectors into which I’ve dedicated the bulk of my waking hours
lately on behalf of RVBusiness and Woodall’s Campground Man-
agement: Given the dire economic straits we encountered during
the global downturn, it might be wise for all of us to reflect on just
how lucky — some would say blessed — we are right now.

Everywhere I’ve gone so far in 2013 — including events hosted
by the Family Motor Coach Association (FMCA), the Pennsyl-
vania RV & Camping Association (PRVCA), the Priority RV
Network, the Route 66 Dealer Network, the Florida RV Trade

Association, the Recreation Vehicle Dealers Association, the Campground Owners of New
York, the National Association of RV Parks & Campgrounds (ARVC) and more — the reports
are all quite similar: Business is good, if not great in some cases, and most business operators are
no longer looking over their shoulders worrying about the immediate future.

On the RV side of things, RVIA reports travel trailer shipments through September up 16.1%
and motorhomes up 32.8% — the best September in six years. Things are similarly upbeat in the
RV park and campground arena, where park operators are generally looking at average 4% gains,
according to what we’re hearing. “The worst thing I think I’ve heard was a guy who rated the
year a 7 on a 10, and that’s because it was really raining,” reported new WCM Editor Justin
Leighty, who’s attended events held by ARVC Michigan and Leisure Systems Inc.

Business people, likewise, seem pretty confident about the future. “This fall has been very,
very strong, which, of course, is great because that leads us into a strong first quarter,” says RVIA
President Richard Coon. Ordinarily, this level of good news might have us all pretty excited,
but events of the past few years, of course, have tempered some of that excitement. So, too, has
the national debt debate and the off-the-wall actions of Congress taken some of the predictability
out of modern day forecasting. “I almost wish they’d do nothing,” said Coon with a wry smile
regarding Congress, the actions of which, as we’ve all seen recently, can have a decided economic
impact on the country at large. “We’re better off when they do nothing than when they try to do
something. That dysfunctional government is a problem for us.”

All in all, though, it looks as if we ought to take the good news at face value, enjoy the holidays
and trust in the powers that be — some would say heavenly powers — to bring us all a commer-
cially solid and personally enriching 2014. WCM

Coping with a Wave of Upbeat Economic News

ARVC – continued on page 20

Roger Dow

Paul Bambei addresses the large
ARVC gathering in Knoxville, Tenn.

‘I only heard great, positive feedback,’ said Jennifer
Schwartz, ARVC vice president of marketing. ‘Atten-
dees had good things to say about the educational
seminars and social events and the vendors over-
whelmingly expressed great enthusiasm for the Expo.’
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This year’s Leisure Systems Inc. (LSI)
Symposium in Covington, Ky., saw a
“great turnout,” said Dean Crawford, ex-
ecutive vice president for LSI, the fran-
chise company for Yogi Bear's Jellystone
Park Camp-Resorts.

Crawford said 74 of the existing Jelly-
stone parks sent representatives, and a
handful of prospective parks were there,
too. The symposium ran Nov. 11-14.

“Over 90% of our parks were here,”
said Rob Schutter, Jr., LSI president.

Schutter said it was a good year for
Jellystone franchisees, with system-wide
income up 10% over last year in existing
parks and 11% including new parks. “Our
store sales were up 10%, so in-park spend-
ing was quite high,” Schutter said.

Overall, “our occupancy was up a little
over 4%," Schutter said.

Park owners and operators at the sym-
posium were pleased with the 2013 sea-
son.

“This season’s been phenomenal,” said
Erin Holdren of the Jellystone in
Gloucester Point, Va.

Ben Holdren expanded on that, say-
ing, “It was crazy busy this year, the kind
of year you like to have. I just wish the
weather had cooperated more.”

Erin’s parents bought their 220-site
park in 2005 and they brought it into the
Jellystone system in 2011. “We’ve been a
Yogi, it’s the end of the third season,” Erin
Holdren said. “We converted to attract
young families looking for a fun, safe
place to camp.

“It’s definitely bringing in the people
we want, the younger families who can’t
wait to see Yogi, who jump out of the car

LSI staff and campground owners/operators sit down to discuss Yogi Bear merchandise ordering
during the expo portion of the 2014 LSI Symposium.

LSI 2013 Symposium Caps Strong Season,
Reports 10% Income Jump for System Parks

and look for Boo Boo,” she added.
Legacy RV Resorts owns five Jelly-

stone parks (plus two other franchised
parks and seven independent ones), and
Bob Yaquinto oversees them as national
supervisor with his wife. He said Legacy’s
children-oriented Jellystone resorts had
an excellent season. “Our destination
parks did very well,” he said. “People are
traveling less and they’re staying closer.

“Our cabins are more popular than
ever,” Yaquinto said.

Phil Asztalos of the Jellystone in Bre-
men, Ga., noted that his park’s season
“was overall good. On a scale of 1 to 10,
probably about a 7.” In the six years since
starting the campground, it was the
wettest year so far. 

“However, we built cabins, and once
we got the cabins going in July it picked
up quite a bit. October was our best

month ever for October. Overall it was a
good season considering it was the most
rainy season we’ve ever had. I can’t com-

LSI Symposium – continued on page 28

Rob Schutter, Jr.

The Red Rover pack spent three days
in Knoxville, Tenn., at the National Asso-
ciation of RV Parks and Campgrounds
(ARVC) Outdoor Hospitality Convention &
Expo — meeting, greeting and adding
new RV parks into the fast-growing Red
Rover system shortly after marking Red
Rover’s first anniversary at the Camp-
ground Owners of New York (CONY) con-
vention in November.
‘Top Dog’ Robert Bouse was extremely

pleased with the results of the shows.
“Red Rover Camping is in the business of
finding new camping customers for
campground owners all across the coun-
try… we met with a great many camp-
ground owners who are actively looking
for ways to see their business grow.” 
Red Rover Camping’s other top dog,

Ben Carr, added, “It was great listening
to campground owners who are using
Red Rover come by and tell us how
pleased they were with the results we
are already providing to them. As busy as
we are adding new campsites for our
Rovers to enjoy, we are just as busy
working online and at camper shows
finding new campers to help fill other-
wise vacant campsite inventory, and that
means more business for the park own-
ers!”
After the CONY trip, Carr said, “Last

year we didn’t even have our website up
yet and the response to how much we
have progressed in the last year was ex-
citing and encouraging.
“This year we could go to our website

and show campground owners their
campground in our directory and walk
them through how they can improve their
position on our website, as well as how
to improve the look of their page for
campers going to the Red Rover website
(Rovers) and viewing the individual
campground’s page — all at no cost to
the owner.”
It’s much easier for an owner to under-

stand the advantages of a pay-as-you-go
program when they are walked through
the process and their own Red Rover
Camping campground page. “It was great
to see the light bulb come on when they
realized that Red Rover Camping drives
customers to their parks at times when
they have empty inventory, without dis-
counting and at absolutely no cost to
them unless Red Rover delivers.” WCM

Red Rover Camping Chases 
Traffic at ARVC and CONY

Robert Bouse (right) pauses at the CONY
Expo with Christine and Michael Pcola
of Lake Chalet Campground and Motel in
Cassville, N.Y., who signed up to partici-
pate with Red Rover Camping. 

Fairmont Manufactured Home On
Display at RV/MH Hall of Fame

Visitors to the RV/MH Hall of Fame
and Museum in Elkhart, Ind., now have a
new manufactured home exhibit to tour,
thanks to the generosity of Nappanee, Ind.-
based Fairmont Homes, according to Barry
Cole, RV/MH Heritage Foundation chair-
man of the board.

The exhibit, located east of the museum
complex, is a brand-new modern manufac-
tured home.

“This new exhibit is an outstanding ad-
dition to our manufactured housing collec-
tion. Visitors to the museum will be able to
tour historic examples of homes on wheels,
experience the recently unveiled ‘Wheel

People’ exhibit and then step outside to visit
a modern example of a manufactured
home. We believe they will be amazed and
impressed with how far our industry has
evolved,” Cole said.

Darryl Searer, president of the RV/MH
Hall of Fame and Museum, said, “This proj-
ect started a few months ago when we sent
out a call to manufactured housing compa-
nies and asked them if they would be will-
ing to display one of their new units at the
museum. Fairmont Homes stepped up and
offered to erect one of their homes at the
museum for a period of one year. They also
volunteered to cover the cost of erecting the

home at the museum, plus pay the electric
bill while the home is on display.”

In addition to Fairmont Homes, others
in the industry made contributions to help
bring this project to fruition. Style Crest
contributed the air conditioning and many
state manufactured housing associations
donated money ranging from $400 to
$1,000 to cover the site preparation costs,
estimated to be approximately $15,000.

Fairmont Homes General Manager
Brian Cira said, “Fairmont is proud of the
industry and happy to support the Hall of
Fame in promoting the incredible housing
value we offer today's homebuyers.” WCM

http://www.go-usg.com/
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Golden anniversaries are special mo-
ments in time, and according to executives
at the Pennsylvania Campground Own-
ers Association, its 2013 convention —
which celebrated the association’s 50th
year — was all that, and more.

“There was an excitement in the air.
The facility was grand, the seminars were
awesome, the networking was phenome-
nal, and everyone had a great time, looking
back to where the association has been and
looking forward to where it is going,”
PCOA said in its press release.

Held Nov. 11-13 at the Nemacolin
Woodlands Resort, the 50th anniversary
celebration included a special salute to vet-
erans on Monday evening; uplifting musi-
cal entertainment by the North Star Kids
of Pittsburgh and a slide show presentation
of PCOA history on Tuesday night; and the
grand prize giveaway of a brand new Club
Car golf cart on Wednesday. 

More than 200 attendees, representing
86 Pennsylvania member campgrounds
(and one non-member campground) were
on hand for the program. The celebration

the generosity of the vendors and camp-
ground owners, a total of $28,378 was
raised.

PCOA also used the venue to distribute
a host of “communication” awards to
member campgrounds, and held its annual
meeting and board elections in conjunc-
tion with the convention. The annual
meeting was attended by 59 campgrounds.
The following were elected for 2014:

• President: Jason Vaughan, Mountain
Vista Campground, East Stroudsburg

• Vice President: Bruce Heasley, Holi-
day Pines Campground, Loganton

• Treasurer: Shane Adam, Mountain
Springs Camping Resort, Shartlesville

• Secretary: Barbara Repetski, Hem-
lock Campground, Tobyhanna

• Regions I & II Vice President: Debby
Yeager, Rose Point Park Cabins &
Camping, New Castle

• Regions III & IV Vice President: Kathy
Stetler, Pioneer Campground, Laporte

• Regions V & VI Vice President: Tim
Cartmell, Honesdale/Pocono KOA,
Honesdale

• Director Region I: Matt May, Presque
Isle Passage Campground, Fairview 

• Director Region II: Deene Yen-

chochic, River’s Edge Camping & Cab-
ins, Connellsville

• Director Region III: David Mull,
Shady Brook Campground, Beavertown

• Director Region IV: Ryan McFar-
land, Buttonwood Campground, Mexico

• Director Region V: James Kesterke,
Otter Lake Campground, East 
Stroudsburg 

• Director Region VI: Jed Wood, 
Blue Rocks Family Campground,
Lenhartsville WCM

Tents for Troops Added to Allstays 
App, Adds Three New Jersey Sites

Manufacturers of Quality Recreation FUNniture

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

2061 Sulphur Springs Rd
Morristown, TN 37813

also featured appearances by past associa-
tion presidents including Fred Yeager and
his wife, Betty; Marvin Roberts and his
wife, Kathryn; and Kristen Wallis Chap-
man, representing her parents, Randy and
Jane Wallis. Also on hand were former
board member Bob Wehr and retired
owners Rob and Brenda Cope. 

The program — which, for 73 atten-
dees, actually began the Sunday prior to
the convention when they participated in
a trip to nearby Fallingwater sponsored by
Evergreen Insurance to tour the Frank
Lloyd Wright-designed home in Mill Run
followed by dinner at the historic Stone
House Restaurant in Farmington — also
included a host of seminars and round
table discussions. Seminars ran the gamut,
from “The Bandwidth Crunch” hosted by
Eric Stumberg, CEO of TengoInternet, to
a discussion moderated by Doubletree by
Hilton Hotels Executive Clay Snyder on
the importance of “branding” camp-
grounds. Other moderators included Lori
Severson of the Wisconsin Association
of Campground Owners and KOA’s
Larry Brownfield.

Coordinated by Debby Yeager, the
round tables covered topics as diverse as
employee issues (Dennis Shadron, God-
dard Park Vacationland) and print vs.
digital marketing (Jessica Tice, Ander-
son’s Brochure Distribution) to online
booking reservations systems (Ed Van Der
Molen, Madison/Pittsburgh KOA) and
even establishing dog parks (Carolyn
Wise, Allegheny River Campground).

Underscoring the size of this year’s con-
vention, 68 exhibitors participated in the
Expo side of the show, including log cabin
dealers, equipment dealers, shirt vendors,
advertising, food distributors, software
providers, printers, online reservation sys-
tems and water treatment solutions. And,
for the most part, they reported excellent
sales. Another integral part of the conven-
tion was the Pennsylvania Auction,
which raises funds for educational schol-
arships and the National School of RV Park
and Campground Management. Thanks to

More Than 200 Attend PCOA
50th Anniversary Convention
‘The seminars were awesome and the networking
was phenomenal,’ said executives of the Pennsylva-
nia Campground Owners Association. 86 member
parks were on hand, along with 68 Expo exhibitors

New PCOA President Jason Vaughan
(left) thanks outgoing President Mark
Wineman for his four years of service.

Doreen Thull (right) of Gary Thull Pools,
Inc. made a beautiful 50th Anniversary
commemorative quilt which was pur-
chased by Guy Gagnon (left) of Evergreen
Insurance at the Monday night auction
and presented to Beverly Gruber, PCOA
Executive director (center).

Charlie Curry’s Castle Rock, Wash.-
based non-profit military camping advo-
cacy group, Tents for Troops (T4T),
announced that the nationwide network of
campgrounds offering free camping to
members of the active-military has been
added to the popular mobile phone and
tablet-based Military Campgrounds RV
Parks app. 
The new update for the app — devel-

oped by Adam Longfellow, founder of New
Mexico-based Allstays LLC — lists more
than 200 U.S. Military campgrounds, Fam-
Camps and RV Parks across North Amer-
ica, plus 168 T4T member campgrounds. 
RV Parks and campgrounds in the T4T

program offer a minimum of two free
nights of camping for active-military mem-
bers — including reserves and National
Guard — along with members of their im-
mediate family.
This is the second major milestone an-

nounced recently by the tiny non-profit. At
the end of October, Tents for Troops re-
ceived a letter of commendation from the
White House for the non-profit’s pioneering
role in building “a network of RV parks and
campgrounds that provide free camping for
active-duty and reserve service members
and their families.”
In early November, T4T added three

new parks during the National Association
of RV Parks & Campgrounds (ARVC) Out-
door Hospitality Conference & Expo.
Although organizers of T4T weren't able

to attend the show, Jennifer Schwartz and
Erica Owens of ARVC both went out of
their way to make sure that T4T would not
miss out on getting some new parks as a
result of the conference, Curry said.
The welcome bags that went to ARVC

conference attendees included a copy of
the White House letter along with a T4T
application.

Debbie Decker from Kymers Camping
Resort enrolled not only Kymers but the
Delaware River Family Resort and Panther
Lake Camping Resort as well.
T4T also played a key role in urging the

Obama administration to extend free na-
tional park access to active duty service
men and women — Army, Marines, Navy,
Air Force, Coast Guard, activated National
Guard and Reserves. The latter initiative,
announced in May 2012, provides members
of the military with an America the Beauti-
ful National Parks Pass (or Federal Recre-
ation Lands Annual Pass) at no cost. The
annual pass for the U.S. military can be ob-
tained at a Federal recreation site by show-
ing a Common Access Card (CAC) or
Military ID (Form 1173).
The T4T campground information was

added to the AllStays “Camp and RV”
iPhone, iPod, iPad, and Android app.
Campgrounds wishing to join the 

T4T program can contact Charlie Curry
via the T4T website, http://www.tents
fortroops.org. WCM

U.S. Forest Service Rolls Out Online Maps
The U.S. Forest Service now offers ac-

cess to a variety of visitor maps for people
using Android and iOS devices.

“This mobile app makes it easier than
ever to plan your visit to a national forest
or grassland,” said U.S. Forest Service
Chief Tom Tidwell. “By putting impor-
tant forest information right at your fin-
gertips, it will encourage more Americans
to get outside and explore their forests.”

The digital maps are part of USDA’s
work toward a paperless government that
also provides the public with better, more
accessible information. Online customer
surveys also indicated a desire for more
online products and information, such 
as maps.

The forest service also is working on
the first phase of a website redesign, ex-
pected to debut early in 2014, which cen-
ters on a map-based tool for planning

trips onto the nation’s forests, grasslands
and other special places.

The PDF Maps Mobile App, devel-
oped by Avenza Systems Inc., is available
as a free download from iTunes and the
Google Play Store.

The app provides access to Forest Serv-
ice maps, such as motor-vehicle-use maps,
which are free, while pages from national
forest atlases are 99 cents and forest visi-
tor maps are $4.99. Prices are pending for
other agency maps.

The maps are geo-referenced with the
user’s location appearing as a blue dot.
The app works on iPhones (3GS or
newer) and iPads with WiFi+3G. It also
works with Android 4 or newer operating
systems on devices with at least 1 gigabyte
of memory.

Through the app, users can purchase
and download professionally created maps

that are stored on their devices. They can
use the maps based on their location when
GPS is available. The maps also will allow
users to measure distance and area, find
coordinates, open a current view in
Google maps, plot place marks, add notes,
enter their own data and add photos as at-
tributes. Almost 700 Forest Service maps
are available through the app.

In areas of national forests and grass-
lands where Internet connections are un-
available, the app and static maps work
well if users download the maps prior to
their visit. In geographic areas with Inter-
net availability users will be able to use
the products with live data. The interac-
tive map is expected to be available on a
limited basis starting in March 2014.

Paper maps are still available for 
purchase online at the National Forest
Store. WCM

http://parks.rmsnorthamerica.com


WOODALLSCM.com November 2013  -  98 -  November 2013                                                                                                                                                                                       Woodall’s Campground Management

INSITES

David 
Gorin

columns coming down the line?
Myth 1: A campground is a seasonal

business.
Yes, the doors may be open six months

more or less, but the use of the off-season
period is critical to growth and success.
Every park has at least two seasons —
peak, or prime season, and planning-and-
rejuvenating season.

During the busy months, the days are
often packed with the day-to-day trials and
tribulations of running a business with
hundreds or even thousands of people on
the property 24/7. The off season is key to
planning, strategizing, expanding, hiring,
buying, marketing, educating, and in-
stalling. And it’s time to relax — but not
too much — and otherwise energize and
revitalize.  

Myth 2: During the winter, people
planning for summer camping under-
stand that we can’t always respond to
calls or emails right away (or during the
summer, people planning for winter
camping …).

In today’s world, campers (like most of
us) want immediate gratification. We are
ready to make reservations now — we
want answers to questions now. “Any ob-
stacle to fulfilling my needs now makes it
very likely that I’ll go elsewhere until I find
a business that meets my needs. If they
don’t respond during the winter (or sum-
mer) why would I expect they’d do any
better when I’m camping there?”

Meet the consumer on their terms. Al-
ways have a system in place to meet those
needs.

Myth 3: No one’s complaining, so
everything must be ok.

“All of my comment cards are positive
and most of my online reviews are great.
Sure, there’s the occasional disgruntled
camper who takes it out by posting a nasty
review on Trip Advisor or RV Park Re-
views, but we really don’t get any com-
plaints. So things are really going well.”

No one’s perfect. Complaints are the
best way to learn what needs to be im-
proved. Seek out complaints.  Don’t disre-
gard any complaints — even those like
“the mosquitoes were really bad.” There
are ways to deal with any complaint. Use
complaints to continuously improve your
business.

And it’s common knowledge that a ma-
jority of people who have real complaints
won’t really voice them. They will simply
move on to another park — and you may
never know why. Keep careful track of your
first-time guests and whether or not they
repeat within a 12-month period. For every
camper who stayed at your park and never
returns, there may be an unresolved or un-
known complaint.  

Myth 4: On-the-job training is suffi-
cient for campground staff.

If you want a truly high-quality staff that
can offer your guests the highest standards
of hospitality and service, it’s a good idea
to have both a formal training program for
all staff and to seek out off-site opportuni-
ties (chamber of commerce seminars, local
community college opportunities, state
and national industry meetings and educa-
tion, etc.).

On-the-job training is one part of a
training program. Manuals, checklists,
shadowing, meetings, online webinars and
training, and mentoring programs are also
part of a training program.

You can never over-train. Sending em-
ployees to off-site meetings and education
opportunities provide valuable training to
the employee while reinforcing how you
value the employee and want to help him
or her do better in the job and qualify for
bonuses or advancement.

Myth 5: We’re a rustic campground so
our guests don’t expect much.

Rustic campgrounds are great and have
a large market of people who love the rus-
tic atmosphere and ambiance in many
campgrounds. However, that doesn’t mean
they don’t expect your park to be the best
rustic park it can be.

Keep in mind that rustic does not
equate with old and poorly maintained.
Rustic does not mean old restrooms that
appear dirty no matter how clean they may
be. Rustic does not mean buildings in need
of a paint job. Rustic does not mean small,
unlevel RV sites or tent sites with tree roots
and rocks where the tent goes.

The challenge for a rustic park is to be a
modern rustic park capable of providing
guests with high-quality facilities, ameni-
ties, services and activities in a rustic set-
ting. 

Do you have some myths you’d like to
share? I’ve got many more that I’ll share
with you in the coming months but I’d
love to hear from readers about the
myths they see in our industry.  Send
yours to me anytime at david@david-
gorinassociates.com.

David Gorin is the former president of
ARVC and is the principal of David Gorin
Associates LLC and president of the on-hold
Best Parks in America. WCM

Dispelling Myths About RV Campground Management

After many years (maybe too many) in
the park industry there seem to be some
popular beliefs held by park owners.

I recently spent some time talking with

Evanne Schmarder, a full time RVer, host
of the RV Cooking Show, co-author of Un-
conventional Wisdom Works, the instructor
of the Digital Workshop, fellow WCM
columnist and digital marketing expert.
Evanne and I came up with what we think
are popular myths being perpetuated
through the park industry.

Below are some of the myths we’ve iden-
tified.  Among the readers of this article
there’s likely to be some others you’ve
come across. Why not share them with us
and we’ll include them in future Myths

http://southeastpublications.com
www.campgroundmanager.com
www.minigolfinc.com
www.cruiseinns.com


show up in Google search or on 
your aggregated Google Place Page? 
We’re not sure yet — and Facebook isn’t
talking. 

The Workaround
Facebook has left the door open for

businesses that do not want to partici-
pate in the star ratings, offering a
workaround to opt out of the program.
In order to receive star ratings and re-
views you must have your address on
your page. To add your address and par-
ticipate or to remove it  — thus dis-
abling the ratings — Facebook offers
the following:

At the top of your Page, click Edit
Page; then, Select Update Page Info;
Click Address; Edit your address; Click
Save Changes.

Seeing the Future
While this rollout looks like a game

changer, its long-term viability remains
to be seen. In the past Facebook has
tested this type of tool and reined it back
in. That might be the case here — 
and it might not. The wise modern mar-
keter will prompt his or her fans and
face-to-face customers to leave positive
reviews, monitor the page and be 
proactive with both good and less-than-
shining reviews. Delivering outra-
geously excellent service makes
everyone a star — and you’ll have the re-
views to prove it.

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
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MODERN MARKETING

By now most park owners have got-
ten comfortable with review sites that
have the ability to affect their business.
RVParkReviews.com, Trip Advisor
and Google+ all come to mind and have
been big talking points at conference
seminars over the years. But now there’s
a new player in the review game: Face-
book. 

While in the past users could rate a
business on their mobile device by
using the local search section of the mo-
bile app, the social networking giant re-

cently began rolling out a new review
button to appear on local business
pages via Facebook’s standard website.
No longer will users have to have to
check in or be tagged at a local business.
Additionally, they’ll have easier access
to rate places they’ve visited in the past,
change their previous ratings and
choose who sees their reviews. 

Recommendations Now Reviews
For some time now recommenda-

tions have been appearing on Facebook
pages, typically on the middle-right side
of the timeline. 

The new review button, located be-
tween the “like” and “message” buttons
on the full browser version of Facebook,
is designed to prompt users to share
their thoughts on the business as well
as give it a rating from one to five stars. 

Once clicked, a review box appears

Evanne 
Schmarder

Seeing Stars: Facebook Tests Business Review Button
with a mouse-over star rating and box
for comments. A drop-down box allows
users to choose to share the review pub-
lically, only with friends or with a cus-
tom group on their news feeds and the
review is posted on the business’ time-
line. Most importantly, the star rating is
displayed under the cover photo and
business name when users are not
signed into their Facebook accounts.

The Pros and Cons
First let’s take a look at the “pros” of

the new star ratings:
• Star ratings can have an immediate

and influencing effect on businesses at
a glance.

• Star ratings give your customers —
real people that have “liked” your page
— a place to publically share their sto-
ries. 

• It will be much more difficult to
write reviews under a false identity
since reviewers must be logged in to re-
view a business.

• The star ratings leverage people,
not likes. That makes engagement with
real people who want to interact with
your business much more likely.

• Businesses can solicit reviews that
have the potential to spread far and
wide.

As you might imagine, most pros 
can be turned into a “con.” With this
new tool a poor review will affect your
overall rating and reviews — positive 
or negative — have the ability to be
passed around. While page administra-
tors can remove negative or inappropri-
ate comments, they cannot remove
reviews. 

Another wildcard in the mix is where
reviews might appear in addition 
to your Facebook page. If you embed 
a “like” box on your website, will the
star rating be included? Will the rating

Manufacturers of Quality Recreation FUNniture

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

2061 Sulphur Springs Rd
Morristown, TN 37813

Thirty-eight million Americans —
13% of all Americans ages 6 and above
— participated in camping last year, ac-
cording to a new study released by The
Outdoor Foundation and sponsored
by The Coleman Co. Inc., but partici-
pation declined from 2011 when 42.5
million Americans, or 15% of the U.S.
population, participated in camping.
The findings are part of the 2013 Amer-
ican Camper Report, the leading re-
port tracking camping participation in
the United States.

The 2013 American Camper Report
details camping participation and pro-
vides data and analysis on camping
trends throughout the United States.
For the first time, the report also takes
an in-depth look at the buying behav-
iors of camping participants to provide
insights about practices and prefer-
ences. The data are based on an online
survey of more than 42,000 Americans
ages six and older and a supplementary
survey of camping participants ages 18
and older.

“The American Camper Report
shows that camping lost 4.5 million
participants, but those that still camp
are an avid bunch — camping more fre-
quently and traveling farther to their
destinations,” said Chris Fanning, ex-
ecutive director of The Outdoor
Foundation. “By understanding the re-
search in this report, the outdoor indus-
try and other stakeholders will be better
equipped to engage both campers and
non-campers to initiate a massive in-
crease in camping participation.”

“The market insights we gain from
the American Camper Report are vital
to Coleman’s ability to stay in front of
emerging market trends and new out-
door activities,” said Robert Marcov-
itch, president and CEO of Coleman. 

The insights detailed in the 2013
American Camper Report are critical to
understanding both campers and non-
campers and building participation in
the activity. Some additional findings in-
clude:
Overview of Camping Participa-

tion �•Young adults lost the largest per-
centage of participants, down from 17%
in 2011 to 13% in 2012.�•Camping lost
a net of 4.5 million participants from
2011 to 2012 due to a high churn rate
of 32%.�•Among adult campers, more
females than males participated in RV
and cabin camping. More males enjoyed
tent and bivy/no shelter camping.�•The
Mountain Region has the highest camp-
ing participation rate.
Profile of a Camping Trip �•74% of

participants camped in a public camp-
ground.�•The average camper went on
5.8 camping trips, up from 5.0 trips in
2011.�•Participants traveled a mean of
200.7 miles away from home to camp,
up from 190.6 miles�in 2011. •78% of

adult participants camp with friends.�
Future of Camping �•60% of current

adult campers participated in regular
outdoor activities between the ages of
six and 12, compared to just 25% of
non-campers.�•The most cited reason
for reducing the number of camping
trips is a lack of time due to work and
family commitments.�•Campers are
planning an average of 5.5 trips next
year, an increase from last year’s 4.3
planned trips.�

To download a complete copy of the
2013 American Camper Report, visit
The Outdoor Foundation website at
http://www.outdoorfoundation.org/re-
search. WCM

Outdoor Foundation, Coleman Report Issued

The Country Living Fair, held Oct. 25-
27 in Atlanta’s Stone Mountain Park,
drew more than 23,000 visitors — with
4,000 visiting Go RVing’s interactive RV
display featuring Airstream and Livin’
Lite travel trailers, according to the
Recreation Vehicle Industry Association
(RVIA).
This was the third Country Living Fair

in 2013 where Go RVing had a display that
offered attendees the unique opportunity
to tour an RV and learn more about
RVing. The previous events — in Colum-
bus, Ohio, in September, also featuring
Airstream and Livin’ Lite products, and 
in Rhinebeck, N.Y. in June, featuring a
Jayco Jay Flight travel trailer — also
proved to be very successful. In total,
about 11,000 fair attendees toured the
RVs by the close of the Atlanta event.
Displaying RVs at consumer events

was a newly introduced element to the
Go RVing program this year. In addition 
to the Country Living Fair events, Go
RVing also partnered with Garden & Gun
magazine to have an exhibit at the south-
eastern Wildlife Exposition (SEWE) in
Charleston, S.C. in early February. WCM

Go RVing Popular at 
Country Living Fair

ARVC, Blue Rhino Partner on Program
The National Association of RV Parks

and Campgrounds (ARVC) launched a
member benefit program with Blue Rhino
that provides significant discounts on
propane, barbecues and other outdoor
accessories. While ARVC, based in Den-
ver, Colo., already has discount programs
with the nation’s leading propane suppli-
ers, the Blue Rhino discount program
covers the propane canisters used for
barbecue grills as well as a wide range
of other outdoor living products, includ-
ing outdoor heaters, fireplaces, fire pits,
fireplace accessories, mosquito traps
and barbecue accessories marketed

under the Mr. Bar-B-Q brand name. 
Based in Winston-Salem, N.C., Blue

Rhino is a subsidiary of Ferrellgas, a
propane industry leader with more than
one million business and residential cus-
tomers. ARVC members wanting to take
advantage of the Blue Rhino discounts
should log in to arvc.org and go to the
Blue Rhino listing in the Supplier Market-
place. From there, call the main 
contact listed to receive special dis-
counts. More information about Blue
Rhino and Mr. Bar-B-Que products is
available at  www.bluerhino.com and
www.mrbarbq.com. WCM

www.airwaveadventurers.com
mailto:sales@airwaveadventurers.com
www.towercompany.com
mailto:salestower@comcast.net
www.evergreenusa.com
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ON CAMPGROUNDS

Reports from 
the field: 

Bob Ashley

Florida Campgrounds Beginning to Fill With Snowbirds

The final NASCAR race of the season
brought some 150,000 people to the city
of Homestead, Fla., not coincidentally fill-
ing Boardwalk RV Resort with race fans.

“It’s the biggest event in the area,” said
Glen Powers, manager of the 137-site RV
park built adjacent to a 192-pad mobile-
home park.

“We will be 100% full,” he said two
days before the mid-November race at
Miami-Dade Speedway. “The local busi-
nesses absolutely love this race.”

When not drawing race fans, Board-
walk has a love affair going on with
French-Canadian RVers who head south
to get away from the cold winters up
north. “About 80% of our visitors are
French-Canadian,” he said. “They are
super active. And they keep things going
on all the time.”

While built in 1972, the park was re-
modeled after Hurricane Andrew pum-
meled Homestead in August 1992. “The
bath house is the only thing that survived
the hurricane,” Powers said.

The gated park is centrally located in
south Florida. It’s 25 miles south of
Miami, 24 miles north of Key Largo, 12
miles east of Everglades National Park
and 10 miles west of Biscayne National
Park.

The resort was rebuilt with a club-
house that will seat 150 people for meals,
a communal barbecue with four grills and
a heated swimming pool.

The area’s primary attraction, of
course, is “weather, weather, weather,”
Powers said.

The recently upgraded Boardwalk RV resort is one of Riverstone Communities’ three Florida
parks. It's a popular location with NASCAR fans attending races at Miami-Dade Speedway.

wheels. “We like to have a good mix —
families, retirees, people on vacation,”
Powers said. “We’ll take anything from
truck campers up to big Class As.”

To market Riverstone Communities
properties, Powers and representatives of
the other two parks took a booth at
“America's Largest RV Show” in Septem-
ber in Hershey, Pa., in order to attract new
customers.

“You need to bring a new crowd all the
time,” Powers said. “We had a really great
response in Hershey this year. We met
some folks in Hershey who were going to
Key West for the winter and wanted to ex-
plore the national parks. They were first-
time RVers, and I’d hardly gotten back
into town and they were calling to make
reservations. It was shocking.”

* * * * *
In Spring Hill, Fla., fall brings snow-

birds heading south in advance of winter
to enjoy Holiday Springs RV Resort’s
spring-fed swimming pool.

“That’s what everybody loves,” said
Susan Rehkopf, who manages the 248-
site park about 40 miles north of Tampa

with her husband, Rich.
The spring comes out one end of the

pool that has a sandy bottom reinforced
at the spring’s entrance with concrete.
“It’s crystal-clear with cold water that is
refreshing in the heat of winter,” Rehkopf
said. “It draws a lot of people.”

Not that the pool is the only attraction
that brings RVers to the wooded park with
a nature trail that leads to a six-acre lake.
Holiday Springs is “pet friendly” and of-
fers a clubhouse with pool tables, a book
and video library, along with a dance hall.

With 208 permanently sited RVs — 60
occupied by permanent residents — 40 of
the park’s sites are reserved for overnight
travelers.

While snowbird business picks up in
early fall, “a lot of them wait until after
Thanksgiving,” Rehkopf reported. In
mid-November, however, the park already
was about half full.

* * * * *
The “Nights of Light” — during which

the downtown of St. Augustine, Fla., the
oldest continuously occupied city in the
continental United States, is lit for Christ-
mas — is a boon to Indian Forest Camp-
ground.

“They basically light the whole town
for the season,” said Indian Forest owner
Paul Horn. “People come just for that.
And they run old town trollies to down-
town that go by the park.”

Horn has owned the 105-site park on 48
acres that is heavily wooded with oak and
pine trees for nine years. In mid-November,
snowbirds had just begun to arrive.

“This season looks like it's going to be
better than last year,” Horn said. “Busi-
ness has been getting steadily better.”

Unlike many Florida campgrounds, In-
dian Forest doesn’t market to long-term
residents, choosing instead to appeal to
travelers. “We just rent by the day or by
the week,” Horn said. “We don’t have
anyone who stays long-term so we always
have something that is available on short
notice.”

Many East Coast travelers find Indian
Forest a convenient place to stop while
heading further south into the Sunshine
State. “We get a lot of people who stop on
their way down and on the way back,”
Horn said. “A lot of the same people stop
here every year.”

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

“It’s always warm here,” he added.
“July and August are a little sultry, but
January and February make up for it. And
we are a great place to stay while explor-
ing the upper Keys without the cost of
staying in the Keys.”

One of three Florida parks owned by
Riverstone Communities — Sun ‘N
Shade in Punta Gorda and Paradise Is-
land in Fort Lauderdale are the others —
Boardwalk recently has been undergoing
some renovations, including upgrading
its sites with 50-amp electrical service, re-
placing all its water lines and planning to
install enhanced Wi-Fi. “I’m paying for
good Internet access, but it's just not get-
ting out to all the guests the way it should
right now,” Powers said. “We are doing
the engineering for a new Wi-Fi system
right now.”

Boardwalk also is preparing to increase
its presence on the Internet. “We are going
to redo our website so that we can do on-
line reservations that will allow people to
chose their specific campsite,” Powers said.

“Upgrades are important,” Powers
said, noting particularly that today’s large
motorhomes and fifth-wheels make ever-
increasing demands on Boardwalk’s elec-
trical systems. “I had a guy come in here
last year hooked into 50- and 30-amp
boxes and he complained that we didn’t
have two 50-amp hookups.”

Boardwalk park welcomes anything on

French-Canadian RVers make up a big portion
of Boardwalk RV Resort’s visitors.

www.yourelectricalsolutions.net
mailto:sales@yourelectricalsolutions.net
mailto:franchisesales@koa.net
http://ownakoa.com
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Pittsford, N.Y.-based association’s first paid
staff member and administrator from 1975
to 2007, and Mildred Yaniszewski, Ben-
nett’s 89-year-old grandmother, a co-owner
of Conesus Lake Campground and one of
CONY’s 12 founding members.
Along with an active trade show, atten-

dees were treated to a wine tasting spon-
sored by the Finger Lakes Chamber of
Commerce, panel and roundtable discus-
sions, an annual business meeting, a New
York City tour, a chairman’s reception and
an auction that raised $25,000 for Camp
Good Days, a charity serving kids whose
lives have been affected by cancer.
A Friday (Nov. 1) luncheon crowd heard

a hilarious keynote “address” presented by
professional speaker Norm Bossio, a for-
mer school principal and superintendent
with a uniquely humorous delivery who has
spoken to some 3 million people — from
lingerie salespeople to nuclear physicists.
Officers were installed and awards

were presented at semi-formal banquet

while an array of seminars was presented
by industry notables like Lori Severson, a
park owner and executive director of the
Wisconsin Association of Campground
Owners; Greg Taylor, a senior business de-
velopment consultant for Kampgrounds of

CONY Members—from page 3 America Inc.; Clyde Taylor, president of
Taylor Communication; and Bob MacKin-
non, founder of GuestReviews, who has
developed feedback tools related to guest
loyalty.
Also presenting to seminar attendees

were Irene Jones and Anne Backlund of
Marshall & Sterling Insurance; CPA Randy
Lehman, owner of Hickory Hill Family
Camping Resort; CONY Chairman Mike
Papp, owner of West Canada Creek Camp-
sites in Poland, N.Y.; Roxi Baxley, owner
and manager of Strait Web Solutions, and
David Gorin of David Gorin Associates LLC,
a former National Association of RV Parks
& Campgrounds (ARVC) exec and current
consultant who focused on camping trends.
In conversations with Woodall’s Camp-

ground Management, Bennett issued a
positive report on the state of his associa-
tion. “CONY is very good,” said Bennett.
“The last couple of years we've had a good
increase in membership. Right now we are
trending over 200 members, which is a
pretty good number for us.”
By the same token, CONY’s marketing

program “has expanded exponentially” to

include a smartphone app and a glossy 4-
color directory, with 175,000 copies distrib-
uted statewide. “It’s more popular than
ever,” said Bennett, adding that the direc-
tory is currently being distributed in Times
Square as well as numerous other loca-
tions throughout the state. “It was great to
get the book in front of 54 million visitors to
New York City last year.”
CONY also has unveiled a new cabin

rental site, nycabinrentals.com, in the hope
of reaching more nontraditional campers
for its member parks.
Legislative initiatives have been fruitful,

while new lobbying challenges, including
pressure to lengthen the state’s educa-
tional school year, are emerging.
And spring conferences are already

scheduled for April 22-25 in Lake George,
Kingston, Syracuse and Batavia.

CONY’s Seeing ‘an Awful Lot’
Of Turnover in Park Ownership
All this is occurring in an era in which

the role of associations has become more
important because of changing times, Ben-
nett noted. “We've seen an awful lot of
turnover in campgrounds,” said Bennett,
an active member of CAMP (Campground
Association Management Professionals).
“Folks who have been in the business 20,
30 years are beginning to sell. Bank financ-
ing, after the banking crisis, finally is start-
ing to loosen up to where people are able
to obtain financing. We’ve got new owners
coming in that are business people and
very professional, but they are not camp-
ground-savvy. The associations are very
important for that.
“And, yes, I think the trade associations

are very vital,” he added. “They also re-

main the one entity that can help out with
state health permits. To operate a camp-
ground, you have to have a state permit,
and we can help our members comply bet-
ter with that. CONY also has been instru-
mental in helping write the health codes for
swimming pools, bathing beaches, as well
as campgrounds. That’s been an integral
thing for us.”
Bennet, in turn, said he appreciated the

fact that Rob Schutter, current chairman of
the ARVC and president of Cincinatti-based
Leisure Systems Inc., attended CONY’s
conference and spoke briefly to CONY’s
membership — even though CONY disaffil-
iated as a state organization two years ago

from Colorado-based ARVC because of
ARVC’s push to recruit public parks as mem-
bers.
While ARVC has subsequently dropped

that idea, Schutter had nothing but upbeat
things to say to the assembled CONY crowd.
“First of all, on behalf of ARVC and the

ARVC board and various ARVC members
who make up our association, we’d like to
express our appreciation to you all for your
50th anniversary,” said Schutter, whose
company franchises Yogi Bear’s Jellystone
Park Camp-Resorts. “It’s a heck of an
achievement for an association — to be
around that long, but also to serve its mem-
bers in a way that CONY has over the years.
I’ve been in this industry 25 years. I have
come to know Bob Klos and Don (Bennett)
very well and I know that they have worked
diligently during that timeframe to bring this
association to the point that it currently is.”
Schutter then appealed to CONY’s lead-

ership for closer ties in the future.
“In all honesty, one thing that needs to be

expressed is the synergies that have been
with CONY and ARVC through the years,”
added Schutter. “And know that there’s
rough spots at this point in time and hope-
fully communication will work this out as
time goes forward. But it’s also important to
recognize achievements as well as the con-
tributions that a lot of the CONY members
over the course of the years have made to
the industry as a whole. When you look at
ARVC and you look at CONY, from the incep-

tion of CONY, there’s always been involve-
ment of people from the State of New York.
“And the only thing that I express is, as

time goes forward, I just hope we can keep
communications open and see how we can
go from there. But more importantly, I’d like
to say congratulations on your 50th anniver-
sary and all of the achievements that you
and your individual members have brought

not only to the state, but to the national as-
sociation as well.”
Speaking for CONY, Bennett, whose own

park is located in the Finger Lakes region
about 25 miles south of Rochester, said indi-
vidual CONY members have always been
welcome to join ARVC — despite develop-
ments over the past couple of years.
“We’ve always been as open as possi-

ble,” confided Bennett. “Organizationally,
we’ve always encouraged members to join
(ARVC) if that’s something that they want to
do. Part of what transpired a couple of years
ago ultimately gave members a chance to
choose whether they wanted to join national
or not when the CONY board made its deci-
sion (to leave ARVC). You see, anything that
CONY does in the boardroom has to comply
with our mission statement. We love to have
open dialogue with the national association
and we are beginning to do that.
“Mr. Bambei (ARVC CEO Paul Bambei)

addressed our board a couple of days ago,”
he continued. “We’re trending well as a
state association. We try to do our best to
perform our mission statement. But, at the
same time, ARVC is a choice if they (individ-
ual CONY members) feel it’s a good fit for
their business.”

CONY Members Had Slow Start,
Overall ‘Great Camping Season’
Otherwise, Bennett said the biggest ob-

stacles his membership has been facing re-
cently involve the unpredictable elements.
“Truthfully, the biggest problem we have is
weather, something that we can’t control,”
he told WCM. “We had a bit of a slow start
this year. But, for the most part, most parks
had a great year. There were a few (mem-
ber parks) that were flat and there were a
couple that were down. Sometimes there
are mitigating factors. But overall, we had
a great camping season. Our occupancy
surveys that we send out have come back
pretty strongly.”
CONY and other associations, at the

same time, have to deal with a growing
trend toward seasonal parks that don’t
cater to transient campers and with an
emerging wave of larger corporations that
are currently making their presence felt as
multi-park owners.
Do these larger firms, asks Bennett, 

see the value in associations?  “And how
can we get the corporations to invest a
little bit of their managers’ time and a little
bit of resources, not a lot, to attend 
meetings to be able to run their parks 
better?” asked Bennett. “That's a big 
challenge for associations in every state,
and nationally as well. As a vice president
of the CAMP association over the 
next couple of years, I’m hoping that we 
can start to work on all that.” — Sherman
Goldenberg WCM

CONY, at the Catskill exposition, be-
stowed awards upon the following parks
during the association’s Nov. 2 awards
banquet:

Best Website: Copake KOA, Copake,
New York, operated in the Hudson Valley
region by Gary and Cathy Reinard. The
new reactive website was designed by
Pelland Advertising, with additional de-
sign work by The Map Squad.

Best Simple Brochure Design:Hickory
Hill Family Camping Resort, Bath, N.Y., a
250-site park in the Finger Lakes zone
owned by Randy and Janet Lehman and
managed by Rosemary Curtis. The tri-fold
2013 Hickory Hill Vacation Guide was de-
signed by Taylor Communications, Fair-
port, N.Y.

Best Mailer Piece Design: Conesus
Lake Campground, a Finger Lakes park
owned by Mildred Yaniszewski, Gale
Bennett, and Donald Bennett, Jr. The di-
rect mailer piece also was designed by
Taylor Communications.

Chairman’s Award for Outstanding
Service to CONY: Gregg Nicholls, owner
of Lake Bluff Campground, Wolcott, N.Y.,
and 2nd Vice Chair of CONY’s board of di-
rectors.

A Plaque for Chairing the Exposition

Committee: Rosemary Curtis, manager of
Hickory Hill Family Camping Resort and
Region 3 director of CONY’s board.
New CONY board members for 2014 in-

clude Sandi Howard, manager of Yogi
Bear’s Jellystone Park at Crystal Lake;
David Falk, River Road Campground in
Corinth; and Gary Reinard, Copake KOA.
They are joined by existing officers, led

by Chairman Mike Papp; 1st Vice Chair
Bill Perry, Chautauqua Lake KOA; 2nd
Vice Chair Gregg Nicholls; 3rd Vice Chair
Rob Kaiser, of Medina/Wildwood Lake
KOA, Medina; Treasurer, Ed Marden,
Camp Bell Campground, Campbell; and
Secretary Rachel Kaiser of
Houghton/Letchworth KOA, Houghton. 
Other directors include: Matt Anderson

Camp Chautauqua, Dewittville; Nina
Latello, Sleepy Hollow Lake Resort,
Akron; Rosemary Curtis of Hickory Hill;
Carl Carlson, Cheerful Valley Camp-
ground, Phelps; Tammie Standford, Bed-
ford Creek Marina & Campground,
Sacket’s Harbor; Gil Paddock, Deer River
Campsite, Malone; Kimberly Foro, Whis-
pering Pines Campsites & RV Park,
Greenfield Center; Doug Brown, Nicker-
son Park Campground; and Gary Reinard
of Copake KOA. WCM

CONY Hands Out Major Awards,
Adds New Board Members for ’14

Gary Reinard and Cathy Reinard, Copake KOA (center) accept the marketing award for
Best Website during the CONY convention. They are joined by Mike Papp, (left) CONY
chairman, and Donald Bennett, Jr., CONY president and CEO.

During the CONY convention, an auction raised more than $25,000 for Camp Good Days, a
charity serving kids whose lives have been affected by cancer. Shown (L-R): James Mc-
Cauley, Camp Good Days; Matt Anderson, CONY Region 1 Director; Rob Kaiser, CONY 3rd
Vice Chair; Papp; and Bennett.

A campground panel Q&A featured (L-R): Rob Schutter, Leisure Systems, Inc.; Bob 
MacKinnon, GuestReviews; David Gorin, David Gorin & Associates; Bev Gruber, Pennsyl-
vania Campground Owners Association; Lori Severson, Wisconsin Association of Camp-
ground Owners; Greg Taylor, KOA.

CONY teens (L-R) Elijah, David and Walker demonstrate to Exposition attendees what they learned
during two special “Teen Track” seminars taught by Clyde Taylor of Taylor Communications and
Greg Taylor of KOA. The seminars were entitled, “Marketing and What Teens Would Like to See
for Amenities in RV Parks and Campgrounds,” and “Introducing Teens to Customer Service.”

The November convention marked CONY’s 50th anniversary. On hand to help celebrate
were a number of CONY Presidents and Chairpersons, past and present, including (L-R):
Mike Papp (current Chairperson); Edgar Hollwedel, Al Kaufman, Gil Paddock, Janine Pad-
dock, Mark Anderson.

www.bookyoursite.com
www.yurts.com
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QUESTIONS&ANSWERS
Could Cruise Inn’s Novel Hotel-Based Formula Change the
Face of America’s Current Park & Campground Arena?

Sam is also a broad spectrum. We want to
make sure that a consumer knows that
when they pull into a Cruise Inn, there’s
going to be a level of service, security,
maintenance and amenities that is consis-
tent — not cookie-cutter. I don’t want
you to see the same thing in every single
park. You can be rustic, as long as you are
well-maintained and have certain levels
of amenities.

WCM: So how do you monitor those
quality levels?

Anderson:We have quality assurance
people out in the field who already are in-
specting Best Value Inns who will stop by
and inspect parks unannounced once a
year.

Bloss: They are going to be trained,
obviously. And this is where Ian’s (Steyn)
expertise comes into play and why Ian is
such an integral part of our team. He can
help us distinguish those levels of service
and quality that the RVers have come to
expect. He’ll help educate our team about
what to look for, how to work with these
park owners and things of that nature.

So, while we have all the technical
skills, we are learning the RV skills, and
that’s why this partnership is so diverse,
yet so robust. We all bring something to
the party. Any time you can bring that
kind of group to a party, we see us com-
peting as a very formidable team against
others that already are playing in the in-
dustry. We think our team is going to
come in with much more strength, infra-
structure and more outlets, if you will.

WCM: This membership format is
certainly something different than
we’re currently used to seeing, is it not?

Steyn: Yes, we need to not confuse
people when we say this is a membership
model versus a franchise — going from
an inch-thick document in the franchis-

ing world to a one-page document that
seals the membership deal. It’s a park-
membership organization versus a guest-
member organization such as Coast to
Coast.

Bloss: Every one of our members has
a voice and a vote. No decision is made
by the corporate team without first dis-
cussing it in an open forum. Our mem-

bers vote on every direction we take, in-
cluding our fee structure. We tell them
what we can do for X-amount of dollars
and what their return on investment
should be on those dollars, and every year
at conference we vote on what the fee
structure will be for the upcoming year.
What company in your experience lets
the customer set the price point for what
they are going to pay to their parent 
company?

Anderson: We have a pricing model
that suggests that if you are a member of
ARVC and a member of a state associa-
tion, your fees are X. If you are not, your
fees are Y and the fee to join is greater
than the cost of joining ARVC and your
state association. Hopefully, we will bring

new members to ARVC as we find parks
that want to join Cruise Inn that are not
currently involved in ARVC.

WCM: What can you tell us about
Cruise Inn’s reservations system as it
morphs over from the hotel to the
campground business?

Anderson: The key ingredient of this
is the distribution of your inventory to

new demand generators. Today if you are
someone who camps, to plan a two-week
holiday you’re going to have to go online
and figure out your map. Then you’re
going to have to figure out the independ-
ent parks. And if you’re lucky you can go
online and book them. But only about
40% of the parks even have an online
booking agent. Otherwise you’re going to
have to call and they are going to put your
name into an Excel spread sheet. It’s very
difficult.

“You can’t go to Expedia or Travelocity

or a wholesaler to plan your two-week
trip for you. We are bringing what hap-
pens in the hotel industry in terms of dis-
tribution to the RV park industry. So,
when you (a park owner) join Cruise Inn,
you’re going to get a reservation system
that not only allows you to have booka-
bility on your own website, but we’re
going to serve real-time availability inven-
tory to all the online travel agents, retail
travel agents and wholesalers.

“Imagine someone in Germany who
wants to come to the United States and
experience the great outdoors in an RV?
They are going to go to a travel agent who
is going to tell them they can’t do any-
thing for them. We are bringing that abil-
ity to that travel agent or wholesaler to

put a package together where you can
rent the RV, book two weeks’ worth of
Cruise Inns on the way and, if you are an
individual consumer in the United States,
you can go to Expedia and Travelocity
and check the availability. We also bring
Vantage Hospitality, a specialist in social
media.

WCM: Are you anticipating new

vendor alliances in the campground
arena? 

Anderson: Very likely. We already
have alliances with over 200 vendors with
Vantage Hospitality — televisions, FF&E,
cleaning supplies, payment systems. All
of those vendors who are providing a
good deal to Americas Best Value Inn and
Lexington Hotels are ported over to
Cruise Inn. So we have a significant ven-
dor base already. 

We’ll need to create some specifically
in the RV industry that, frankly, the hotel

industry doesn’t need. But we have a
pretty good base already.

Roger: What you have to remember,
too, is that with nearly 1,100 hotels, we
have more than 100,000 people a day
who pass through our doors. So, we have
a nice captive audience that we can mar-
ket to in addition to all the distribution
outlets throughout the world. The syner-
gies of that open up all kinds of new pos-
sibilities for these RV park owners
because it’s a market that transitions over.

People who stay in hotels also stay in
RV parks, and vice-versa. For us, combin-
ing these consumer and customer bases,
loyalty program, frequent traveler pro-
grams and other things is going to put us
levels above any of our competition and,
obviously, stratospheres above what 
they can do individually with their own
budgets. 

WCM: We understand that you’re
asking member parks to change their
names to reflect the Cruise Inn brand.

Steyn: To have a brand, you’ve got to
have Cruise Inn. But as Scott has said a
number of times, this also is a work in
progress in some areas because these peo-
ple do have a lot of time and effort in-
vested in their brand. But it needs to be
prominent.

Bloss: We do it all the time (enable
private business owners to keep their
names) when a hotelier has a family busi-
ness or an iconic name or a really signifi-
cant geographic indicator. So, why would
you want to take that away?

What you want to do is let the
(camping) customer know that you’re
still in the same place with the same op-
erator, but with new tools to do business
with us more effectively, efficiently and,
frankly, more cost-effectively. So, we en-
courage people with great names to
keep them. But, as Ian says, you want
that brand out there. Without the
golden arches, you pretty much keep
driving by.

WCM: So, maybe they go to subti-
tles in which both names are utilized?

Anderson: Sure. We have a lot of our
hoteliers do that. If you’re looking at
adding the name, they get to keep their
own websites. And this is where we are so
uniquely different. Where most brands
come and say, ‘you have to do it our way
— here’s the rule book and the map to
follow,’ we say, ‘what’s working for you?
Where are your strengths, and let’s make
sure those strengths are a pillar? And
where are your weaknesses, and let’s
work on them.’ WCM

‘Any time there are 11,000 parks and only 560 are flagged (branded),
there’s an opportunity,’ Cruise Inn RV Parks LLC President & CEO Scott 
Anderson told Woodall’s Campground Management. ‘And there are two
brands in the RV industry. There are 120 brands in the hotel industry.’

Several hotel-industry veterans had
mulled over the idea for a new member-
based network of RV parks and camp-
grounds for three or four years, but it wasn’t
until this fall that a plan coalesced to intro-
duce a new Cruise Inn nameplate that could
borrow some of the hotel arena’s more mod-
ern techniques and develop “the largest
brand in the outdoor facility space” over the
next few years.
“Any time there are 11,000 parks and only

560 are flagged (branded), there’s an oppor-
tunity,” Cruise Inn RV Parks LLC President
& CEO Scott Anderson told Woodall’s
Campground Management. “And there are
two brands in the RV industry. There are 120
brands in the hotel industry.”
Amid considerable buzz in campground

circles, the seven investors behind privately
held Cruise Inn officially launched their new
venture (website: cruiseinns.com) at the Na-
tional Association of RV Parks and Camp-
grounds (ARVC) 2013 Outdoor Hospitality
Conference and Expo Nov. 4-8 in Knoxville,
Tenn. 
“We announced we are a new member-

ship brand in the RV industry that we believe
is going to help park owners grow their busi-
ness and raise the value of their parks,” said
Anderson, who got his start in the hotel busi-
ness in his teens. “We can do things for you
(park operators) that you can’t afford to do
as an independent in the area of sales, mar-
keting, reservations, distribution and pur-

chasing. Purchasing doesn’t sound like a big
deal, but imagine that you as an independ-
ent RV park are buying toilet paper and
cleaning supplies. Imagine the deal you can
get if you hook into 1,100 hotels that already
are buying cleaning supplies and toilet
paper? We can save you money, in much 
the same way, in office supplies and 
other things.”
Anderson, a consultant who served as

managing director of games services for the
1996 Olympic Games in Atlanta and as gen-
eral chairman for the 2010 PGA Champi-
onship in Wisconsin, and his co-investors
have worked with a wide array of hotel
brand names like Ramada, Knights Inn, Vil-
lagers, Howard Johnson, Super 8, La
Quinta, Lexington, Holiday Inn and Trav-
elodge, among others.
Cruise Inn’s backers, along with Ander-

son, include Vantage Hospitality Group Inc.
founder, President & CEO Roger Bloss; Van-
tage 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; Adam Frisch, a resi-
dential Aspen developer; and Ian Steyn,
owner of the Jellystone Park Camp-Resort
in Larkspur, Colo., a familiar figure in ARVC
circles.
A real key to this whole new member ap-

proach — not a franchise format — can be
found in the support services of Vantage,

which has grown the Americas Best Value
Inn and Lexington brands from 150 member
hotels in 2001 to a current total of more than
1,050 worldwide. In the process, they main-
tain, Vantage has been recognized as “the
fastest-growing hotel chain in America” for
five consecutive years and as the world’s
10th-largest hotel chain.
Coral Springs, Fla.-based Vantage, ac-

cording to the plan, will provide the infra-

structure, corporate logistics, accounting,
technology, marketing, purchasing and
group sales — even a reservation system
— for Cruise Inn members. “We have 120
staff members in Coral Springs serving the
members of Vantage Hospitality and now
Cruise Inn,” said Anderson. “We already
have people on the road, all regionalized
and we have the expertise — everything

from service up to electronic distribution. All
of these multi-million-dollar assets are at
Cruise Inn’s disposal immediately.”
Steyn, the lone campground sector rep-

resentative, calls the Cruise Inn template a
“stroke of genius” and the “missing link” for
the campground sector. “The bottom line of
what Roger (Bloss) does and his whole or-
ganization and other founders is that when
you have 1,100 hotels on a one-year deal,
and 98% of them renew every year, you
know you’ve got something that the market
likes,” said Steyn. “And when you’ve grown
into one of the world’s largest hotel compa-
nies in a decade, you know you’ve got
something that the market is crying for to roll
into this sector.
“The value proposition is very simple,”

added Steyn, who once helped spearhead
auto-industry marketing initiatives. “Vantage
will increase your revenue at a lower cost,
then you can increase that revenue and,
therefore, your value goes up. And in addi-
tion, those of you who subscribe, your prop-
erty is worth more if you are a brand than if
you are a stand-alone hotel or campground.
It just makes a lot of sense.”
Anderson, Bloss and Steyn agreed to sit

down for an interview with WCM Publisher
Sherman Goldenberg and Editor Justin
Leighty during ARVC’s conference. Here’s
some of the highlights of that conversation:

WCM:What’s your expected growth
rate?

Anderson: Our budget suggests 15
the first year, 35 the second year. We’ve
been very, very conservative. I wanted to
make sure we had the cash we needed. I
think we are going to significantly exceed
that. Our current business model says we
are going to have 100 (parks) by year
three. We’ve got 20 who’ve already raised
their hands, so I can just take 2014 off
and hit our budget.

WCM: So, how big do you think it
can get?

Anderson: If you use Vantage Hospi-
tality as an example, I don’t think there’s
any reason that Cruise Inn can’t be as big
or larger than Vantage Hospitality in its
market. So, let’s say 560 parks out of
11,000 are flagged. There’s plenty of
parks that could use some help.

WCM: What, more than anything
else, are you asking of a park operator
who might consider joining Cruise
Inn?

Anderson: What I’m asking you (a
typical park operator) to do is to partici-
pate in the program, learn and be edu-
cated and maintain a minimum set of
standards because one of the issues in the
industry today is visiting a park (for an
average consumer) is a dice roll. When
you go to an RV park, you don’t know
whether what you saw online — photo-
wise — is what you’re going to get when
you get to the park.

In the hospitality industry, if you go to
a Hampton Inn, you know what you’re
going to get. You know the physical at-
tributes and you know it’s going to be a
certain level of quality.

If you go to a KOA, with all due re-
spect, it could be a great KOA or a not-
so-great KOA. I don’t know about Leisure
Systems, but I do know about KOA. Good

The Cruise Inn crew — (L-R) Ian Steyn, Adam Frisch, Scott Anderson, Stacy Silver and Roger Bloss — hit the ground running after officially 
announcing the Cruise Inn network at the ARVC convention in November. Cruise Inn is a brand that will be owned by its participating parks instead
of a franchise, a concept common in the hotel industry.

Scott Anderson

“
”

We can do things for you (park operators) that you
can’t afford to do as an independent in the area of
sales, marketing, reservations, distribution and
purchasing. — Scott Anderson, President & CEO, Cruise Inn RV Parks

Stacy Silver talks about the Cruise Inn concept to campground owners in Knoxville at the ARVC convention, where Cruise Inn was formally
launched. It is an ambitious push by hotel industry veterans to bring some hotel concepts to the campground market, a concept organizers believe
makes sense at first glance.
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Campground Overview
Name: Big Meadow Family 
Campground
Owners:Malcolm, Barbara and
Greg Johnson
Address: 18215 Cedar Creek Rd.,
Townsend, TN 37882
Number of sites: 77
Physical description: 14 acres at
1,200 feet elevation in the Smoky
Mountains
Season: Year ‘round
Rates: Pull-through RV sites $45;
River overlook sites $50; premium
super sites $55
Professional Affiliations: Ten-
nessee Association of RV Parks &
Campgrounds, National Associa-
tion of RV Parks & Campgrounds
Website: www.BigMeadowCam
pground.com
Contact information: (888) 497-0625

Nor does Big Meadow limit its pre-ar-
rival RV prep to its own guests. “Some of
our customers also camp in the national
park, or they actually camp in other camp-
grounds here in Townsend, so we also offer
a service where we will transport the
camper for the customer into another park
and set it up there for them,” reported
Johnson. 

If that sounds extreme, consider the ne-
cessity for Big Meadow to be distinctive
and competitive: It’s located within two
miles of six other commercial RV parks.
Rather than being intimidated, Johnson
thinks her competitor neighbors are “all
very nice,” and while she said they are all

CAMPGROUNDPROFILE

larger and older than Big Meadow, that
suits the Johnsons just fine.  

“The other parks have always been so
great in giving us their overflow. There are
times that we cannot take care of all the
campers that are here in our little town,”
she said. “We each have different person-
alities. We’ve been very fortunate to find a
niche here where we’re located.”

That location is in a unique geographi-
cal area in that it’s only about 1,200 feet
above sea level and surrounded by moun-
tains, giving it an unusual pocket of pro-
tection from harsh weather — the coldest
winter temperature is typically about 40
degrees Fahrenheit.

Nestled in the Great Smoky Mountains
in the sleepy one-traffic-light town of
Townsend, Tenn., lies a quiet, tidy 14-acre
property owned and operated by Malcolm
and Barbara Johnson and their son, Greg.
Small wonder that the area’s laid-back,
country-comfortable atmosphere trickles
through to Big Meadow Family Camp-
ground, the newest winner of the Small
Park of the Year award from the National
Association of RV Parks & Camp-
grounds (ARVC). 

To be entirely accurate, Big Meadow is
part campground and part RV storage facil-
ity. According to Barbara Johnson, they re-
alized soon after its opening in 1995 that
folks needed a place to keep their RVs.
With ancillary income always a welcome
boon for a new park, they started their
storage area with three units — and kept
adding more. That, she said, was one of the
most important decisions that led to their
long-term success and “keeps us operating
in the black year ‘round.” Today, 200 units
are regularly stored on site. 

“The fact that we store campers has al-
ways made us unique and different. That’s
a separate business by itself,” Johnson ex-
plained. With a little notice, the Big
Meadow staff (60% of which is the Johnson
family itself) can have a customer’s RV lev-
eled and hooked up in a campsite when
they arrive — even washed and visited by
a mechanic for a tune-up or repairs, if so
desired. 

“We do a lot of the work ourselves,” she
said. After all, “we’re a small park.”

Malcolm and Barbara Johnson and their son, Greg (right) run their family business in the
shadows of Tennessee’s Great Smoky Mountains.

At Big Meadow Family Campground, Hospitality and a
Wealth of Local Attractions Keep Campers Coming Back

ized we were competing against the Great
Smoky Mountains National Park and the
professional entertainment and giant shop-
ping outlets in Pigeon Forge and Gatlin-
burg.” The campground activities schedule
was pulled down, and lists of local attrac-
tions and festivities were put up around the
property and on the website. “Lesson
learned — you have to pay close attention
to your customer base,” she said. 

That idea was a mistake the Johnsons
learned from — but another idea turned

out to be their most significant and suc-
cessful. In the same minimalist vein, they
upgraded their campsites by reducing
them.

“We reduced our number of sites so we
could expand our ‘deluxe super sites.’
They’re all pull-through with a level con-

crete pad and patio, and they can easily ac-
commodate large luxury motorhomes.
We’ve had them 45 feet long pulling a 26-
foot trailer with cars and motorcycles in it,”
Johnson said, adding that all 77 campsites
also received upgrades for more value to
the customer. 

“Every single site has water, electric,
sewer, 72 channels of cable TV and 30/50-
amp service, and we offer wireless Inter-
net throughout the park. All of these
items are included in the prices we have

on the website.”
This property-wide revision to put more

into each campsite, she said, is what has
brought the most positive feedback from
Big Meadow’s customers.

Some ideas work and some don’t, so it’s
always critical to keep creating and apply-

ing more ideas, Johnson said, describing
the annual “research and development” ex-
ploration trips she and her husband Mal-
colm take. “We normally take the month
of February off and take our camper and
just wander around. We stay at other parks
and look to see things they do that we like
and don’t like, and we always come back
and implement something new in our park
from that.”

Campground owners also have to be
willing to continually back up those ideas
with the funding to make it work. “We try
our best to put every dime of revenue that
we can get back into our park to improve
it,” she stated. “We’ve done this for 18
years now.”

In those 18 years, Big Meadow Family
Campground has gotten more things right
than wrong, as evidenced by its recent
award from ARVC — and all the others
they’ve garnered over time from other en-
tities such as the Tennessee Association
of RV Parks and Campgrounds
(TNARVC) and being named among the
old Woodall’s Campground Directory
“Top 100 Favorite Parks in North Amer-
ica.” 

Some of their best practices might have
been specific to their size and location —
such as smart strategies to stand out in a
competition-dense location among much
larger facilities — but the Johnsons’ tips for
success go beyond small-park application. 

“The best advice I can give to anyone
out there is to treat people the way you
want to be treated,” Barbara Johnson said. 

“We’ve always said, ever since we
opened up, ‘We have to try hard to make a
better place to camp, try to be friendlier

when people walk in our door.’ It’s always
just us doing what we thought other
campers would want, as campers ourselves.

“We’re just extremely humbled and
happy and grateful that we got this
(ARVC) award, I tell you what; we’re just
tickled to death,” she said. “We’re so for-
tunate to be in a business that we love. We
have great customers that have supported
us throughout the 18 years we’ve been in
business. How much better can it get?” —
Barb Riley WCM

It’s also surrounded by attractions that
continually bring campers of all demo-
graphics to Big Meadow. They’re two miles
from the entrance to the Great Smoky
Mountains National Park, 15 miles from
Pigeon Forge and just 17 miles from
Gatlinburg. 

“We say to people that come to our area,
we have the best of everything,” Johnson
related, including the famous “Tail of the
Dragon.” 

While some local draws are indeed of
the homey country type typically associ-
ated with the region — visitors can catch
wood-carver shows and even a local festi-
val’s “Old Timers Day” — Johnson said an
element of danger and excitement brings
motorcyclists and sports-car enthusiasts to
Townsend in droves: They all want to ride
the “Tail of the Dragon,” a stretch of unin-
terrupted two-lane highway on U.S. 129 at
Crossing Deals Gap near the Tennessee-
North Carolina state line. 

“People come to ride their motorcycles
there because it has 318 curves in 11
miles,” she said. “We are simply located in
a fantastic area here.”

The area’s status as a heavy tourist des-
tination is the impetus behind two Big
Meadow policies: They don’t take seasonal
campers and they don’t do seasonal activi-
ties. The latter is a case of learning from
trial-and-error what did not work for their
property. 

“We have tried just a ton of things to do.
We’ve had gospel or bluegrass music, chili
cook-off contests, ice cream socials, and
nothing really worked for us. We found
ourselves having to beg customers to at-
tend,” Johnson recalled. “We finally real-

Big Meadow’s visitors like to take advantage of the park’s “deluxe super sites,” which
grew as the Johnson family decided to reduce — and upgrade — the number of sites.

The playground area is a popular feature for young visitors to Big Meadow’s 77 sites in
Tennessee.

Owners Malcolm and Barbara Johnson (left) and Greg Johnson (right) with staff members
Janet Cooper and Kristina Price in the campground’s camp store. 

Access to the river is one of the campground’s key features that lures guests to the
award-winning park.

The Tennessee fall colors add to the natural beauty at Big Meadow’s 14-acre site.

Why not branch out? That thought led Big Meadow Family Campground to open an accompanying RV storage
facility, allowing Big Meadow to provide extra service to their guests and even guests of nearby parks.

Nestled among the Great Smoky Mountains, this award-winning RV park
also operates its own storage facility — which helps bottom-line performance
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ing down the line, so communication with
those partners is important. As is legislation
— we’ve got to keep an eye on that with
Obamacare. Small businesses are going to
be put under considerable hardship with fi-
nances if we don’t keep our lobbyists work-
ing in Washington.”
She wants to see a focus on “the big pic-

ture, make sure that everybody is going to
be in a good position, campgrounds, to make
memories for families down the road.”
One way ARVC is working to do that is by

changing their education program, both to
simplify and to increase the professional-
ism, and the association is continuing to roll
out the new Outdoor Hospitality Education
Program, replacing the former Certified
Park Operator program.

Paul Bambei, president of the associa-
tion, told members, “The year 2013 showed
remarkable progress for our association, as
ARVC continued to focus on enriching
member programs and growth.” He detailed
the education changes, new discounts for
members on outdoor equipment and
propane, and the music-licensing deal
which allows members to save significant
amounts on royalties paid for publicly
played music.

Roger Dow, president and CEO of the
U.S. Travel Association, gave the keynote
address at the conference.

“People see us providing good times,
and the great outdoors and all the things we
do, and they don’t take us seriously in terms
of economic impact,” he said. Dow high-
lighted that campgrounds are part of the
larger travel and hospitality industry, a
major economic engine in the U.S. employ-
ing more than the insurance or auto indus-
tries, and the campground industry is

growing faster than the overall travel and
hospitality industry.
“We look at this industry, people like to

think of the Hiltons, the Disneys, but 84% of
the travel industry is small business,” he
said.

New ARVC AdvantEdge Software
During a panel discussion on using data

to make good decisions on managing
campgrounds, ARVC rolled out its newest
software tool, called ARVC AdvantEdge,
which will allow campground owners and
operators to compare their campgrounds to
the averages of other campgrounds of sim-
ilar size or in similar regions.
“Technology’s moving extremely fast,

everybody knows that, and the way that
business is being done is being driven by
that,” said Eric Stumburg, CEO of TengoInt-
ernet, who moderated the panel on data-
driven decision making. “Companies that
follow data-decision practices have 4% im-
proved productivity and 6% better profitabil-
ity. If you would like to add $6 to every $100
you make in your revenue, this could be
useful to you.”

Blake Ashdown, an experienced camp-
ground owner and leader of SureVista, the
company which developed ARVC Advant-
Edge for ARVC, walked people through the
software tool, showing how they can com-
pare staffing and pay levels to similar parks
and campgrounds.
The California Association of RV Parks

and Campgrounds (CalARVC) called it “the
best campground business tool in five
years” and said “its benchmarking capac-
ity is beyond anything this industry has
seen.”
The cost is from $100 to $350, depending

on the size of the park. “It will help you im-
mensely when you have to go to the bank
and get funding,” Ashdown said, and will

be helpful to people wanting to sell 
their parks.
Schwartz said the software tool was a

well-received option for ARVC members. “I
think a lot of people were excited to under-
stand there is an online tool out there to
help them learn more about their business.
They can now easily compare their park’s
financial and operational data to that of
similar-sized parks in their market or na-
tionwide. They can then filter those com-
parisons by the parameters that are the
most meaningful to them, including region,
state, age of park, number of campsites
and other factors. It really gives them a rel-
evant tool to use.”
After rolling out ARVC AdvantEdge,

other panelists talked about their use of
data in campground settings. 

Bruce Bryant, owner of Legacy RV Re-
sorts which operates 14 parks in 11 states,
said they use national surveys and in-
house surveys and urged campground
owners and operators to do the same.
“Keeping track of what’s important to your
guests, what’s important this year and next
year may not be important the following
year. It’s easy to get lost and you think you
know what’s important.
“That’s how you learn,” he added. “All

of us are super-busy. All of us wear so
many different hats. There’s so much stuff
for all of us to do. The data is incredibly im-
portant.”
Schutter said LSI’s Yogi Bear’s Jelly-

stone Camp-Resorts also use surveys to
guide them in making improvements.
“Our customers can provide us with so

much data … if you dwell down into the de-
tails, it provides you with a pretty good
blueprint of what you’re supposed to do for
the future,” Schutter said. “That’s essen-
tially what all of us are trying to do.”
Survey data help operators plan for fu-

ture operations, marketing, advertising and
future capital investments, he said. “If you
look at surveys as being a rating mecha-
nism only, you’re missing the boat. Surveys
are there to provide information, not just to
tell you how you’re doing, but what you can
do.” They are a management tool and a
training tool.
LSI uses them as an annual research re-

port for parks, looking at cabins and rentals
as well as at camping. “We break it down
because they’re two major revenue areas
for our parks,” Schutter said.
LSI developed educational videos to

help address problems identified in park re-
search, Schutter added.

Joe Moore, assistant director of
Grapevine Parks and Recreation and man-
ager of the Vineyards Campground, said,
“Guest reviews, or your surveys, are very
important. We use them to identify prob-
lems and help lay out short-term goals and
long-term goals.” 
“Data-driven decision making is really

what drives our campground.” It’s a great
way to praise staff members who get good
reviews, Moore said. “It’s a very good staff
morale builder.”
Financial tracking is also important,

Moore noted. “I use fees as a way to man-
age how many people I want to come in
there or how many I don’t want to come in.”
Moore also established three different

tiers of sites, and their “gold” tier sites are
booked well in advance, with a waiting list.
“We use that data to be able to structure
our pricing.”
They use Vacation Rental By Owner and

HomeAway.com, Moore said. 
He’s also tracked occupancy data to ad-

just prices to increase occupancy in typi-
cally slow times.
When they tried a coupon program for

kayak rentals, “we made 9,000 in three

days. I used that money, went out and
bought 10 more kayaks. I’ve got a fleet of
27 kayaks now.
“The data is there,” he emphazised. “It’s

up to you to collect that data … you can
see where your customers like to have ac-
tivities, you can hear what your customers
think your weaknesses are, and you can
make your financial projections.”

Wade Elliott, owner of Utility Supply
Group, discussed how he mines through
huge lists to find key customers for his
business. “I can take 163,000 names and
mail out to 40,000 names,” he said.
“Find out who your best customers are.

Take your database, have someone tell you
who your best customers are, and find
some more like that,” Elliott said.

Convention Changes Lauded
ARVC made several changes to the tim-

ing of the convention this year — including
moving it to the first full week in November
— and members can expect to see many of
those changes carry through to next year’s
convention in Las Vegas.
“We did an analysis to several years

ago to get a better understanding of the
overall industry show schedules, season-
ality, travel and accommodation challenges
and attempted to land on a date we can
stick with going forward in order to best
manage members expectations and calen-
dars. We had good response to that,”
Schwartz said.
Additionally, Schwartz pointed out that

the association started the seminars a little
earlier. “That really enables people to more
effectively use their time within the week,”
she said. “We also decided to bring our
awards in on Thursday night,” allowing win-
ners to get recognition from their peers on
the final day of the conference. – Justin
Leighty WCM

The National Association of RV Parks
and Campgrounds (ARVC) recognized the
achievements of top private park opera-
tors, state associations and industry vol-
unteers during its annual Outdoor
Hospitality Conference and Expo in
Knoxville, Tenn.
Park of the Year awards went to RV

parks and resorts based on several cri-
teria, including customer service, em-
ployee training, operational excellence,
national directory ratings and community
service.

Winners included:
• Small Park of the Year: Big Meadow

Family Campground, Townsend, Tenn.
• Medium Park of the Year: Shelby/

Mansfield KOA, Shelby, Ohio.
• Large Park of the Year: Santee Lakes

Recreation Preserve & Campground,
Santee, Calif.
• Mega Park of the Year: Sun-N-Fun

RV Resort, Sarasota, Fla.
Parks that made exemplary efforts to

become environmentally friendly re-
ceived ARVC’s Plan-It-Green award. The
winners included:
• Big Creek RV Park in Annapolis, Mo.,

which received the award in the small /
medium size park category.
• Santee Lakes Recreation Preserve &

Campground, Santee, Calif.
Marketing awards were presented to

state campground associations that pro-
duced the best statewide campground
directories. Marketing award recipients
included:
• Small State Association category:

Maryland Association of Campgrounds.
• Medium State Association category:

Ohio Campground Owners Association.
• Large State Association category:

California Association of RV Parks and
Campgrounds.
Top-performing state campground as-

sociation executives were also recog-
nized, including:
• State Executive Director of the Year:

Beverly Gruber from the Pennsylvania
Campground Owners Association.
• State President of the Year: Karl

Littman of the Virginia Campground As-
sociation.

David L. Berg of Red Apple Camp-
ground in Kennebunkport, Maine, re-
ceived the Stan Martin Memorial Award,
which recognizes RV park and resort op-
erators who serve as role models for
their peers in the industry through their
exceptional volunteerism. Berg also re-
ceived the Chairman’s Award, which rec-
ognizes those who go beyond the call of
duty to further the outdoor hospitality in-
dustry.

David Tetrault of the Northeast Camp-
ground Association received the Pioneer
Award, which recognizes campground
industry pioneers.
The Supplier of the Year award was

given to Wade Elliott of Kingston, Wash.-
based Utility Supply Group, a leading
provider of electrical pedestals, meters,
hand driers and other electrical supplies
for campgrounds and RV parks.
During the awards ceremony, ARVC

also announced the establishment of the
Dick Hartford Memorial Plant a Tree Pro-
gram, which was established in honor of
Dick Hartford, the founder of Evergreen
USA, who passed away in early October
at the age of 68. ARVC launched the pro-
gram by distributing more than 500 long
leaf pines and Colorado Blue Spruce
saplings to awards ceremony attendees.
The ARVC Foundation also presented

its Above and Beyond Award to Dick
Hartford and to Judy LaPorta of Little
Oaks Campground in Cape May Court-
house, N.J. WCM

ARVC Presents Campground Industry Awards

Twenty-seven campgrounds, RV parks
and resorts earned all-around “A” grades
in the sixth annual consumer satisfaction
survey of campgrounds, RV parks and re-
sorts. The top parks were announced dur-
ing the National Association of RV Parks
& Campgrounds’ (ARVC) annual Outdoor
Hospitality Conference & Expo.
More than 30,000 camping and RV en-

thusiasts participated in the online survey,
which evaluated guest experiences at
more than 3,000 campgrounds, RV parks
and resorts that are affiliated with ARVC
campgrounds.
“Consistently earning an overall ‘A’

grade from guests is difficult, and our 27
winners this year represent less than 2%
of all of the nation’s campgrounds,” said
Bob MacKinnon, president and CEO of
GuestReviews.com, the Murrieta, Calif.-
based company that conducted the online
survey on behalf of ARVC.
The 27 parks earning “A” grades include:
• Anaheim Resort RV Park, Anaheim,

Calif.; www.anaheimresortrvpark.com.
• Ashland Resort, Northfork, W. Va., a

four-time “A” grade winner, www.atvre-
sort.com.

• AtRivers Edge RV Resort, Brookings,
Ore.; http://www.atriversedge.com.

• Beaver Dam Campground, Berwick,
Maine; www.beaverdamcampground.com.

• Camp A Way, Lincoln, Neb.;
www.campaway.com.

• Cherry Hill Park, College Park, Md.;
www.cherryhillpark.com.

• D&W Lake Camping and RV Park,
Champaign, Ill.; www.dwlake.com.

• Far Horizons 49er Village RV Resort,
Plymouth, Calif.; www.49ervillage.com.

• Kalyumet Camping & Cabins, Lu-
cinda, Pa.; www.kalyumet.com.

• Lake George RV Park, Lake George,
N.Y.; www.lakegeorgervpark.com.

• Las Vegas RV Resort, Las Vegas,
Nev.; www.lasvegasrvresort.com.

• Leaf Verde RV Resort, Buckeye, Ariz.;
www.leafverde.com.

• Meadowcliff Lodge & RV Resort,
Coleville, Calif.; www.meadowcliff.com.

• Mill Creek Ranch RV Resort, Canton,
Texas; www.millcreekranchresort.com.

• Misty River Cabins & RV Resort,
Walland, Tenn.; www.mistyriverrv.com.

• Moose River Campground, Saint
Johnsbury, Vt.; www.mooserivercamp-
ground.com.

• Mountain Vista Campground, East
Stroudsburg, Pa.; www.mtnvistacamp-
ground.com.

• Pioneer Campground, Laporte, Pa.;
www.pioneercampground.com.

• Pismo Coast Village RV Resort, Pismo
Beach, Calif.; www.pismocoastvillage.com.

• Red Apple Campground, Kennebunkport,
Me.; www.redapplecampground.com.

• Rivers Edge Campground, Con-
nellsville, Pa.; www.campriversedge.com.

• Shadow Hills RV Resort, Indio, Calif.;
www.shadowhillsrvresort.com.

• The Springs at Borrego RV Resort
and Golf Course, Borrego Springs, Calif.;
www.springsatborrego.com.

• The Vineyards Campground & Cab-
ins, Grapevine, Texas; www.vineyard-
scampground.com.

• Wine Country RV Resort, Paso Rob-
les, Calif.; www.winecountryrvresort.com.

• Wishon Village RV Park, Shaver
Lake, Calif.; www.wishonvillage.com.

• Yellowstone Holiday Campground,
West Yellowstone, Mont.; www.yellow-
stoneholiday.com. WCM

27 ‘A’ Grade Parks Honored

Tim Deputy accepted the award for Sun N
Fun RV Resort. The Sarasota, Fla., resort
was named Mega Park of the Year for 2013.

The 2014 crowd filled the banquet hall at the Knoxville Convention Center for the 2014 ARVC
Outdoor Hospitality Conference & Expo, which saw a bump in attendance at the site and
the new time, which came earlier in the year.

Jason Soltis, vice president of operations for SureVista, discuss the new ARVC Advant-
Edge software SureVista developed for members. Blake Ashdown, SureVista CEO, looks
on as Soltis talks about the new software, a major component of this year’s conference.

Wade Elliott of Utility Supply Group (right) talks with
Mark Anderson of Camp Chautaqua during the expo.

Ron and Jaylene Shannon at their
Phelps Honey Wagon display.

Ben Carr, Red Rover Camping, speaks
with a convention attendee.

Dick Grymonprez of Athens Park Homes leans over the railing of one of the
company’s models on display to talk with attendees of the ARVC expo.

Deb Kohls of Khols Consulting and former ARVC president David
Gorin of David Gorin Associates share a moment in Knoxville.

Good Sam personnel were on hand to talk about the Good Sam net-
work as well as the recently consolidated Good Sam RV Travel Guide.

ARVC —from page 3
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Anderson’s Broadens East Coast Campgrounds’ Reach

When Anderson’s Brochure Distribu-
tion Service began working with the RV
industry 32 years ago — distributing
brochures for campgrounds, RV parks and
state associations at camping and RV shows
along the east coast — digital media had
not entered the scene.

But even in today’s world of social
media sites, email blasts and online adver-
tising, Joe Tice— who in 2010 bought the
company with his wife, Jessica — under-
stands paper is not dead.

“We used that service and wanted a
company that was outdoor related,” Joe
Tice recalled. “We thought we could im-
prove it. There is still a place for brochure
distribution in everyone’s marketing plan.”
Tice said people still like to sit down and
look at something when planning RV trips.
Campers, he notes, use the Internet — but
the first touch they may get for an RV park

or campground they want
to visit could be from a
brochure at the Ander-
son’s booth at an RV
show.

Anderson’s grabs infor-
mation from campground
and RV parks and takes it
on the road in the eastern
U.S. and Canada, promot-
ing campgrounds and
tourism at camping and
outdoor-recreation shows.

Seasoned RVers and
campers staff the booths
and answer questions,
and the booths are not
just racks of brochures.
The displays are set up
according to region, so

brochures are in a cohesive area, identified
by easy-to-read headings. 

In addition, the company has expanded
its booth-management services, setting up
and staffing customer booths, separate
from the Anderson’s booth. Husband-and-
wife teams typically staff the booths.

The Tices are campers and frequented
the Anderson’s booth at the Hershey and
Harrisburg, Penn., shows before buying the
company. So they went into the business
ready to move forward — and roughly
doubled the size of the company since ac-
quiring it, Tice said. Launched by Andy
and Marilyn Flues in 1983, the company
was first sold to Skip and Judy Deegans;
Joe and Jessica Tice purchased it from the
Deegans in 2010.

When the Tices acquired Anderson’s,
the only organization utilizing this service

was the Pennsylvania Campground
Owners Association (PCOA), Tice said. 

Now, Anderson’s represent Virginia
Campground Association (VCA),
Florida Association of RV Parks and
Campgrounds (FARVC), Pocono Moun-
tain Visitor Bureau (PMVB), and the
company recently began working with
Leisure Systems Inc. by operating a Yogi
booth at the Hershey Show. PCOA is now
doing additional shows with Anderson’s, as
well.   “This service works well for the cus-
tomer as they can have a presence at a
show without the high cost of travel, meals
and lodging for their
staff,” Tice said. Cur-
rently, the 28 RV and
camping shows where
Anderson’s distributes
materials are in a dozen
east-coast states and two
Canadian provinces,
reaching more than a
million people, accord-
ing to estimates pro-
vided by Tice. In 2010,
the couple operated the
business out of a 2,500-
square-foot facility. They
have since outgrown it and moved to a
7,000-square-foot facility with a loading
dock that accommodates tractor-trailer
shipments.

Though they believe strongly in print,
the Tices are taking Anderson’s digital, too.

Anderson’s recently agreed to partner
with Getaways On Display— a brochure
distributor located in Manheim, Penn. —
that will allow Anderson’s access to Get-
aways’ professional sales team, which will

assist in selling the Anderson’s program.
Anderson’s has also partnered with Book
Your Site, a mobile app for the iPad and
iPhone that allows people to search a data-
base of campgrounds based on their per-
sonal preferences and needs. The app then
allows the consumer to book a reservation
right from their phone. 

At every show in 2013, the Anderson’s
booth contained a kiosk with an iPad that
allowed visitors to book their vacations or
download the app, a feature the company
plans to carry into next year. Looking
ahead, Anderson’s plans more partnerships
to improve services for clients. 

Tice said the company is in early discus-
sions about where to take the booth in the

future, possibly including on-site booking
options for visitors.

The company also is contemplating a
partnership with another organization that
would provide digital newsletters and web-
site design services to Anderson’s cus-
tomers. The Tices believe the future has
tremendous potential for the company that
began by taking brochures on the road,
doing the legwork for RV parks and camp-
grounds. – Terri Hughes-Lazzell WCM

Certified public accountants, Joe and Jessica Tice acquired
Anderson’s Brochure Distribution Service in 2010.

The Anderson’s display booth is a familiar sight at RV and camp-
ground shows throughout the eastern U.S. and Canada.

‘Texas Parks On Tour’ Urges Park Owners to Add Cabins
If you don’t have park models at your

campground, you’re missing a critical op-
portunity to not only improve your park’s bot-
tom line, but to broaden and diversify your
customer base.
Those were two key points conveyed by

a panel of park operators during the annual
Texas Parks on Tour, which was organized
by the Texas Association of Campground
Owners (TACO).
The Oct. 20 – 21 event, which took place

at Rayford Crossing RV Resort in Spring, also
included a roundtable discussion of legal
and legislative issues, while seminars cov-
ered a variety of topics from rental cabins

and cottages to guest retention, how to or-
ganize successful activities and the impor-
tance of frequently raising your rates. Park
operators also toured four parks, including
Thousand Trails Lake Conroe, the Lake Con-
roe Kampgrounds of America (KOA), Rayford
Crossing, Forest Retreat RV Resort and they
played a game of TACO Jeopardy.
The park model panel discussion included

Joe Moore of The Vineyards Campground &
Cabins in Grapevine and Bryan Kastleman of
Hill Country RV Resort & Cottage Rentals in
New Braunfels.
“If you don’t have park model cabins, you

need to get some,” said Moore, who has

added 13 of the rental units to The Vineyards
Campground & Cabins in recent years. The
units have been so popular that Moore plans
to purchase two more in the coming weeks.
“Personally, my observation is that (park

model cabins) are the next dimension of the
campground industry,” Moore said, adding
that both public and private parks are seeing
growing demand for the units, which enable
parks to accommodate people who don’t
have a tent or RV.
But Moore also said that park operators

need more than park models to be success-
ful. “A good product by itself is not enough,”

he said. “You need good facilities, great
customer service and robust marketing
campaign.”
It also helps to market park model accom-

modations through more channels than the
park’s website, Moore said, adding that 
vacation rental websites such as Home-
Away.com and VRBO.com, a vacation rental
by owner website, are useful marketing plat-
forms that can attract park model renters
who don’t know that campgrounds often
have rental accommodations.
Kastleman encouraged park operators to

invest in the units now while interest rates
are low and credit is available. Kastleman
has more than 50 park models at Hill Country

RV Resort and Cottage Rentals and he plans
to purchase another 15 to 20 units within the
next six months.
But while park models can be moneymak-

ers for parks, it’s important to purchase units
that are appropriate for your market. “If you
cater to Winter Texans,” Kastleman said,
“buy a model they like. If you cater to fami-
lies, get a unit with a loft,” he said, adding
that parks that cater to couples on romantic
getaways may also need park models with
different floorplans.
Kastleman also said it’s important to pur-

chase park models that are easy to clean and
maintain. “I don’t put carpet in mine,” he said.

Gwen Craig, who co-owns Rayford

Crossing RV Resort with her husband, Billy,
provided attendees with information on ways
to attract and retain guests.
Craig also noted that her park constantly

reinvests its profits in improvements that are
visible to guests each year. The park also has
a young, high-energy staff that provides
concierge-level services for guests rather
than simply checking them in and out of the
park. She also has developed an extensive
activities program and sends out monthly
emails to update guests on upcoming activi-
ties and special events. The idea, she said, is
to keep people thinking about the park with-
out burdening them with too many messages.
Several park operators attending the

Parks on Tour event reported improvements

in their business levels this year compared
to last year. Forest Retreat attributes their
growth to the fact that they are a Good Sam-
rated 10/10/10 park.
Moore said revenues were up about 10%

at The Vineyards Campground & Cabins
while park model cabin occupancies were
up 5%. He added that revenues for October
of this year exceeded revenues from Octo-
ber of last year, which is a good sign heading
into the winter season.

Terry Munoz of Thousand Trails Lake Con-
roe said his park revenue was also up this
year, while park model cabin usage was up
about 20 percent. WCM

The 2013 tour included seminars covering a variety of topics from rental cabins and cottages to guest
retention, how to organize successful activities and the importance of frequently raising your rates.

“Personally, my observation is that (park model
cabins) are the next dimension of the camp-
ground industry,” Joe Moore of The Vineyards
Campground and Cabins, Grapevine, Texas, said
during a park model discussion.

mailto:brian@ekoice.com
www.bbelec.com
mailto:sales@bbelec.com
www.redrovercamping.com


24 -  November 2013                                                                                                                                                                                     Woodall’s Campground Management WOODALLSCM.com November 2013  -  25

With nearly 40% of weddings taking
place in outdoor venues, campgrounds and
RV parks/resorts are uniquely positioned to
be an ideal venue for brides and grooms
seeking a refreshing, back-to-nature loca-
tion for their big day. The wedding industry
is huge — a $51 billion business — and
while “traditional” weddings are still pop-
ular, non-traditional approaches are gaining
ground. 

According to a recent study by The-
Knot.com and WeddingChannel.com,
brides are interested in providing an expe-
rience for their guests, with one in six
brides surveyed claiming a “casual, less for-
mal” style and 27% describing themselves
as “fun.” 

Millennials — born between 1979 and
2000 — account for approximately 70% of
today’s weddings. Liene Stevens, wedding
expert and blogger at Think Splendid,
notes that this group “feels alive in nature
and considers being in the great outdoors a
moving/spiritual experience.” 

It doesn’t hurt that camp-themed wed-
dings, such as the highly publicized nuptial
event of RV-loving Matthew McConaughey
or that of 1990’s sitcom star Rider Strong,
have helped popularize the camp wedding
trend, either. 

From rustic to elegant, daylong parties
or three-day-weekend events, park owners
and operators across the U.S. can capitalize
on this publicity and build non-site ancil-
lary income as well as their camping brand. 

Public Park Provides Scenic 
Outdoor Wedding Venue

Providing four main venue locations, a
beautiful backdrop at each, a well-thought-
out facility plan, and a caring, capable staff,
Santee Lakes Recreation Preserve in San-

tee, Calif., has been hosting wedding parties
for more than 50 years. 

The park rents lakeside gazebos and pic-
nic areas as well as a clubhouse, campsites,
and cabins to bridal parties resulting in a
very profitable complementary line of busi-
ness. Once rented, the venue may be used
the entire day, from dawn to dusk (the
park’s per-vehicle entry fee still applies).

The Santee Lakes staff works closely
with area wedding planners and do-it-your-
self couples to bring together the many as-
pects of a successful wedding, hosting one
to two weddings a week in the height of
wedding season. Outside vendors — cater-
ers, DJs, florists, photographers, and
table/chair rental companies — must par-
ticipate in Santee Lakes’ approved vendor
program, paying a minimal fee of $75 per
year, per vendor. The program stipulates li-
ability insurance, requires Santee Lakes to
be named as an additional insured, and
vendors must meet other reputation-based
requirements. 

“We are very particular about our pre-
ferred vendors, recognizing that their per-
formance reflects upon our reputation and
have found our site-map advertisers make
good approved vendors based on the rela-
tionship we’ve developed with them,” said
Johnathan Skinner, director of park and
recreation. 

DC-Area Park Offers Elegant
Wedding Setting

Linda Gurevich, owner/operator of
Cherry Hill Park in College Park, Md.,
strives to deliver elegant weddings on a
budget. The wedding venue includes a large
ballroom with a suspended hardwood
dance floor and cozy fireplace, plus adjoin-
ing rooms perfect for intimate ceremonies

or private bride/groom dressing rooms. 
The venue is available for use the entire

day but the event is restricted to five hours.
There’s also a commercial kitchen available
allowing for the bride and groom to bring
in a caterer or work with one recommended
by Cherry Hill, organize preparation of
their own food, or even host a potluck-style
meal. Wedding parties are allowed to bring
in alcohol but it may not be sold under
county regulations. 

Venue rental includes everything neces-

sary for an event including tables, chairs,
service bars — even parking supervision —
but Cherry Hill’s highly acclaimed reputa-
tion in the wedding venue industry comes
from its wedding decorating services. 

A certified wedding decorator, Gurevich
transforms the event hall into a wedding
wonderland based upon wedding colors,
specific themes or other requests. She’s pas-
sionate about delivering on the unique vi-

sion of each bride and groom, well worth
the additional decorating fee charged. 

“Business really picked up when we
began offering the decorating services. We
host dozens of events per year and make it
easy for dreams to come true. It’s so grati-
fying,” said Gurevich.

Corporate RV Resort 
Caters to Community

Surrounded by nine communities
throughout the Coachella Valley sporting
large Hispanic populations, Emerald
Desert RV Resort in Palm Desert, Calif., is
a go-to venue for quinceañeras, the celebra-
tion of a girl’s transition from childhood to

womanhood on her 15th birthday. Unlike
weddings, quinceañeras are a year-round
business, rival weddings as the most impor-
tant day in a Latina’s life and are reportedly
a $400 million-a-year business — and
growing.  

Emerald Desert plays host to more than
a dozen of these events annually in its club-
house, allows use of the lush green lawn (a
big deal in the desert), and rents its pool

area for quinceañeras and other events in
the off season. 

Rentals are available for the entire day
with music permitted until 11pm, tables
and chairs, a commercial kitchen, sound
system and even a grand piano are provided
with the event venue rental and vendor rec-
ommendations are available if needed. 

The park’s lifestyle director, Shawnna
Trombetta, underscored the importance of
understanding a location’s unique laws.

“Our city requires one security guard for
every 100 people at an event. The park pro-
vides security and passes the fee, without
markup, to the quinceañera’s planners.” 

In addition to the room and security fee,
they also charge a minimal cleaning fee. 

Marketing an Event Venue
Word of mouth is a powerful marketing

tool. The majority of Gurevich’s business
comes by recommendation or repeat busi-
ness and she often sees one sibling after an-
other at her venue. A recent family wedded
two daughters one year apart, one a very
glamorous event, the other a “shabby chic”
affair. 

Advertising on wedding websites such as
TheKnot.com and WeddingWire.com has
proven beneficial, Gurevich said. Some sites
allow testimonials and ratings, beneficial
buzz that money just can’t buy. With a
number of states passing same-sex union
laws she’s also found success marketing on
EngaygedWeddings.com and has been a
longtime advertiser on PurpleUnions.com. 

In conjunction with word of mouth,
Facebook also plays an important part in
promoting Santee Lakes’ events. “We’ve had
some success offering patrons a 10% dis-
count in exchange for photographs of their
wedding at our park. It’s one less thing we
have to think about. They usually have a
professional photographer and the pictures
are often better than we could do ourselves.
The agreement allows us to use the photos
on Facebook as well as for other online and
print marketing purposes,” noted Skinner.

Santee Lakes has also participated in
local bridal shows and is considering put-
ting on their own show at the park, inviting
wedding planners and approved vendors to
participate in the Expo. Attendees will have
the opportunity to shop the Expo as well as
take a venue tour of the park. 

In addition to exposure, Santee Lakes
will have an opportunity to add to their ap-
proved vendor list.

Trombetta promotes Emerald Desert’s
event venue via the local chamber of 
commerce, wedding associations, local
publications, and advertising on Here-
ComestheGuide.com.

In general, parks marketing weddings
and events are advised to add a wedding
and events page with abundant pictures of
the venue and couples to the park’s website,
optimized for search and sharing, promote
these types of events across the park’s social
landscape especially on visual sites such as

Pinterest — and seek to be listed on appro-
priate wedding and event websites.

Words of Wisdom
Tom Gerken, insurance specialist with

USI Insurance, urges park owners/opera-
tors considering hosting these types of
events to have a written agreement with the
family or planner holding the park harm-
less for damages and injury. He recom-
mends vendors provide written proof of

liability insurance
equal to the park’s
general liability lim-
its (often $1 million
per occurrence),
naming the park as
an additional in-
sured. 

Gerken advises
parks to be aware of
the most common
types of claims —
slips, trips and falls.
Keep walkways safe,
pay special attention
if alcohol is being
served, consider
rules for children es-

pecially regarding the use of playground
equipment or water features, and make sure
adequate parking is available.

“We’ve found that hosting weddings and
other milestone events is a financially
worthwhile opportunity, bringing addi-
tional income to areas of the park that were
historically used for picnics,” said Skinner.
“It can be hard work but the rewards allow
us to fund other park projects and meet
goals that might otherwise not happen. I’d
advise park owners and operators to take a
close look at the opportunity to showcase
the unique features of their park and de-
velop this alternate revenue source. Create
a business plan, understand your operation,
be clear on the costs, and calculate ROI (re-

turn on investment). Capitalize on your
park’s assets and begin to build this piece
of your business. It’s well worth the effort,”
he added. 

When asked what advice she’d give
other park owners/operators about the
event business, Gurevich offered these
words of wisdom: “Learn your trade. Listen
to your clients. Make their dream wed-
ding/event come true within their budget
(which is part of the listening). Love what
you do. I went from being a lawyer to be-
coming a wedding decorator. How lucky
am I to be able to work with couples in
love?”

It appears that there are many dividends
in this lucrative line of business. Cultivate
and make the most of this growing trend —
and when calls come in asking about a
venue, they won’t be the only ones to say “I
do.” – Evanne Schmarder WCM

Make Memories — and Make Money
Campers have always appreciated the natural splendor of RV parks and
campgrounds — now their appeal is growing among wedding planners

Elegance is one of the key touches Cherry Hill Park offers to attract
weddings to the park in College Park, Md., in the Washington, D.C. area.

The Gazebo at Santee Lakes Recreation Preserve is one of a number of sites that attract
wedding guests at Santee Lakes in the San Diego, Calif. area.

The Coachella Valley’s Emerald Desert RV Resort markets itself as
a major wedding and formal-event destination.

Natural beauty and the great outdoors
are part of the draw for wedding parties
at parks such as Cherry Hill.

www.checkboxsystems.net
www.dogipot.com
www.hireaworkamper.com
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VENDORSCAPES

lasts 35 or 40 years. “If you look back 35 or
40 years and look at where we’ve come since
then, you can very easily see that if you had
the bigger wire in the ground to begin with,
you’d have a lot less troubles. I like to tell
people that the most expensive thing they’ll
do is dig the hole.”

Contact Utility Supply Group at (800)
800-2811, info@go-usg.com, or go-usg.com. 

* * * * *
Douglas Bell, CEO of Travelers Com-

munication Service, LLC, is getting back
into the campground market by teaming
up with Anthony Salamoni, president of
Fast Wave Networks.

A decade ago Travelers provided cable
and utility service to the park industry, but
left and focused on condos and apartment
complexes. They’re back with a different
approach.

“We like the parks. We like the park in-
dustry; park owners pay the bills. They’re
a good kind of people, Bell said. “We do
phone, Internet, electrical installation, or
we do turn-key on our dime, at our ex-
pense, and do a revenue share. We’ve been
doing it for 30 years, but it’s been 10 years
since we’ve been at a trade show.”

In partnering with Fast Wave Networks,
he said, “We put in the cable and they pig-
gyback on the cable distribution to our
data,” Bell said.

Salamoni said, “We pump a lot more
bandwidth into the park where it’s needed.

“Our biggest challenge has been video
streaming the past 10 years, all the kids
with the iPhones and iPads. We work
through those issues by providing a better
solution … by using a combination of bet-
ter technology, getting closer, and using a
hybrid system we’re able to get more band-
width closer to the customer,” he said.

Salamoni said campground owners
need to think about “bandwidth, getting
the access closer to the customer. Five
years ago, you could have an access point
1,000 feet away because they were just
checking email. It was fine. Now they’re
streaming video, they need a good, solid

connection. You need to get closer to them.
It doesn’t matter how much power you’re
sending out if they don’t have enough
power to send it back. Either you get a
trickle or you get a flood, and we want a
flood.”

Contact Travelers at TravelersCable.com
or (856) 256-9000.

Contact Salamoni at Fast Wave at An-
thony@fastwavenetworks.com, at (888)
275-7530 or fastwavenetworks.com. 

* * * * *
Paul Francis, co-owner of RWF Sales

and Marketing, a Michigan company which
does business as Big Bob’s Firewood, said
his family’s business wants to get into camp-
ground stores.

“The product is Big Bob’s Firewood. We
teamed up with some Amish gentlemen
down in Shipshewana, Ind. They compress
sawdust from their lumber mills into bricks.
They use the bricks to heat their homes.

“My father and I tried to take 12 bricks,
put them into a package and sell them as a
perfect alternative to traditional firewood:
Carbon neutral, no bugs, no emerald ash
borer issues.

“We learned quickly that the average
American male or female took the directions
and used them to start the fire, so they
couldn’t put them in the proper design,”
Francis said.

“We ended up putting them in this
patented package where it comes preassem-
bled in a pyramid shape. It’s got staples to
hold it together. You take the plastic off, it’s
got two places where you light the starter
sticks. Within five to 10 minutes you have
an instant-starting fire. It produces 100,000
BTUs.

“The beautiful thing about it is most in-
stant-starting products in the marketplace
are not 100% wood. This is. You can cook
over it.”

Francis said Big Bob’s Firewood was sold
in upper-Midwestern retailer Meijer for a
while, and is available at HomeDepot.com.

To contact Francis email sales@bigbobs-
firewood.com, call (248-690-5150 or go to
bigbobsfirewood.com. 

* * * * *
Brian McGuinn, business development

manager of Florida-based Southeast Publi-
cations USA, Inc., said the company is
branching out in trying to drive attention to
campgrounds and RV parks.

Southeast Publications has more than
150 bonded and insured sales teams across
the U.S. and Canada who are full-time RVers
and understand the RV lifestyle. That allows
them to know what services RVers are look-

Joe Ventura’s job title at Wizard Works
Product Development Company, Inc., is
“Sorcerer” to company founder Mark Arag-
ona’s “Grand Master Wizard.” They like to
put the magic in water play, and the com-
pany’s tag line says they “add the Wizbang”
to splash pads and water parks for camp-
grounds. 

“I see a lot of change” in campgrounds,
Ventura said. “It’s the new frontier for wa-
terparks.”

It’s a generational shift, from do-it-your-
selfers to people who calculate the costs of
doing it themselves and think about the re-
turn on investments, he said. “That new
generation has a whole different approach.
The older generation would never think of
doing this,” but he argued that it pays off for
campgrounds.

“Their occupancy goes up and they can
raise their campground fees.”

“Thirty years ago the big thing was, ‘Oh,
they’ve got a swimming pool.’” Those aren’t
used for swimming as much as for play,
Ventura said. “That’s the future of pools:
There won’t be pools anymore. At the very
least, they’re building splash pads.”

Wizard Works is preparing to install its
first campground splash pad that works like
a regular splash pad for children during the
day, but at night turns into a “wet dance
club” for ‘tweens and teens.

“There’s music, lasers, fog, foam, water
guns spraying in — it’s a dance party, basi-
cally, so you can charge admission. During

the day this pad is a water blaster game …
at nighttime it turns into a nightclub and
you can charge another admission for that.
A lot of campgrounds have told us ‘We want
something for our teens that’s low mainte-
nance.’ Well, a DJ runs this. One guy runs
the entire splash pad. No need for a life-
guard at night. The kids are enjoying them-
selves, they’re getting wet, they’re dancing.
Most pools close at night,” he said.

Contact Wizard Works Product Develop-
ment Company at WizardWorks.biz or
(518) 434-3488.

* * * * *
Wade Elliott, CEO and owner of Utility

Supply Group, said his company wants to
be the go-to supplier for utility equipment
for campgrounds.

“My whole goal is to be the value-added
supplier. I want Utility Supply Group to be

the company people turn to to ask ques-
tions,” said Elliot, in business since 2002.
“We do a number of things to ensure we
keep our knowledge level at the industry
peak … we’re certainly going to be among
the most knowledgeable competitors out
there,” he said. “If our customers do well, we
do well.”

“My strategy is to introduce my customer
or my prospective customer to Utility Supply
so that they choose their equipment, rather
than having their electrician choose their
equipment. I’m not putting down electri-
cians at all, we sell to a lot of electricians, but
when you’re the end-user you’re typically
more concerned with the product you’re get-
ting; (otherwise) you end up living with the
decision someone else has made. When they
get to choose, they choose a good product
with a knowledgeable company behind it,”
he said.

Utility Supply Group offers everything
from the utility drop to the individual camp-
site. 

“A big part of our business is electrical
sub meters. We also do electric and gas me-
ters. We’re getting into remote-read systems
for water and electrical. We have a remote-
read system for water, we’re working on a re-
mote-read system for electrical meters,”
Elliott said.

In addition they have “a lot of ‘eco’ prod-
ucts. We have a fast hand dryer that’ll save
you 80% over old hand dryers and 90% sav-
ings on paper, getting rid of all that paper
that you were using. We just added a num-
ber of solar lights. A big part of our business
is replacement parts. A lot of people just
can’t find replacement parts at their local
supply house.”

Elliott said that “as you’re building a new
section or refurbishing a section of your
park, think about overbuilding. A 30-amp
rig is using more and more of that 30 amps
now than it was 10 years ago.

“A lot of RV parks are seeing their 30-
amp receptacles burn up because they just
weren’t designed to handle the continuous
load they’re seeing going to a rig now.

“You’re seeing fifth-wheel rigs that are
built 50 amps. You’ve got manufacturers that
are saying, ‘You know, if we had 100-amp
service, we’d have customers that would
buy.’”

Because of that, “As you’re doing refur-
bishment, be sure to put wire in the ground
that’s bigger than you need it to be.” Wiring

ing for when they are staying at client camp-
grounds.

“Our focus right now is to drive con-
sumer focus to our campgrounds, and we’re
doing that through a couple of different
media. We’ve now expanded our reach
through social media. We have a strong pres-
ence right now on Facebook, Twitter,
Google+ and we’re doing some promotions
also through our opt-in emails. We have
about 8,000 subscriber count and growing.

“The base business right now is to market
campgrounds through guest guides, ban-
ners, social media. We also do online,” he
said.

Their core guest guides are “more than
just site maps. When someone enters into an
RV campground, they’re handed a site map
to show where their spot is going to be, it
will also go over the amenities of the camp-
ground. It will go over the channels they
might have, Wi-Fi access codes.

“It also will have a local area map that will
have advertisers that support the publica-
tion. The advertisers are typically things an
RVer might need. They’d need a restaurant,
they’d need an RV repair service, they need
to know where to buy an RV if they’re think-
ing about changing up their RV based upon
other RVs they’re seeing around their site,”
McGuinn said.

The reliance on that base product is shift-
ing, though. “The company’s changing dra-
matically because we’re entering the digital
age. Now it’s more than just providing a
high-quality guest guide to give to our
campgrounds. Now it’s helping them be as
successful as they can be and be seen in this
marketplace.

“This approach is working tremendously.
We’re increasing our audience on all media,
on the social media, on our opt-in email
newsletter, on our website. We are growing
substantially. We’re on track to do over 1,400
campgrounds this year alone. Last year we
were slightly under 1,200. Our business has
increased substantially because of this new
offering,” McGuinn said.

“We’ve been around since 1986. We are
the only company in our space that has been
owned for that period of time. It hasn’t
changed hands. It has been owned by the
Warrick family for 27 years” since the late
Peter Warrick founded it.

The company supports KOA Care
Camps, and they raised $70,000 internally
last year for the charity, McGuinn said. Since
1994, Southeast Publications has donated
more than $450,000 to KOA Care Camps,
according to the company. 

“We have cared about this industry for a
long, long time. We’ve been members of

ARVC (the National Association of RV Parks
& Campgrounds) for a long time, members
of TACO (the Texas Association of Camp-
ground Owners). We want to see this indus-
try flourish because when it flourishes, we
will flourish as a whole.”

Reach Southeast Publications at (800)
832-3292, ContactUs@SoutheastPublica-
tions.com or at MobileRVing.com.

* * * * *
Deanne Bower, vice president of Mer-

chants’ Choice Payment Solutions said the
Pennsylvania company has a major focus on
campgrounds.

“We've been specializing in the camp-
ground industry for eight years now. We’ve
saved hundreds of dollars for hundreds of
campgrounds.

“We’ve been saving money for them by
lowering rates and also by education. We
like to do webinars to help people who don't
understand everything with the credit card
processing.

“We also keep up with a lot of the
changes being made with regulations of
credit cards. 

In addition to credit-card processing,“We
have a lot of value-added services,” Bower
said. They’re a full-service bank, they offer
savings programs, they offer the ability to ac-

cept payments on a cell phone and they
work with various reservation services.

“We have electronic funds transfer in-
volving a check. We wave the monthly fee if
it's a credit customer of ours,” she said.

They will do annual rate reviews for cus-
tomers, and seasonal campgrounds can have
their accounts suspended for up to six
months a year, she said. “There are no
charges while they are suspended.”

They also offer education and protection
for customers to prevent data breaches
which can have huge fines. “If there is a data
breach, it could put a campground out of
business,” she said.

Find them at mcpscorp.com.

* * * * *
Eric Stumberg, CEO of TengoInternet,

said his company is trying to help camp-
grounds stay at the industry’s forefront in of-
fering wireless access to guests.

“The big challenge for our industry is
how to provide a great guest experience that
keeps increasing. From a company stand-
point, what’s exciting for us we’re talking to
our customers about test-experience stan-
dards. The industry doesn’t have any around
Wi-Fi. “So we’ve changed the conversation
around from technology to bandwidth and
what experience you want to deliver and
turning that into an experience for them,”
Stumberg said.

“I don’t see a lot of the focus on ‘What is
the desired guest experience?’ translated to
a specific service level,” he said. When peo-
ple travel, they want an Internet experience
like they get at home. 

“The last statistic I saw is that the average
adult carries 2.5 devices. The average Amer-
ican family is 2.6, so a camping family has

the potential to have up to 10 devices, versus
just one five years ago.

That’s a major change, Stumberg said.
“When we started in the business no one
thought that anyone would want to have In-
ternet while they travel. The presumption
was people want to be disconnected while
they are traveling,” he said.

“And now, the way people are entertained
when they are traveling is evolving with
every demographic shift,” he said. 

“The question is helping the park deter-
mine what extent they want to provide. If
they have a satellite connection, you should-
n’t provide a full-coverage property. You
should just have a hotspot,” he said. “You
have to deliver a specific service” and not
raise expectations too high.

In addition to campgrounds, Tengo is ac-
tive in the oilfield boom areas, among others.
“We are starting to look at other markets,
such as mining and other venues where we
design and build private networks for peo-
ple. We are getting a lot of interest from state
park systems again about deploying Inter-
net. We should add three or four new state
parks this year,” Stumberg said.

State and private parks will continue to
see more options as time goes on, Stumberg
said. “There are more choices than there
were a year ago — and there are tons more
than there were five years ago.”

Reach TengoInternet at www.tengointer-
net.com. 

* * * * *
Salem, Ore.-based herbicide manufac-

turer RootXwants campground operators to
know there are things happening out of sight
on their properties that may need just as
much attention as what’s above ground.

“Campgrounds obviously encourage the
nature experience and having trees is part of
that — but tree roots can block pipelines and
septic tanks, and that’s expensive to fix.
RootX kills tree roots that can cause those
problems,” said Parke Raffensperger,
RootX president. “It’s registered with the En-
vironmental Protection Agency so it’s safe to
handle, and it’s non-systemic so it doesn’t
kill the trees, just the roots it comes in con-
tact with.”

How RootX works: A divider separates
the herbicide and foaming agent inside every
two- or four-pound jar. To use, remove the
divider and put on the included funnel,
shake the jar to mix the two components,
and pour the dry mixture into the pipeline,
septic tank or directly onto the root system
itself. The blended components create a car-
bon dioxide gas which, upon coming into

contact with water, activates the foaming ac-
tion that delivers the herbicide to the root
system. 

“Each two-pound jar provides a single
one-year treatment for 50 feet of four-inch
pipe,” Raffensperger explained. 

“Since roots are most vulnerable in spring
or fall when trees are looking for extra mois-
ture and nutrients to support either new

growth or dormancy through winter, those
are the best times to use RootX,” he said.

For more information or to purchase
RootX, go to www.RootX.com or contact the
company at (800) 844-4974 or
RootX@RootX.com. WCM

Campground Vendors Roll Out New Products, Programs

Joe Ventura at Wizard Works booth

Paul Francis with Big Bob’s Firewood

Deanne Bower, Nikki Shelbley, Janice Parks
at Merchant's Choice booth at ARVC confab

Utility Supply Group owner Wade Elliott

The crew of Southeast Publications includes (L-R) Ed Herbert, Teresa Herbert, Carlene
Morris, Brian McGuinn and Kurtis Eiben.

TengoInternet CEO Eric Stumberg discusses wireless options with campground owners
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Delivering Breaking
News Directly to You!
Want to read the same extensive coverage of the outdoor
hospitality industry found in this issue of Woodall’s Camp-
ground Management — every business day?

Here’s where you’ll find it.

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

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

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

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

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

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

GUEST VIEW

Chuck
Woodbury

Time Flies When You’re Having Fun,
But It Can Bring Unexpected Changes

parks where I had all the comforts, which
usually included Wi-Fi access and some-
times even cable TV. I remember one
evening on that trip, where I was begin-
ning my search for a place to settle in and
came upon a beautiful U.S. Forest Service
campground near a mountain pass, prob-
ably in the Rockies. It was the kind of
campground I love most — one that in
the old days I would have stayed for two
or three days, savoring the place’s beauty,
its smell, its quiet and its sounds of nature
— the songs of birds, the wind blowing
through the trees.

But this time, it was different. Actually,
I was different.

“I wonder if my cell phone will work
here?,” I thought — which is directly re-
lated to “I wonder if I can get Internet ac-
cess?” I checked my phone. Zero bars.
“No service.” That also meant no Internet.

So what did I do? I moved on. But to
be honest with you, I was disgusted with
myself. What had happened to me? Why
could I not just stay and go without my
phone and the Internet for 15 hours?
Why couldn’t I stop and enjoy peace and
quiet and beauty? 

It was at that moment that I realized
just how much I had changed. I realized I
was addicted to my technology — of
being in touch “24/7.”

The cell phone — and, more impor-
tantly, the Internet — have enabled me to
have a business like RVtravel.com. They
allow me to manage it from anywhere in
the world with cell service or access to the
Web. For that I am thankful. The cell
phone and the Internet are wonderful
things. But, to me, they are also a curse.
They have robbed me of my time with na-
ture — and most importantly, of savoring
it. I believe, one day, when I am done with
running a business, that I will return to
those beautiful public campgrounds, and
once again enjoy being there and being at
peace.

I bet there are plenty of you, as well,
who have found your own habits changed
in recent times because of the lure of tech-
nology.

Chuck Woodbury is editor of RVTravel.
com, based in Edmonds, Wash. You can
reach him at chuck@rvtravel.com WCM

The way I travel with my RV today is
far different from when I began. Change
has come ever-so-slowly in one way, but
so very fast in another. It’s like the “tick,
tick” of the clock where we don’t see the
time actually moving — but one day we
realize that it has, and that much has
changed.

Our RVs are nicer now. They are made
better. They look better. And I think for
those of us with motorhomes, they per-
form better with more dependable 
engines. But our habits have changed, 
as well — in large part because of tech-
nology. 

When I began, there were no cell
phones. Instead, if I was lucky there was
a phone booth close enough to walk to
from my campground. Half the time, I

could not even get a TV signal. Some-
times even getting radio was iffy.

I stayed mostly in public campgrounds
back then, which sometimes cost a few
dollars a night but were often free. I usu-
ally chose campgrounds in beautiful
places — in a forest, by a stream, along a
lakeshore or in an expanse of beautiful
desert. 

Today, if my cell phone doesn't work or
my air card for Internet access does not
work, I will usually move on.

My needs, granted, are different from
most RVers. For decades I have earned my
living as a roving writer with my RV serv-
ing as my home and office. The fact that I
could stay in beautiful places and “camp”
was a bonus. At first, I wrote on a manual
typewriter — no electricity needed, and
certainly no Internet access (it was yet to
be invented). I simply needed a quiet
place. And camping in a gorgeous loca-
tion was inspiring.

Now, let’s fast forward to the summer
of 2012, when I traveled across country
in my motorhome. I often stayed in RV
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plain. That’s how it goes, and I expect
next year to be a lot better,” Asztalos said.

Cabins Continue Growth
The number of cabins continued to

grow across the Jellystone system, with
13.6% growth in the last year, Schutter
said. Within LSI’s 79 parks there are more
than 2,100 cabins available for rental,
Schutter said.

“We’ve been very strong in continuing
the introduction of the full-service-style
cabins to the marketplace,” Schutter said,
and those attract people with higher in-
comes who spend more in the parks.
Then too, Schutter added, cabin renters
don’t carry a lot with them, preferring in-
stead to buy what they need when they
reach the campground. That helps drive
up income in campground stores.

Yaquinto said, “As everyone knows, the
Hispanic market is coming strongly, and
all the other groups. Especially in Texas,

there’s a lot of Hispanic people there, and
Hispanic people aren’t necessarily
campers but they like to go as family
units, so they get four or five cabins next
to each other. They bring their whole fam-
ilies, they sit out with their fires at night
and everybody has a good time.

“Anybody who doesn’t have an RV or
can’t afford it or doesn’t even want to
think of one doesn’t mean they don’t like

camping. It just means that they want to
go and get the feel, get the enjoyment of
camping, the fires, the togetherness, the
things like that. They come rent our
cabin, they use the waterparks, they have
a good time and they go home at the end
of the weekend,” Yaquinto said.

Most Jellystone cabins are supplied by
Stone Canyon, and Jellystone has been
taxing the park-model builder’s resources,
Schutter said, and delved into more de-
tails about the shift Jellystone parks are
seeing as the cabin camping grows. 

“Typically in the cabins we’re seeing a
family size of five or greater.

“We’re noticing that demographically
they’re younger, under 35. Typically they
have a higher income than RV campers,
and their ‘park spend’ is much higher.
Their discretionary spending is definitely
much higher than what we’re seeing in
our typical RVer,” Schutter said.

“On the RV side, our system has always
been very strong with travel trailers and
fifth wheels,” Schutter said. “Those indi-
viduals have remained pretty steady, 35-

45 range. Their kids, their size is roughly
starting at two kids.”

Overall, Schutter said, “We are a single
market. We only go after the families. We
go for the families that have preteens. We
do have some parks that have amenities
that take care of teenagers, but our typical
market is families with preteens.

“We’ve always viewed ourselves as one
of those entities that help repopulate the

camping industry because we’re introduc-
ing people into this market,” Schutter
said.

Symposium Sees Strong Turnout
The Symposium breakout meetings

were “completely packed,” Schutter said.
In addition to sessions on in-park ac-

tivities, “most of the sessions have had
some kind of employment focus,” Schut-
ter pointed out. This year’s sessions in-
cluded information on regulatory
requirements, from I-9 federal forms to
Obamacare to the Americans With Dis-
abilities Act rules.

The show also featured 75 vendors
which, according to Crawford, “is about
average for us. There’s a wide variety of
vendors here, and it’s just right, about one
per campground. Vendors love this show
because people are here to buy.”

A number of vendors offered recre-
ational equipment, particularly products
designed for watersports as water parks
are becoming more and more common
features at Jellystone parks. One vendor
displayed photos of recently completed
projects as well as others in the works.

Yaquinto said amenities are a bigger

and bigger key to Legacy’s resorts, espe-
cially its Jellystone properties.

Golf cart rentals are huge in their Wis-
consin Jellystone, with more than 200
carts at the campground for rent. Their
Texas Jellystone has about 100, he said.
“Do they use them to get around because
the place is so big? No, it’s just another
novelty, something they can do. Dad goes
and plays golf, mom goes and plays golf,
but the kids don’t get to be in golf carts.
They really like that a lot.”

Each cart goes for $70 or $80 a day, he
said. “It’s a family thing. It’s fun, it’s like a
ride. The more things like that you can
bring to your parks, the better it is. It
makes people want to come back. If the
kids are having a good time, it makes the
parents happy,” he said.

“We’ll tire the kids out during the day
with the waterparks and the outdoor ac-
tivities and the hayrides,” Yaquinto said.

Looks to Solidify Midwest
“We’re currently talking to about nine

individual operations, mainly in the Mid-
west,” Schutter said. “We have a prospect
that we’re talking with from Texas,” where
LSI has added five parks in the last decade. 

“Our philosophy that we’re following
is we want to fill in the gaps that we have
east of the Mississippi River, then once we
feel that we get that solidified, we’ll begin
to focus more on the western reasons,” he
added.

“That’s not to say that if someone from
the west comes to talk to us we wouldn’t
be willing — the answer absolutely would
be ‘Yes’ — but our main focus is solidify-
ing that network here in the Midwest first
and then working our way out.

“We believe we’re going to continue to
have strong, steady growth, both in rev-
enue and in occupancies.

“For new operations coming in, we’ve
always said if we can get around a 100-
campground system we would hit pretty
close to our peak. That’s not to say it could-
n’t go five or six one way or the other,”
Schutter said. After being around 60 in the
last decade, they’re about to break 80, he
said, so they’re on the way to reaching that
goal. — Justin Leighty WCM

LSI Symposium—from page 4

The Leisure Systems, Inc., annual Sym-
posium ended Nov. 14 with annual awards
handed out to the top Yogi Bear's Jelly-
stone Park Camp-Resorts.
The 2013 Franchise System Entrepre-

neur of the Year awards went to:
• Waller, Texas (large).
• Nashville, Tenn. (medium).
• Harrisville, Pa. (small).
The 2013 Franchise System Operators

of the Year were:
• The Garcia family of Marion, N.C.

(small).
• Steve Stafford of Burleson, Texas

(large).
The 2013 Camp Resort of the Year

winner was:
• Fremont, Ind.
The 2013 Facilities of the Year were:
• Pittsfield, Ill. (small).
• Burleson, Teas and Luray, Va. (tied in

the large category).
Other award winners included:

• Bruce & Andrea Bryant of Bryant
Management (Jim Webb Spirit Award).
• Melissa Mendrek of Toronto, Ontario

(Maple Leaf Award).
• Erv Banes (Dan O'Connell Service

Award).
• Don & Jan Tardy of Tyler, Texas

(Owner Rookie of the Year).
• Shawn Blackwell of Lawrence, Kan.

(Manager Rookie of the Year).
• Elmer, N.J. (Most Improved Inspec-

tion).
• Tabor City, N.C. (Facility Theming).
• Fremont, Ind. (Landscaping).
• Tyler, Texas (Camp Resort Store).
• Marion, N.C. (Website).
• Frankenmuth, Mich. (Brochure De-

sign).
• Gatlinburg, Tenn. (The Carroll Award

for Franchise System Inspection Leader).
• Austin, Minn., Milford, Del., Caledonia,

Wis. and Bloomington, Ind. (Camp Resort
Comfort Station).

LSI Symposium Wraps With Award Winners

Dean Crawford, LSI vice president, sits on the bench next to the chain’s famous namesake 
mascot during the 2013 LSI Symposium.

LSI parks had a strong 2013, and the franchise chain continues to grow as they system’s opera-
tors look to fill out locations in the Midwest. Vic Nolting, vice chairman, (L) and Dan O’Connell,
director, franchise sales at LSI Symposium.

The list of LSI parks continues to grow, and the number of cabins across the 79-park system
also keeps growing, said Rob Schutter, Jr., LSI’s president.
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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

11 Listings motivated sellers with financing 4Sold
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

$1,500,000.00
Hill Country Real Estate, Candy Cargill, Broker
830-833-4591 • www.hcrealestate.com

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

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

CBRE is pleased to present 204.6-acre
golf course and full-service campground
only minutes from the hear t of Grand
Rapids. The 18-hole Tyler Creek golf
course comprises 180 acres 6,276 yard,
par-70 layout, 3,000-square-foot club-
house, 20+ acre campground offers ap-
prox. 200 campsites-100 have full RV
hook-ups with metered electric, 2 cabin
units, and swimming pool.
WEBSITE - www.cbre.com/tylercreek
Or call Bob Horn CBRE 616.726.5464

email robert.horn@cbre.com

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!

RV PARKS FOR SALE
LOOKING TO BUY RV AND/OR 
mobile home parks nationwide?
Call Clark at (850) 980-2323 or 
email fastandfair@gmail.com
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FOR SALE 76 acre Campground located on the “Historic Tippecanoe
River”. Campground features 86 electric and water sites,
unlimited primitive sites with room to add more, shower
house, inground pool, bait shop, game room, store, 
laundry facilities, basketball and volleyball courts, 2 play-
grounds and more.  There is also a large 4 bedroom, 
2 bath house located at the entrance to the campground.
Located in Monterey, Indiana. Priced to sell $475,000.

Contact: Lisa Daniel-King, Beth Ivey or Betty Daniel-Lanie
at County-Wide Properties.  Toll Free:  888-324-6606

www.county-wideproperties.com

Lazydays RV and Kampgrounds of
America Inc. (KOA) reached an agree-
ment on the sale of the Lazydays RV
Campground in Tucson, Ariz., to KOA.

The campground, located at 5151 S.
Country Club Road in Tucson, will now
be known as the Tucson/Lazydays KOA
Campground. It will join 486 other loca-
tions in the KOA system throughout
North America.

Lazydays RV CEO Tim Sheehan said
the agreement with KOA includes a mar-
keting partnership allowing the two
iconic outdoor industry brands to work
together to promote both the campground
and Lazydays RV, which will continue to
operate a Lazydays RV dealership and
service center at the Tucson site.

KOA President Pat Hittmeier said
Lazydays’ culture of extraordinary cus-
tomer care fits well with KOA’s focus on
guest service.

“I’m confident that the synergy created

by combining our two respected brands
will exceed our expectations at all levels,
Hittmeier said. “It was quite evident as
this transaction developed that KOA and
Lazydays have a healthy amount of re-
spect and trust for each other, which al-
lowed us to proceed to this point. We’re
looking forward to a very bright future at
the new Tucson/Lazydays KOA.”

The agreement on the Tucson property
was finalized in early November. WCM

KOA, Lazydays RV Agree on Tucson Property

South Haven Campground 
Joins Jellystone Park Chain

South Haven Family Campground will 
become the fifth Michigan campground to
join the Yogi Bear’s Jellystone Park Camp-
Resort network. “We have wanted to join the
Jellystone Park chain from the get go,” said
Susan Novotny, who built South Haven Fam-
ily Campground from the ground-up with her
husband, Kyle. But the franchise rights for the
South Haven area only recently became
available. The park will officially join the 
Jellystone Park network effective Jan. 1,
2014. South Haven Family Campground has
been an award-winning park since it first

opened six years ago, receiving five consec-
utive “A” ratings in GuestRated.com’s annual
consumer satisfaction survey of camp-
grounds, RV parks and resorts.  South Haven
Family Campground currently has 67 sites, 
including 15 cabins and two park model 
cottages. “We hope to add 40 more sites and
six more park model cottages and have 
them ready by next summer,” Susan Novotny
said. South Haven Family Campground 
will join Jellystone Park Camp-Resorts 
in Frankenmuth, Grayling, Indian River and
Silver Lake. WCM

FMCA Campground Connections
Offers Incentives for Member Parks

With 50 years of experience behind
it, the Family Motor Coach Associa-
tion (FMCA), an international organ-
ization for motorhome owners, has
offered programs for campgrounds
since its inception. One of its most
popular programs, Campground Con-
nection, helps members plan trips 
easier — and gives more incentives to
commercial members.

The Campground Connection 
program is a system of FMCA com-
mercial member campgrounds that
have agreed to offer FMCA families 
a discount of at least 10% off 
their campground fees. FMCA mem-
bers can locate RV campgrounds via 
a searchable map at www.FMCA.com/
campgrounds to help find the dis-
count offered, links to campground

websites, campground services and
amenities and contact information.

Now comes the app for both An-
droid and Apple systems that allows
members to connect and map out
travels to include campground and RV
park destinations along their trip. The
same can be accomplished on the
FMCA website.

“With this, users can get the 
website, find out amenities, costs,
everything they need to know,” said
FMCA Executive Director Jerry
Yeatts.  “We’re always looking for
ways to improve services to 
members, both families and commer-
cial parks.”

FMCA has 705 member parks and
78,000 families in its membership. –
Terri Hughes-Lazzell WCM

CAMPGROUND

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


CALENDAR OF EVENTS

DECEMBER

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

JANUARY 2014

19-24: National Recreation 
and Park Association Event 
Management School
Oglebay Resort
Wheelilng, W. Va.
Contact: ntc@oglebay-resort.com

FEBRUARY

8-10: Carolina ARVC Annual 
Conference & Expo
Springmaid Beach Resort  and 
Conference Center
Myrtle Beach, S.C.
Contact: (803) 568-8892

18-23: National School of RV
Park & Campground Management
Oglebay Resort
Wheelilng, W. Va.
Contact: (303) 681-0401

25: Kansas Association of 
RV Parks & Campgrounds
Homewood RV Park
Williamsburg, Kan.
Contact: CampKansas@ksrvparks.org

MARCH

6-8: Missouri Association of

RV Parks & Campgrounds 
2014 Convention
Ramada Oasis
Springfield, Mo.
Contact: (660) 827-6513

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

12-16: Wisconsin Association of
Campground Owners Convention
Holiday Inn Hotel & Convention Center
Stevens Point, Wis.
Contact: (608) 525-2327

24-26: Michigan ARVC Campground
Convention & Trade Show
Double Tree by Hilton Hotel Bay City
River in Bay City, Mich.
Contact: (989) 619-2608

APRIL

5: Maine Campground 
Owners Association
Fireside Inn & Suites
Portland, Maine
Contact: (207) 782-5874

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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While RV parks use far fewer re-
sources than hotels or resorts for vaca-
tioners, some RV parks have upped the
“green” ante by adopting earth-friendly
practices ranging from recycling poli-
cies to solar panels, energy-efficient
lighting and environmentally sound
landscaping. To help recreational vehi-
cle enthusiasts find RV parks that follow
environmentally friendly practices, the
editors and consultants of the Good
Sam RV Travel Guide and Campground
Directory have compiled a list of top
Green RV Parks.
Boasting RV parks from across North

America, the list is tailored for RV trav-
elers seeking campgrounds that adhere
to an ecologically sound philosophy
without sacrificing the comforts and
conveniences RVers have come to ex-
pect in their travels. 
The Good Sam RV Travel Guide’s top

green RV parks are:
Grand Canyon Railway RV Park,

Williams, Ariz.; Bakersfield River Run
RV Park, Bakersfield, Calif.; and San
Diego RV Resort-Sunland, La Mesa,
Calif.
Going green over the past decade,

RV parks across the country have taken
great strides in terms of energy usage.
Grand Canyon Railway RV Park, for ex-

ample, relies on a large array of solar
panels for electricity.
San Diego RV Resort and Bakersfield

River Run RV Park likewise embrace en-
vironmental initiatives that make it pop-
ular among guests. 
Good Sam Guide RV travelers can

find more information about more green
RV parks in the 2013 Good Sam RV
Travel Guide and Campground Direc-
tory, which combines two of the RV in-
dustry’s most popular and respected
brands — the Trailer Life Directory and
Woodall’s Campground Directory —
into one comprehensive volume. The
guide contains detailed information on
more than 8,000 private RV parks across
North America; each campground is
personally inspected and rated by the
Good Sam’s consultant teams. 
The guide also includes lifestyle fea-

tures, regional trip guides and essential
travel facts.
Readers also can get vital tech tips,

learn about must-see points of interest
in all of North America’s states and
provinces, follow a meal-and-fitness
planner and get Road Ready with a spe-
cial products section. Also included are
guides to RV-related state laws and in-
formation needed for trouble-free trips
into Canada and Mexico. WCM

Good Sam Guide Identifies Top Green Parks

www.phelpshoneywagon.com

