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Alternative Accommodations
With on-site rentals providing a growing revenue stream, camp-
grounds are offering guests everything from park models to yurts
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With their circular shape, exposed interior rafters and wide-open floorplans,
yurts are growing in popularity among campers. Photo courtesy of Pacific Yurts.
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After taking a step back and looking at
the recreational vehicle industry as a
whole, the Recreation Vehicle Industry
Association (RVIA)wants to step up and
become more involved with camp-
grounds.

“We’re trying to build the bridges with
the campgrounds because they really are
the missing piece of our three-legged
stool, between the dealers, the manufac-
turers and the campgrounds, how the
consumers use them,” Matt Wald, exec-
utive director of park models for the
RVIA, told Woodall’s Campground Manage-
ment in December at the RVIA’s 51st An-
nual National RV Trade Show. 

“Our theme is the common customer:
87% of people who buy an RV buy them
to go camping. That’s our common cus-
tomer, and whatever we can do to keep
that customer happy keeps them in the
RV market, keeps them in the camp-
ground market. We ought to be doing
everything we can for that customer, both
individually and together,” Wald said.

Wald wasn’t just speaking for himself.
RVIA board member John Soard of

Fairmont Homes said, “Last October we
met in Nashville, Richard Coon (RVIA
president) came down, we met at a KOA,”
and they learned about the issues sur-
rounding the growing trend of seasonal
camping.

“The issues that seasonal camping
tends to bring out, like how do you tax
these things, how long can you stay, only
existed in the traditional travel trailers and
motorhomes. There was a family that was
living in a fifth-wheel down there. It
wasn’t a park-model issue,” Soard said.

“What do we do with it? How do we
control it? How do we promote it? How

Industry Association RVIA Broadens Its 
Focus to Include Campgrounds, RV Parks

Second Workamper ‘Discovery Days’
Event Planned for Eastern Enthusiasts

Business ‘As Strong As I’ve Seen It In More Than
30 Years,’ KOA’s Hittmeier Tells Conventioneers

its network of 457 franchised and 29 com-
pany-owned parks.
That’s certainly the way things looked

amid the sold-out vendor displays, busy
seminars and a Saturday night live auction
that generated big bucks for the company’s

Study Reveals Calif. Parks
Face Additional Challenges

A new study has found that Califor-
nia’s state parks system is top-heavy and
has been slow to seize on moneymaking
opportunities that could help it recover
from deep fiscal wounds, some of
which were self-inflicted.

The U-T San Diego reported in late
December that the independent review
also unearthed erratic and antiquated
accounting systems, over-reliance on a
few parks to generate the most income,
an inability to cash in on concession
contracts and a slothlike approach to at-
tracting more users, especially to water-
front parks.

The findings by FTI Consulting
highlight many of the challenges for the
state Department of Parks and Recre-
ation as it struggles to move beyond fi-
nancial scandal and restore public trust.

The 180-page financial assessment
also notes familiar problems that have
long plagued parks: stagnant state 
revenues, a staggering list of unfunded
repairs and renovations, and state bond
accounts that are about to run dry.

Parks Director Anthony Jackson, a
retired Marine major general from Fall-
brook who was tapped by Gov. Jerry
Brown to turn the troubled department
around 13 months ago, said there is 
little in the report to disagree with.

The department has launched a
number of new initiatives, such as
pushing to add more camping at popu-
lar parks to generate income, working
with major retailers to sell park passes,
concentrating improvements at popular
waterfront parks, modernizing fee col-
lections, adopting a priority list for
maintenance and building projects, and
imposing more internal accounting
controls, Jackson said. WCM
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special KOA Care Camps charity.
KOA President Pat Hittmeier attributed

the network’s positive status in part to a re-
covering economy, a surging RV industry, ag-
gressive marketing programs that have
helped grow the business in a “professional
and targeted manner” and the general work
ethic and competence of the company’s ar-
dently independent park operators who are
“delivering the product in such a great way.”
The result in the big picture, KOA’s senior

management told convention attendees, is
that the KOA brand continues to gain trac-
tion among the nation’s 39.5 million active
camping households and, if plans come to
fruition in the years ahead, among an in-
creasing number of new camping prospects
both inside and outside the traditional mar-
ket thanks to new marketing initiatives.
Due for a rollout soon is a new ad cam-

paign built around this theme: “What’s Be-
hind the Yellow Sign?”
“When you’ve got 480 campgrounds

spread around North America like we do,
trying to drive an increase in business is not
easy on a complete-system basis,”
Hittmeier toldWoodall’s Campground Man-
agement during the convention. “But on a
same-store scale, going back to 2011 —
just two years ago — we are reporting a
12.7% increase in revenue. That’s a combi-
nation of occupancy and rates, and that’s
extremely strong. It’s probably as strong as
I’ve seen in the last 30 years at this com-
pany.
“To move that many people that far is re-

ally dramatic in my book,” he added. “And,
then, we’ve also continued to raise the bar
of our service scores. When we started
(monitoring consumer satisfaction) in 2004,
we had about 237 campgrounds that scored
above a 40% overall satisfaction. Today,
nearly 400 KOAs score above that bench-

Following a successful program in Octo-
ber in Indio, Calif., Workamper News Inc. is
producing a second Workamper Discovery
Days, Jan. 22-23, with bonus training days
Jan. 21 & 24. The program is aimed at edu-
cating enthusiasts along the eastern
seaboard who were unable to travel to the
company’s initial outing on the West Coast.
Active RVers and RV Dreamers will come

together at Southern Palms RV Resort in Eu-
stis, Fla., to experience educational semi-
nars and networking. 
This event will provide an educational

experience preparing RVers for their future
Workamping lifestyle, or to take the active
Workamper to the next level of experience.
A Workamper is an RVer who chooses to

live in their RV and work.
The main event will be Wednesday and

Thursday, Jan. 22 and 23. On Tuesday, Jan.
21, they will present Dreamers Day to pro-
vide foundational information for the RVer
who has not started a Workamping lifestyle
and is a prerequisite for attending the main
program. Friday, Jan. 24, will be another
bonus day with six different training options
ranging from RV maintenance training to
learning how to build and run a small busi-
ness from your RV.
Seminar topics will range from making

workamping successful to learning how to
be a safe, accident-free driver, just to name
a couple. There will be seven different pro-
fessional RVers with a full range of expert-
ise. Additionally, the second bonus training
day will provide up to five different bonus
training options, including:
• Terry Cooper, The Texas RV Professor,

will host a one-day session on RV mainte-
nance.
• Jaime Hall Bruzenak will present RV

budget check-up and resume makeovers.
• George Montgomery, The RV Tax Mas-

ter, will show Workamper tax pro secrets.
• Don Wyse will provide RV driving boot

camp: “The Stress Reliever!” sessions with
one-on-one training sessions.
• Steve Anderson will present informa-

Workamper – continued on page 13

Judging by the general atmosphere and
presentations at Kampgrounds of America
Inc.’s International Convention, Nov. 20-23
at the Austin Convention Center in the
trendy downtown district of the Texas cap-
ital, these are the best of times for KOA and

In the spirit of full disclosure, I’ve never been much of a
camper, largely because of my childhood camping experiences
with a rugged World War II vet father, a wonderful guy who
seemed to think that camping wasn’t worthwhile — unless it hurt.

Fun for him was hiking endless miles up Longs Peak in the
Rockies until the air got so thin you were dizzy and ready to
drop. Meals were ordinarily very well done over a blazing camp-
fire. And wherever we pitched our tent, it seemed, there was al-
ways a root — a big ugly knot — sticking up right where I put
my sleeping bag.

Now, many years later, I’m contemplating my experiences over
the past few weeks visiting various private campground shows

and thinking about how monumentally camping itself is changing — not only with the modern
prevalence of plush RVs, but even more so lately with the widespread advent of luxury “prestige”
sites and so-called “camping cabins” and “lodges” outfitted with elaborate kitchens, bed linens,
A-grade mattresses, flat-screen TVs, surround sound and faux fireplaces.

Now this, I’m thinking, is a kind of camping that even Marriott Courtyard fans like me could
enjoy — a realization to which I was directly led by corporate brass, park operators and various
vendors at 2013’s trade shows, most recently RVIA’s 51st National RV Trade Show and Kamp-
ground of America Inc.’s Austin convention — where I had the opportunity to stroll through
park model cabins built by a number of U.S. manufacturers.

And from all I can tell, this latest camping trend toward more elaborate accommodations —
whether it involves yurts, luxury RV sites with furniture and concrete pads or more deluxe cab-
ins with chic hardwood interiors that in some cases require park personnel to employ a new set
of hotel-like skill sets — does indeed seem to be gaining traction.

And it may — before all is said and done — represent a sea change in the RV park and camp-
ground business, a fact that was underscored in conversations with KOA operators like Ralph
Newell, of Branson KOA, Cathleen Kuebler, of Traverse City KOA and Dave Hornacek of
the Gaylord, Mich. KOA as well as KOA President Pat Hittmeier.

“We started in 1980 with camping cabins,” Hittmeier told WCM. “But the deluxe cabin, the
full-service feature cabin, is getting to be an important aspect of our business today. Our camp-
grounds have a lot more operational savvy about how to present this product to the guests. It’s
not just plunking a park model on a site and opening the door and saying ‘rent me.’ There's so
much more to it. When you do it right, though, you are rewarded with a lot of occupancy.” WCM

Upscale Camping Trends are Gaining Traction

KOA – continued on page 14

RVIA – continued on page 11

KOA President Pat Hittmeier addresses convention attendees during opening session

‘On a same-store scale, going back to 2011 — just
two years ago — KOA is reporting a 12.7% increase
in revenue,” KOA President Pat Hittmeier told fran-
chisees at annual convention. “That’s a combination
of occupancy and rates, and that’s extremely strong’

Steve Anderson

‘87% of people who buy an RV buy them to go camping.
That’s our common customer, and whatever we can do
to keep that customer happy keeps them in the RV mar-
ket, keeps them in the campground market,” said Matt
Wald, executive director of park models for RVIA

mailto:sales@tengointernet.com
www.tengointernet.com
http://southeastpublications.com
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State campground association execu-
tives elected a new slate of officers for
Campground Association Management
Professionals (CAMP) during the associ-
ation’s semi-annual meeting in November
in Knoxville, Tenn.

CAMP’s new
executive com-
mittee includes
President Don
Bennett of
Campground
Owners of New
York (CONY);
Vice President
Michael Moore
of the Texas As-
sociation of
Campground
O w n e r s

(TACO); Treasurer Debbie Sipe of the
California Association of RV Parks &
Campgrounds (CalARVC); Secretary
Bev Gruber of the Pennsylvania Camp-
ground Owners Associations (PCOA);
and Past President Lori Severson of the
Wisconsin Campground Owners Asso-
ciation (WACO).

CAMP is the nation’s only association
specifically designed for campground as-
sociation management executives.

“The purpose of our meetings is to get
together and talk about the pertinent is-
sues facing each of our associations,” said

Moore. “We typ-
ically have the
same issues and
we try to discuss
solutions we’ve
come across.
We’re the only
ones that know
what the other
state associations
are going
through. So our
CAMP meetings
are always a

good way to network and share ideas on
what’s working and what’s not.”

During their Nov. 5 meeting, CAMP
executives said new state and local taxes
and fees are the biggest threats facing
campgrounds and RV parks across the
country.

“Municipalities in general are going
after campgrounds any way they can in
terms of revenue,” Moore said.

Tax initiatives range from the arbitrary
imposition of unfair utility fees to efforts
to assess property taxes on recreational
park trailers.

The New Hampshire Campground
Owners Association (NHCOA) is cur-

New CAMP Executives Address Issues
Confronting Campground Associations

rently working
to lessen the tax
burden on park
models. “We are
trying to exempt
seasonal RV
units that are
owned by
campers and in a
c a m p g r o u n d
from real estate
taxes and define
them as personal

property,” said Gregg Pitman, executive
director of NHCOA.

Moore said TACO secured legislation
this year that prevents water utilities from
arbitrarily assessing fees on RV parks on
a site-by-site basis.

In terms of marketing, Moore said
campground associations are starting to
enhance their camping guides with mag-
azine-style travel content. Many associa-
tions are also devoting more resources to
improving and updating their websites,
with several associations launching new
efforts to make their travel-planning web-

sites smartphone
friendly.

CAMP’s Nov.
5 meeting in-
cluded presenta-
tions by several
campground as-
sociation ven-
dors, including
Bob MacKinnon
of GuestRe-
views.com, who
also provided
CAMP with a

$500 donation. Other speakers included
Lucas Hartford of Evergreen USA in
Maine; Eric Stumberg of Austin, Texas-
based TengoInternet; Wade Elliott of
Utility Supply Group in Kingsburg,
Wash.; and Joy Johnson Wilson of the
National Conference of State Legisla-
tors, who provided an update on the Pa-
tient Protection & Affordable Care Act
(ACA) and its potential effects on private
park operators.

Country music singer Jarod Blake also
made a presentation to CAMP regarding
his recent tour of Wisconsin camp-
grounds, which was coordinated with the
help of Severson. Blake talked about the
idea of doing a national tour to promote
visitation at the nation’s private parks. He
encouraged state executives to contact
him immediately if they would like to be
on his 2014 tour schedule.

CAMP’s next meeting is scheduled for
May 13-14 in Fort Worth, Texas.  WCM

Donald Bennett

Beverly Gruber

Debbie Sipe

Lori Severson

SE Publications Donates $30K to KOA Care Camps
Southeast Publications, the largest

provider of Guest Guides for RV properties
in the United States and Canada, enjoyed
sponsorships recently at two national
conventions — the National Association
of RV Parks and Campgrounds (ARVC)
convention in Knoxville, Tenn., and the
51st Annual Kampgrounds of America
(KOA) Convention in Austin, Texas.
At the two conventions, many new RV

properties chose to join the 1,400 RV prop-
erties around the U.S. and Canada which
have partnered with Southeast Publica-
tions in their Guest Guide Program.

“We always are honored when an RV
property chooses Southeast Publications
for their Guest Guide services,” said
Southeast Publications Vice President
Carlene Morris. “Our sales associates
traveling throughout the US and Canada
truly love their jobs working with these RV
properties.”
Additionally, at the 2013 KOA Conven-

tion in Austin, Southeast Publications pre-
sented a check of $30,707 for the KOA
Care Camps. The company and its asso-
ciates raised the money during its 2013
Spring Conference. WCM

Following a successful ARVC national
convention in Knoxville, Tenn., Red Rover
Camping’s two Top Dogs, Ben Carr and
Robert Bouse, headed north to the Pennsyl-
vania Campground Owners Association
(PCOA)meetings and tradeshow held at the
Nemacolin Lodge in Farmington, Pa., where
the multi-day event resulted in many new
campgrounds making the decision to ex-
pand their marketing efforts by signing up to
participate in the growing Red Rover Camp-
ing network.
“We attend a lot of state association

tradeshows over the course of a year and I

remain extremely
impressed with the
campground own-
ers of this state and
their obvious com-
mitment to growing
their businesses.
These folks are al-
ways looking for
ways to gain a
competitive advan-
tage,” said Carr. 
According to

Bouse, “This was
our second year at
the PCOA show

and we appreciated the continued interest
the campground owners have shown in Red
Rover Camping. For a number of these folks
it was their first opportunity to visit with us
and learn how they could optimize their
presence on Red Rover Camping. As al-
ways, it is fun to meet with campground
owners, share the fact that Red Rover
Camping is actively delivering new cus-
tomers to campgrounds all across the
country, and then watch their excitement
grow as they make the decision to have 
Red Rover Camping help them find new
business.” WCM

Red Rover Camping Fetches New 
Camping Destinations at PCOA

Red Rover’s Ben Carr speaks with attendees at the recent ARVC con-
vention in Knoxville, Tenn.

mailto:pilotrock@rjthomas.com
www.pilotrock.com
http://www.go-usg.com/
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Success Leaves Clues: Campgrounds 
Share Smart Marketing Approaches
Proven concepts range from using Internet “deal” sites such as Groupon
to tie-ins with RV shows — even staging RV displays at cmpgrounds

“I’d rather be in on the start up than get
busy trying to catch up,” said creative mar-
keter Joe Moore, assistant director of the
Grapevine, Texas, Parks & Recreation
Department, as he (and others) shared
some of his most successful marketing tac-
tics with Woodall’s Campground Manage-
ment (WCM) readers. It’s exactly this
mindset that has brought renown to the
public — yes, government — park he op-
erates on Grapevine Lake just outside the
Dallas/Fort Worth metroplex. 

Vineyards Campground & Cabins
continues to grow in reputation and site
nights in part due to Moore’s savvy market-

ing approach, ideas that helped land Moore
on a panel at the 2013 National Associa-
tion of RV Parks and Campgrounds
(ARVC) Outdoor Hospitality Conference
and Expo in Knoxville. 

Case in point: While other park owners
were debating the efficacy of Groupon, a
purveyor of (oftentimes) half-price “deals”
available for online purchase, Moore
jumped in with both feet first. In early
2012 he offered a two-hour kayak rental
for half off the regular $20 rate — and over
the three-day sales event sold 1,700
coupons, garnering the park a $9,000
profit and broad public exposure (and

leading him to buy additional kayaks). It
was so successful that he ran several more
Groupon promotions throughout the year,
some combining a site night with the
kayak rental. Moore estimated that 20% of
the Groupon buyers added at least one ad-
ditional site night to their stay adding to
the profitability of this marketing tool.  

On the cabin side of his business, Moore
was one of the most vocal advocates of pro-
moting stick lodging via vacation rental
websites including HomeAway.com and
VRBO.com. Subsequently, several other
Texas parks have taken his lead and found
great success in reaching a new market —
vacationers that love the outdoors or are
interested in a different experience but
would have never thought to look at a
campground.

Back to Bread & Butter
Robyn Chilson, co-owner/operator of

Meadville KOA in northwest Pennsylva-
nia, pointed out that even with “out-of-the-
box” thinking you must acknowledge that
the box is always on the move. “You’re ei-
ther growing your business or it’s dying. It’s
still a ‘market, market, market’ mentality,”
she said. Getting back to basics, Chilson re-
cently revamped her website with an eye
toward Google’s latest rendition of search-
engine optimization — relevance-based
content. 

Attaching her blog to the site, she’s pay-
ing close attention to building blog content
that resonates with her target market and
the search engines. Social links are present
and she’s keeping up with the social whirl-
wind by identifying and adding social plat-
forms like Pinterest that can make a
marketing difference. 

“Just having a website and an active
presence on Facebook, Twitter, Pinterest,

Robyn and Tim Chilson, owners/operators of
Meadville KOA in northwest Pennsylvania

Grapevine Mayor William D. Tate, Terry
Munoz, ARVC board member and Joe Moore,
assistant director, Grapevine parks and
recreation department (L-R) with the 2012
ARVC Small Park of the Year Award (in
Mayor’s hands) and the Guest Rated Award at
the local award re-presentation event. Smart Marketing – continued on page 32

etc. isn’t enough. You have to drive and
pull traffic from one online avenue to the
other continually. We are offering dis-
counts and discount weekends for our so-
cial media people and running promotions
such as giving away RV show tickets via
contests. But most importantly, we’re work-
ing harder at promoting our website and
blog on Facebook and Twitter as well as
promoting Facebook and Twitter on our
website and our blog,” she added.  

People love to be associated with a win-
ner and that’s good news for parks that
have earned recognition, be it national,
state, or program-affiliated awards. Vine-
yards Campground & Cabins is in the en-
viable position of being a six-time Guest
Reviews A-Rated honoree. In order to cap-
italize on this distinction, Moore made a
show of the win in his local community by
having the award re-presented to the city’s
mayor at a city council meeting. In this
case, Moore was fortunate enough to have
ARVC board member Terry Munoz
nearby to present the award but suggests
utilizing the local chamber’s CEO, a state
or local government representative, or
other luminary to do the honors if a state
or national association board member or
executive is unavailable. 

“Many of us feel humbled when we are
faced with this type of recognition and tend
to not make it a big deal but it is, we need
to make it a big deal,” he observed. “My
staff was invited to the event and on stage
to accept the award. Pride in being in-
volved in bringing home the win gives
them something to brag about. It reinforces
loyalty and bolsters buy-in. The award
plaque hangs on the wall near our recep-
tion area and they talk it up at every turn,”
continued Moore. 

RV Show-Stoppers
A secret weapon in the success of Yogi

Bear’s Jellystone Park Camp-Resort at
Kozy Rest, north of Pittsburg, Pennsylva-

nia, lies in local RV shows. “We attend five
different RV shows that cover the popula-
tion in a two-hour radius of the park in-
cluding the big Pittsburg and Cleveland
shows,” said co-owner/operator Gary
Quigley. They also participate in the An-
derson’s Brochure Distribution program
with a brochure presence at an additional
five shows.  

Kozy Rest promotes the upcoming
shows on their website, Facebook page,
and in email blasts encouraging those they
reach to attend with friends and family and
stop by their booth to say hello. They con-
tinue to promote the show on social media
during the show run as well as work a little
marketing magic with giveaways. For ex-
ample, if an attendee wears an article of
Kozy Rest apparel to the show they receive
a free gift, a coffee mug with the park’s

Denny Quigley and Gary Quigley, co-owners
of Yogi Bear’s Jellystone Park at Kozy Rest,
with their 2011 ARVC Medium Park of the
Year Award.

http://redrovercamping.com
http://parkmodels.com
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INSITES

David 
Gorin

munity needs will put you in a position to
where others will want to help you in
times of need or trouble.

Myth 9: I’ve owned and run many suc-
cessful small businesses and running a
campground is a piece of cake. I really
don't need to go to industry meetings and
conventions.

While running a campground may not
be rocket science, an RV park or camp-
ground has many unique characteristics
and aspects not found in most other busi-
nesses.

There are very few businesses where
the customer is in the “store” for 24 hours
at a time, where you have to provide for
their basic needs like water, heat or a/c,
and take care of their bodily needs.  

There also are very few businesses
where the customers are in such close
quarters with each other for long periods
of time — where they are sleeping, eating
and doing whatever else they do in a small
box maybe just 15 feet from their neigh-
bor and where their conversation, music,
television, kids can be heard by surround-
ing neighbors.

And how many businesses are there
where the owner or manager has to be a
storekeeper, a utillity operator, a recre-
ation director, a swimming pool operator,
a social worker (to deal with difficult peo-
ple and seasonal campers), personnel spe-
cialist and maintenance expert — and do
all of this not just with the guest looking
over their shoulder, but often their spouse
and kids watching and commenting on
every move?

Fortunately, there are numerous ways
for the new park owner to gain the knowl-
edge necessary to transfer from former
businesses to owning and operating a
campground. Trying to build a successful
campground business based on your pre-
vious business experience could be a fatal
mistake.

Myth 10: Walmart is killing my site
nights and taking my business.

If you are simply providing amenity-
free, no hook-up, parking-lot camping
and charging for it, then yes, you may be
losing site nights to Walmart (and other
parking lots) to those campers looking for
that type of overnight camping — for free. 

However, if you are a full-service RV
park and are priced appropriately for your
market, you will attract those RVers who
seek a full-service RV park experience.
You and Walmart are competition with
each other the way a Motel 6 is in compe-
tition with a Hilton. Both levels of accom-
modations will attract a specific market
each night. Only rarely will a Hilton cus-
tomer go to Motel 6 or a Motel 6 customer
will go to a Hilton. Yes, sometime Hilton
guests will stay at a Motel 6, but that’s
generally when no Hilton is nearby. And
yes, some campers will stay some nights
at Walmart, but generally that’s when
there is either no full-service campground
nearby, or it is difficult to get to, or the
price is out of the ballpark.

How to compete with Walmart for
campers?

Here are some ideas: Add value to your
overnight experience — for example,
offer a complimentary continental break-
fast each morning; provide a discount
coupon for use in your park on a return
trip; charge non-overnight RVers full price
to use your dump station; maybe even
offer a travel rate for arrivals after 7 p.m.
and departure by 8 a.m.

I don't mean to minimize the damage a
Walmart parking lot can cause to a nearby
campground.  But Walmart’s focus is on
retail sales. Your focus is on overnight
camping. Walmart knows more about re-
tail then you do — and you know more
about RV parks and RVers than Walmart.
Focus on your strengths and think out of
the box. Rather than wasting time and en-
ergy on Walmart, put that time and energy
into attracting more guests to your park.
It’s not always about the money.

Are there other “myths” you’ve come
across that you would like to share?
Send them along to me at david@david-
gorinassociates.com so we can share
them with our colleagues.

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

More Myths About RV Park & Campground Management

Last month's column featured five pop-
ular myths about park management — so
this month we continue that conversation
with five more myths that seem to be par-
ticularly popular these days.  (And once
again, my thanks to colleague Evanne
Schmarder for sharing some of her
myths.)

Myth 6: Work campers are free help —
or, at least, they are inexpensive help.

Nothing could be further from the
truth — but it’s this myth that makes the
concept of having RVers work in a park so
attractive to many park owners. Everyone
who works in a park carries some cost
equal to at least the federal or state mini-
mum wage. Federal law requires busi-
nesses to pay their employees and
generally volunteers are not permitted —
every worker must be compensated in
some form, either cash or a combination
of cash, living expenses and other benefits
to which a cost is clearly assigned (elec-
tricity, use of a company car, etc.).

As an aside here, if you are hiring min-
imum wage staff, there’s a good chance
you’re getting minimum quality people.  

Myth 7: ADA compliance isn’t terribly
important; in all the years I’ve owned this
park, I’ve had only one or two persons
with disabilities as guests.

Assuring that your park is compliant
(or working towards compliance) with
the various provisions of the Americans
with Disabilities Act is important for sev-
eral reasons. First, the ADA is a federal

law and your business must be complying
with federal laws. Failure to comply can
open you up to federal lawsuits brought
by the U.S. Department of Justice if a
guest files a complaint with the Justice
Department. Second, parks that offer
ADA-compliant facilities and services and
welcome persons with disabilities will
find that niche market to be a profitable
addition to their business. Approximately
8% of all Americans have a disability that
is covered by the ADA — that’s a potential
market that is as large as the RV market.

Compliance with ADA not only makes
your park accessible to people with dis-
abilities, it also makes your park more at-
tractive to senior citizens and to families
with young children, both of whom share
the benefits of ADA-compliant facilities
and amenities.

Myth 8: A majority of my guests come
from more than 50-75 miles away. There’s
really no reason for me to advertise lo-
cally or be very involved or concerned
about my community.

When they review the geographic dis-
tribution of their guests, many park own-
ers are quite surprised to see how many
guests travel 25 miles or less from their
park. Local folks who own RVs are always
looking for places to go and even just 25
miles from home can feel like a real vaca-
tion — even for just a day or two.  

Being known locally, being involved in
local civic, business and other groups will
surely lead to referrals from people in
your community. Just 25 camper nights
resulting from local referrals at $40/night
is an extra $1000 in annual revenue.

One other thing: You never know when
you will have an emergency need that
someone locally can help address. People
help people they know and like and that
will help them when needed.  Buying lo-
cally, supporting your community and
being an active player in addressing com-
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• On your website
• Via e-newsletters and blasts
• On your blog (or through another’s

blog)
• Across social media
• Through video
• Via wearable buttons for all staff

members
• Using promotional tools such as

Groupon and Yelp
• QR codes on local flyers
• Print ads in appropriate media
Content release dates should be well

in advance of the actual tent-pole event.
Don’t hold your news or posts until the
week before. Instead, give the camping
public time to think about what you are
doing and make plans to join you. 

Consider how long it will take you to
create video, connect with influential
bloggers, or design a print ad — and
plan accordingly. Say you’ve decided to
roll out a National S’mores Day week-
end to take place Aug. 8-10 and you feel
a short video would add to the sizzle.
Begin planning the video production
and content in early May, schedule film-
ing over the Memorial Day weekend
when the park is busy roasting marsh-
mallows, and edit/finalize and release
the short clip prior to the Fourth of July
weekend — remembering to add a call
to action at the beginning of the video.
Post it on your YouTube channel, your
website, mention it in your e-newsletter,
talk about it on your social networks,
share the link with influential bloggers,
and post in-park flyers with a QR code
that links to the video. Create excite-
ment around your tent-pole. 

Ancillary tent-pole income
Using the National S’mores Day ex-

ample above, you may create a s’mores
pack giveaway to take place at the park
and/or on social media beginning in
July running up to the August weekend
event. Put together a s’mores-fixin’
package to sell at the bonfire or commu-
nity firepit. Develop a Groupon or Yelp
deal that might motivate campers to
book that weekend. Consider offering a
special on firewood or crafts and activ-
ities that relate to s’mores.

Once your tent-pole event is com-
plete, measure its success by reviewing
occupancy numbers, social media and
other online marketing engagement and
stats along with your guests’ and staff’s
feedback, and taking copious notes. If it
was a success, plan to do it bigger and
better next year.

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 
profile of the outdoor recreation industry.
Contact her at evanne@roadabode.com
or (702) 460-9863. WCM
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MODERN MARKETING

While you may not be familiar with
the term “tent-pole marketing,” you
have certainly seen it — and perhaps
have been influenced by it. It’s a market-
ing technique that builds off a single,
popular, wide-reaching event, or a tent-
pole event. The term was first popular-
ized in 1987 around the film industry
— but it couldn’t be more relevant than
in the context of today’s content-mar-
keting landscape. Take a well-known
event, create themed, audience-relevant
content around the event, and dissemi-

nate it across your marketing platforms
before, during and after the event. 

So what is an example of a major
tent-pole event? Christmas. Decora-
tions spring up in stores in October
with carols close behind; you can watch
a Christmas TV special every day of the
week after Thanksgiving; stories about
outrageously decorated houses pop up
on newscasts everywhere only a few
days into December; parades, ball-
games, and the ubiquitous Yule Log are
abundant on the holiday; and clearance
sales and gift returns are hot topics after
Santa has his big day. Christmas Day is
the tent-pole, the single strong event
driving talk around the water cooler.
Everything else is built around it — not
necessarily to support Christmas Day
but to compliment it and drive interest
and sales as a result of being part of the
buzz-worthy event. 

Evanne 
Schmarder

‘Tent-Pole’ Event Marketing A Great Idea for Parks
Our industry tent-poles

The outdoor hospitality industry is
fortunate to have a number of tent-poles
relevant to what we have to offer. Of
course there are the holidays — such as
Memorial Day, Fourth of July, Labor Day,
and Halloween — as well as well-known
theme weekends or events including
Christmas in July, Wet and Wild, West-
ern Week or a variation on a chocolate
theme. And let’s not forget Great Out-
doors Month and the numerous themed
days or weeks during that time period. 

With a little imagination, several
more relevant and interesting tent-poles
can be unearthed. What about a cele-
bration around the start of the fishing
season, your business’ anniversary or
opening/closing dates, National S’mores
Day (Aug. 10), Summer or Winter Sol-
stice (June 21 and Dec. 21, respec-
tively), National Dog Week (last week
of September), Superbowl Sunday, the
Academy Awards, or even a popular TV
series?

Successful tent-pole marketing
With the goal of rallying your cus-

tomers, driving traffic to your web and
social properties and, ultimately, book-
ing sites, the first key to successful tent-
pole marketing is to choose events that
will spark your audience’s interest and
spur them to take action. Do this by re-
viewing what’s worked for you or others
in the past and sketching out an event
calendar with at least one major tent-
pole for each month you are open. 

Once you’ve decided on the most
popular, relevant tent-poles — the ones
that will have people talking and book-
ing — and have thought through the
event planning process, begin to design
your content marketing plan in writing.
There are a number of ways you may
want to promote tent-poles:

do we make the industry grow? That’s
what Richard became concerned with
down there.

“He’s spent a lot of time getting the
campgrounds involved in this seasonal
camping issue,” Soard said.

Wald said Jim Rogers, chairman of
Kampgrounds of America Inc. (KOA)
inspired the visit to Nashville.

“He’s one of the ones that’s driven all of
this. He and Richard talk all the time now.
A lot of those needs that he’s talked about,
Richard is starting to talk about, too, and
that’s a connection that helped drive a lot
of this,” Wald said.

“We’re used to being very parochial and
worrying about the OEMs (original equip-
ment manufacturers) and their specific is-
sues, but when you take a step back and
look at the whole thing, if we don’t have
customers, we don’t have an industry. 

“To have that you have to have camp-
grounds and you have to have dealers that
are helping, you have to have OEMs that
are helping and you have to have suppliers
that are helping. That’s the way that we’re
looking at it now,” Wald explained.

“One bad camping experience and
you’ve lost a customer forever, whether it’s
in a yurt, whether it’s in a park model,
whether it’s in an RV or whether it’s in a
tent...The tenter becomes the trailer
owner, becomes the motorhome, gradu-
ates to a park model. It’s a lifetime cus-
tomer,” Wald said, explaining RVIA’s more
holistic view of the industry.

Certainly seasonal camping’s issues
helped drive the shift.

“On the seasonal camping side, that’s a
bigger issue for our organization as a
whole,” Wald said. “Working closer with
the campgrounds, that’s a huge priority for
us. It’s a hole that Richard has sort of come
to realize has been neglected too long.
We’re coming to a place where we’re
working with campgrounds directly, both
Richard and I went to ARVC (the Na-
tional Association of RV Parks &
Campgrounds) for the first time in a cou-
ple of years,” Wald said.

“We’ve sat down with some of the
campground owners, the franchisers any-
way, and we’re just getting to know that
business. Shame on us for not having a
better grasp on what the issues are in the
campground world,” he said.

“We’re coming to appreciate the diffi-
culties that industry has in a way that we
never did before … Now we see how these
issues can affect the ability of the con-
sumer to stay in the RV lifestyle, and that’s
obviously a very important thing for us,”
Wald explained.

RVIA is working with campground
owners to try to create an approach to ef-
fectively deal with the challenges seasonal
camping brings to campgrounds, he
added.

“It usually boils down to three things.
One is zoning. They don’t want to allow
park models, they want to discriminate
against park models, they want to discrim-
inate against seasonal camping and its big-
ger fifth-wheels.

“Two is taxes. They want to tax park
models or larger RVs like real property,
and it happens at the municipal and state
level. There are 50 states but there are
17,000 municipalities, so it’s whack-a-
mole. Every time it pops up, you’ve got to
hit it, and you’ve got to hit it hard.

“The third are the environmental is-
sues, having to do with septics, roads, all
that other stuff campgrounds wrestle with.

“Those three, that matters to us,” Wald
continued. “If a person can’t get into the
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RVIA —from page 3 campground because they can only have
dirt roads, or whatever the case may be,
then that affects our common customer.

“It’s all of these issues where the cus-
tomer is impacted. It’s not about the
OEMs’ problems, it’s not about the camp-
ground’s problems, it’s about the cus-
tomer’s problems and how do we fix the
problems for them?

“For me that’s been my biggest educa-
tion, all of these issues that our customer
deals with and wrestles with and usually
on their own. It’s what they need, it’s
what’s good for the industry,” Wald said.

In addition to dealing with those issues,
Wald believes the RVIA can do a lot to
help tap the market for people who don’t
realize the variety of camping options
available to today’s consumer in the out-

door-hospitality market.
“When I think about the potential for

that rental market, it’s huge. It’s glamping.
I know it’s sort of become a cliché, but it’s
become a cliché for a reason. If you can
get the real housewives camping, you can
get anyone camping. For me it’s almost
just unlimited potential.

“Camping isn’t necessarily what you
think it is anymore. There’s still the classic
traditional camper, but there’s also an ex-
perience for city folks in campgrounds.
Promoting that aspect — and some of
those people are going to convert to RVers,
and that’s great, some of them will always
be renters, and that’s great too — to me
that’s really the mass untapped market for
campgrounds and for park models.

“You don’t have to be a rugged out-

doors type to go camping anymore. You
don’t even have to own an RV and you
don’t even have to own a car. You can just
go check out an urban camping facility
and have a ball,” Wald said.

“There are 300 million people in
America, and I think I saw 40 million or
so have gone camping. That’s a huge, un-
tapped market. If we can just get 1% of
that, 5% of that, you’re really making a
difference.

“When we talk about there’s more we
can do and should do, yes there is,” Wald
added. “But working with the camp-
grounds, promoting the notion of getting
nontraditional campers in campgrounds,
those are the things I’m really excited
about — and that we’ve been working
hard on.” —Justin Leighty WCM
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ON CAMPGROUNDS

Reports from 
the field: 

Bob Ashley

Pecan Park Bounces Back After Huge Halloween Flood

Rachel and David Rowley, owners of
Pecan Park Riverside RV and Cabins in
San Marcos, Texas, experienced something
last fall on Halloween morning that they
hardly could imagine.

At about 4:30 a.m., 17 inches of rain fell
15 miles northwest of Pecan Park — send-
ing a cascade of water down the San Mar-
cos River and raising the normally peaceful
waterway 37 feet by 6:30 a.m.

Even though it sits on a bluff 35 feet
above the river, the 115-site park was in-
undated, destroying 79 rigs and the cou-
ples’ home.

The only injury was to David Rowley,
who broke a foot jumping over a fence to
notify the occupants of an RV to evacuate
— immediately.

“It was unlike anything anyone has ever
seen in this area,” said Rachel Rowley. “It
was flabbergasting. Nine inches of rain
won't touch us. But 17 was too much to
take.”

Oddly three hours later, the river had
returned to its banks — “And then it was
all gone,” she said.

“We were 95% full that night, and sta-
tistically speaking, we should have lost
human lives, but not only didn't we lose
anybody but we didn't lose any pets ei-
ther.

“And fortunately, none of our infra-
structure sat in water very long, so there
wasn't a lot of damage there.” Five deluxe
cabins at the 24 1/2-acre park halfway be-
tween Austin and San Antonio were on
higher ground and not damaged.

With the help of neighbors, the park

Pecan Park’s location 35 feet above the river didn’t prevent Halloween flooding that damaged
much of the park. With the help of neighbors, however, the park was put back together.

will add more cabins,” she reported.
* * * * *

Split Rail RV Park in Mission, Texas,
continues to be affected by Baby Boomers
who are delaying retirement and by the
negative publicity about drug violence in
nearby Mexico, according to park man-
ager Beverly Glaser.

“The media continue to exaggerate the
violence in Mexico and everybody up
north thinks we’re all getting killed down
here,” said Glaser, who has managed the
55-plus, 233-site park in the Rio Grande
Valley for eight years. “We go to Mexico all
the time and never have had a problem.”

But that's only part of the reason that
Winter Texan visitation has been flagging,
she said, even though two weeks before
Christmas only 27 sites were unoccupied.

“The other thing is that Baby Boomers,
because of the economy, they aren’t retir-
ing,” she said. “We still have a lot of RVers,
but at this time of year we’ve got fewer
reservations for the winter than usual. This
is the worst year since I’ve been here.”

The park has about 40 residents who
stay year-around, while several dozen oth-

ers leave their units — mostly fifth wheels
and motorhomes — in place and visit for
extended periods.

Split Rail features a heated swimming
pool, therapeutic Jacuzzi open 24/7 and al-
lows pets up to 20 pounds.

A bright spot on the horizon, Glaser
said, is a sound barrier that is planned
along a nearby highway to shield a portion
of the park from traffic noise. “They were
supposed to have started before October,
but they haven’t begun yet,” she said.
“We’ve been begging them for years.”

* * * * *
As Christmas approached at Hitchin’

Post RV Park in Hallsville, Texas, business
began to slow down, according to Randy
Skipper, who has owned the 66-site camp-
ground on 21 acres for 4 1/2 years.

About 85% of the park’s sites are rented
permanently to workers employed at a
nearby chemical plant or at one of two
power plants in the area.

“We slow down the first part of Decem-
ber when they go home,” Skipper said.
“They’ll come back in January. We have
one engineer here who is from Florida who
parks a $200,000 motorhome in the park
and goes back-and-forth between here and
his home.”

The other reason for the seasonal slow-
down is that the shoulder travel season has
abated. “During the fall, we get quite a few
overnighters who are going to the Texas
Coast — Padre Island and down that way,”
said Skipper, who also owns Miss Ellie’s
RV Park in the East Texas community of
Waskom near the Louisiana border.

“The Coast is about 250 miles from
where we are in Hallsville and most of the
Winter Texans already have moved
through,” Skipper said.

With eight empty acres on the property,
Skipper said he is contemplating adding
camping cabins At Hitchin’ Post.

RVBusiness Senior Editor Bob Ashley is a
Central Indiana-based freelance writer/editor
and a 25-year newspaper veteran who has 
focused on the RV industry and national
recreation issues for the past 19 years. He 
received the 2013 ''Distinguished Service in
RV Journalism'' award from the Recreation
Vehicle Industry Association (RVIA). WCM

was put back together, and in mid-Decem-
ber all the sites were back in service and
the park was 62% full.

“A lot of people were coming in the fall
and I had to tell them they couldn't come
in right away,” Rowley said. “Some of them
had to find other places to stay for the win-
ter, and many promised that they will be
back next year. That’s been a little painful,
emotionally and financially.

“We were going to be 95% full all win-
ter.”

Pecan Park has been a campground
since the 1960s when it was used by now-
closed Gary Air Force Base across the high-
way as an overflow housing area.

The park draws many Texas RVers in
addition to Winter Texans.

“We are in a very centralized location,”
Rowley said. “We get a lot of traffic from
Austin and San Antonio and Houston.”

With Peacan Park back in operation,
Rowley says she and her husband are sold
on their five deluxe Athens Park Homes
park model cabins, three of which were in-

stalled last year. “They are a very profitable
business,” she said. “People get the camp-
ing experience but they don't have to pay
for a travel trailer all year. The only thing
you need to bring is yourself.”

The flood put on hold plans to purchase
an adjacent 19 1/2-acre church camp-
ground where the  Rowleys expect to add
more cabins. “Long term absolutely we

Pecan Park’s pool, one of the amenities at the
115-site park in San Marcos, Texas.

Call today for a brochure:
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Cottage Grove, Oregon The Original Modern Yurt

Unique Pacific Yurts
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Unique Pacific Yurts
          generate revenue!

AMISH-BUILT QUALITY CABINS
www.amishcabincompany.com
Five models delivered assembled
and ready to use, modular ap-
proved, heated/cooled/insulated,
architect-designed to international
residential codes, 606-922-8401

tion on building your Workamper small busi-
ness.
Day one of the main event will offer a

presentation on succeeding in the world of
Workamping, along with seminars on how-
to-be-a-safe-driver and how to inspect an
RV while shopping for one or a currently
owned rig. There also will be an RV home
show event with the opportunity to check
out different rigs to get ideas for that first
RV or that next purchase.
Day two will begin with a review then

learn about how to pick a domicile, and
Workamper President Steve Anderson will
present a “Research and Design Your Fu-
ture” seminar. The day’s program also in-
cludes training in technical online skills to
maximize future marketing and connecting
with the best opportunities to fit the
Workamping lifestyle.
During the event, there will be opportu-

nity to schedule one-on-one time with staff
to have a photo shoot for resumes, sessions
with Workamper designer/technical sup-
port and help with resume makeovers.
“This event will play a major role in the

future success of every RVer who attends,”
said Steve Anderson, president of Workam-
per News.
Active Workampers and Workamper

Dreamers interested in learning more about
Workamper Discovery Days can visit
http://www.workamper.com/discovery to
learn more and register. WCM

Workamper —from page 3

Camping In Ontario Group 
Gathers for Annual Meeting

On Tuesday, Nov. 19, Camping In On-
tario/Ontario Private Campground As-
sociation members gathered for the
Annual General Meeting at the JW Marriott
The Rosseau Resort in Minett, Ontario.  

The meeting was held in conjunction
with Camping In Ontario’s annual con-
vention at The Rosseau Resort from Nov.
17-20, with more than 150 members at-
tending. Sessions covered topics such as
Ministry of Labour compliance, govern-
ment relations, Ministry of Environment
issues and social media, all of which
were well received.  

The convention offered the opportu-
nity for campground owners to come to-
gether to network, share experiences and
discuss opportunities and challenges.
The most popular sessions were cracker
barrels, open forums for learning from
each other’s experiences.  

In addition, the new board of direc-
tors was introduced, with Bruce Dressel
of Jordan Valley Campground contin-
uing in his role as president, Tammy
Gillespie as first vice president, Leonard
Koekkoek as second vice president,

Wendie Dupuis as secretary/treasurer
and Robert Trask, past president, as the
executive officers. Camping In Ontario’s
board members come from all parts of
the province.  

As 2013 wrapped up, the launch of the
2014 Camping In Ontario Directory in
January was anticipated by the camping
public, and a busy season of more than a
dozen trade shows begins. The organiza-
tion’s site is campinginontario.ca. WCM

Julie Watt, Kierstyn McKenzie, Rick Watt,
Lana & Howard Tonge pause during the
Camping in Ontario meeting in November.

Campground Owner Warns About Noise Limits Damaging Business
Measures aimed at curbing noise from

events in the Upper Squamish Valley in British
Columbia will also freeze out businesses, said
the owner of a local campground.

Ali Abolfathi has operated Squamish
Valley Campground for eight years, the
Squamish Chief reported. With Squamish’s
weather dishing up eight good camping
weekends per year, Abolfathi said his busi-
ness relies heavily on hosting events. But this
summer it looks like that’s been knocked out
of his tool kit. In an effort to balance residents’
noise complaints and economic develop-

ment, officials are looking to stop issuing any
new permits.
Abolfathi had hoped to host three festivals

this coming summer. On Dec. 17, festival or-
ganizer Trevor Miles made a plea to District
of Squamish officials to weigh into the deci-
sion to deny his permit request, noting he was
told the Squamish-Lillooet Regional District
(SLRD) was not allowing any new permits.
The year 2014 would mark the event’s

second year, with an anticipated draw of
1,000 to 1,500 people, translating into
$300,000 in local spending, Miles said. WCM
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The Fredericksburg, Va./Washington
D.C. South KOA won the coveted KOA
Franchisee of the Year Award during
KOA’s 2013 Convention.
A quiet park nestled in the Virginia

countryside near four historic Civil War
battlefields, Kings Dominion Amusement
Park and George Washington’s boyhood
home, the Fredericksburg/Washington
D.C. South, Virginia KOA is owned and
operated by Susan and Ron Hart and
has been part of the KOA system since
1976 when Susan’s father purchased
and developed the property.
“The Harts are true believers in the

KOA brand,” said Hittmeier. “They have
always done a wonderful job of using
the tools we offer to better develop their
campground for their campers. It’s a
wonderful place, and absolutely deserv-
ing of being our 2014 KOA Campground
of the Year.”
Susan and Ron met as teenagers at

the campground, when Ron went to
work for Susan’s father. Although the
two owned and operated a local tour
business for several years, they jumped
at the chance to purchase the park from
Susan’s parents when they retired in
2000. “The campground was our par-
ents’ baby, and we feel so fortunate to
have been given this blessing,” Susan
said. “KOA has always been there for us
over the years, and it’s so special to be
honored as the KOA Campground of the
Year from among the hundreds of de-

serving franchisees.”
In other awards news:
• Recognized with the 2014 Rising

Star Award, which goes to park owners
who have been in the KOA system for
fewer than five years yet are operating
like seasoned vets, was Ventura Ranch,
California KOA. Owned by Scott Cory
and Steven Bitter, Ventura Ranch offers
two ziplines, a climbing wall, an array of
Deluxe Cabins and a soon-to-be-opened
resort swimming pool.
• Among the parks honored for

“Leading the Way to Green” as part of
KOA’s Kamp Green Program: Barrie On-
tario KOA, Naples, Florida KOA and the
Twin Mountain, New Hampshire KOA.
• Singled out for garnering Top

Camper Feedback Scores: Filmore, Utah
KOA, owners David and Corinne Lewis;
Montpelier Creek, Idaho KOA, owners
Stuart and Kathleen Marshall;
Ozark/Fort Rucker, Alabama KOA, own-
ers William and Lori Hemmis;
Durant/Choctaw Casino, Oklahoma,
Manager Charlie Tyree; Greybull,
Wyoming KOA, owners Cornelis and
MaRia Bijvank; Pueblo South/Colorado
City, Colorado KOA, owners Tim and
Elena Johnson; Oroville/Feather Falls
Casino, California KOA, Manager 
Eric Smith; Mt. Lassen/Shingletown,
California KOA, owners Charles and
Rosemary Butzine owners; and Wa-
pakoneta, Ohio KOA, owners John and
Debbie Schuettler. WCM

Fredericksburg KOA is Montana-Based
Park Network’s Franchisee of the Year

KOA’s Hittmeier (left) and Rogers (right) present the award for the 2014 KOA Franchisee
of the Year to Susan and Ron Hart, owners of the Fredericksburg, Va./Washington D.C.
South KOA.

The 2014 Rising Star Award, which goes to park owners who have been in the KOA
system for fewer than five years yet are operating like seasoned vets, went to Ventura
Ranch, California KOA, owned by Scott Cory and Steven Bitter.

mark. And it begs the question: Why? Why
did that happen? What’s going on here at
KOA to make that monumental change from
where we were a short 10 years ago? And
it really has to do with a continued focus,
trying to get people all working on the same
page in a productive and orderly fashion.
For the first time, it’s gotten in sync.”
Here’s a glimpse at KOA’s late-year 2013

performance, which underscores among
other things the continued growth of
“deluxe” (fully equipped) cabins, mostly
park models from an array of builders in the
KOA system:
+ 3.8% — KOA camper night growth
+ 7.4% — KOA registration revenue
+ 8.5% — Deluxe Cabin camper nights
+ 15.7% —Deluxe Cabin revenues
+ 3.9% — Short-term camper nights
+ 7.5% — Short-term camper revenue
+ 3.5% — Long-term camper nights
+ 7.1% — Long-term camper revenue
KOA Chairman & CEO Jim Rogers con-

curred with Hittmeier’s assessment in his
annual “Fireside Chat” remarks to atten-
dees, staff and vendors in which he under-
scored the value of positive consumer
satisfaction surveys. KOA has surveyed
more than a million camper guests since
implementing its comprehensive guest
feedback system in 2003.
“When you think about the future, some-

times you’ve got to look to where you’ve
been, and our customers have told you,” he
said. “When we see the largest camping
revenue in the history of this company and
you are getting the highest guest service
ratings, that says a lot. That’s amazing. And
it’s not from an inspector who is trying to
sell you advertising coming in and giving
you a score. This is your customer. And you
need to use that.”

Hedges Outlines KOA’s New App
And Aggressive Marketing Plans
And the hits apparently just keep coming

for KOA, ranked for the fifth year in a row as
a “Top 50 franchise” by Franchise Business
Review magazine. A survey conducted by
the Recreation Vehicle Industry Associa-
tion (RVIA) asking campers what sources
of information they tapped when research-
ing upcoming trips indicates that KOA.com
(16.2%) was second only to Google (18%) as
a traveler’s point of reference for camping
information. The Good Sam Club (11%) was
third, KOA reported.
In fact, Vice President of Marketing

Toby Hedges told convention attendees
during her presentation that the KOA.com
website had posted a 128% increase in traf-
fic thus far in 2013 with 16 million visitors ex-
pected to check into the site by the end of
the year, yielding a 17% hike in web-based
reservations in the process.
In addition to conventional methods, of

course, reservations today can be made on
the website, on the company’s mobile site
and via a new free KOA Camping App avail-
able for all mobile devices at the Apple App
Store and Google Play.
The new app, downloaded more than

30,000 times in the first three weeks after its
recent launch, allows campers to search
KOA’s 487-park North American system, re-
search different locations, make reserva-
tions and complete their transactions — all
from their smart phones or other mobile de-
vices. The app also integrates with popular
online navigation systems to provide has-
sle-free directions from the camper’s cur-
rent location to their favorite KOA.
Because of these and other initiatives,

Hedges told the Austin crowd, 36% of the
general U.S. and Canadian public now rec-

ognizes the KOA logo, whether they’re
campers or not.
“That is fantastic when you consider that

we are a niche brand,” said Hedges, in in-
troducing the company’s new ad campaign.
“Over a third of North Americans know
about this brand. In fact, we’re the most
recognized brand in camping, hands down
— 51 years of delivering fun to campers.
And we’re yellow (the company’s chosen
color for staff uniforms, ads and signage). It
represents our service and quality delivered
to you every day in your campground. Our
owners and managers are trained camp-
ground professionals. Nobody else can say
that. And we deliver on that every day on
the philosophy of what we call ‘outdoor
hospitality.’”
Extending that brand recognition is

KOA’s new “What’s Behind the Yellow
Sign?” ad campaign, part of an aggressive
new online, TV and print initiative designed
to “surround” potential campers with the
privately held company’s message and cre-
ate more than 163 million impressions next
year.
KOA, in turn, plans to advertise on the

Great American Country Network’s “Top 20
Country Countdown” and will be generating
“engaging” YouTube videos and making its
presence felt on Facebook and
weather.com. The 2014 goal is for 59 million
online media impressions, all of which will
click through to KOA.com. And, while print
ads and retail travel show appearances are
part of the mix, KOA also plans to have
some media fun with its U.S. bobsled team
sponsorship.
To coordinate this full-court media press,

KOA has hired Allison & Partners, a high-
profile public-relations firm based in San
Francisco with 14 North American offices,
to spread the word in large media markets
and help further develop KOA’s Hispanic
outreach. “It's critical to tell our story from
a PR perspective,” Hedges told the fran-
chisees. “We know that PR is extremely im-
portant to us right now and we are going to
invest a lot more time and resources in the
coming year.”
“It’s the most comprehensive marketing

plan that I’ve ever seen KOA undertake,”
Hittmeier told WCM. “It is multi-dimensional
and very astute. Toby Hedges is doing a fan-

tastic job of driving KOA’s brand into the
right markets and finding new people to
camp with us.”

KOA Utilizes its Value Kard
To Secure RV Industry Ties
Also on center stage was the continued

growth of KOA’s 353,000-member Value
Kard Rewards (VKR) loyalty program, devel-
oped to create incremental opportunities
for franchisees and consumers through af-
filiations with companies like ADT Home
Security, Allstate RV Roadhelp, Cruise
America RV Rental & Sales, Essex Credit
Corp., Outside magazine, PATCH Games,
PetTravelCenter.com, Rayovac, ROUTE 66
RV Network, RV Security, RV Trader, Sta-
ples, TOMTOM, Verizon and Weber Grills.

In fact, all Route 66, Road Bear, El Monte,
Cruise America and Cruise Canada rental
RVs now carry VKR key fobs that act as
10%-off promotional discount cards for
every renter.
While VKR’s membership grew by 5%

during the year, the program’s camping reg-
istration revenues exceeded $80 million and

accounted for 1.4 million camping nights in
2013, reported Lorne Armer, vice president
of brand development, in his convention
presentation. Some 40,000 of those VKR
members are Keystone RV Co. Inc. towable
RV buyers, each of whom receives a free
VKR membership upon the purchase of a
new towable RV.
In an ongoing move to “minimize the gap

between manufacturers, dealers and
campgrounds,” meanwhile, KOA through its
loyalty cards and otherwise has been work-
ing to more closely align itself with various
mainstream RV-industry elements like the
Family Motor Coach Association (FMCA),
the ROUTE 66 RV Network and through RV
sweepstakes giveaways with Keystone and
now Jayco Inc.
“For the first time that I can recall,” said

Hittmeier, “we are starting to drive an asso-
ciation with the manufacturers and working
with them to expose the guest to a great ex-
perience and at the same time try to help
the manufacturers develop their own
brands.
That’s logical thinking, said Armer, in that

80% of KOA’s business comes in the form of
an RV — and 70% of those RV owners tend
to be loyal repeat buyers.
“In 2013, we continue to focus on new

opportunities for the KOA system, you and
your properties, to introduce incremental
business,” Armer told the franchisees.
“When you think about a partnership, it’s re-
ally put in place to expand exposure in
areas that we are not now to provide our
guests new value on multiple levels. Ulti-
mately, it is to drive new business to KOA.
And in 2013, the focus really was on RV
manufacturers and RV dealers to drive
those most opportune guests to our proper-
ties. Associating with the right brands can
bring vitality to KOA and product growth
and energy.”
In a related move, KOA recently an-

nounced an agreement to acquire Tucson’s
Lazydays RV Campground, located adjacent
to Lazydays’ Tucson dealership, one of two
stores operated by Seffner, Fla.-based Lazy-
days. Renamed the Tucson/Lazydays KOA
Campground, the park will operate as a
company-owned facility and will co-market
its services with Lazydays.
Not to be overlooked is KOA’s key linkage

with Overland Park, Kan.-based ROUTE 66,
an independent RV dealer network with

which KOA announced a partnership in
2012. As part of that deal, KOA’s VKR mem-
bers receive 10% discounts on parts and
accessories at all 155 ROUTE 66 RV Net-
work locations, while the more than 150,000
campers who carry the ROUTE 66 RV Net-
work’s membership card receive 10% dis-
counts on camping at KOA campgrounds.
This, as ROUTE 66 partner Rob Merrill

pointed out in his presentation, is the first
case of bridge-building between a national-
scale campground network and a large RV
retailer outside the Camping World realm of
rolling stock stores and Good Sam parks.
“Collectively,” said Merrill, “we repre-

sent $2 billion in RV sales and about 30,000
to 35,000 units that will leave our lots — and
those people are coming to use their vehi-
cles at your campsites. We have 155 loca-
tions, 1,300 service bays and over 2,000
technicians around the country who are on
call to take care of your customers.”
Merrill claimed it’s a perfect fit between

smaller locally owned dealers and inde-
pendent, entrepreneurial park operators.
“We think, collectively, ROUTE 66 gives

KOA a competitive advantage,” he added.
“You know that Camping World and Good
Sam are aligned together. We think this is
the perfect alliance to give us both a leg up.
We think it’s because your character, your
values are the same as ROUTE 66. We think
we can create brand loyalty better together
than we can on our own.”

A Year Later, Rebranding KOA’s
Parks is Still a Work in Progress
KOA rolled out a bold new marketing

program at its 2012 convention to rebrand
all of its parks and help campers better
identify specific KOA’s offerings — not un-
like some hotel chains — along these lines:

• KOA Journey Campgrounds identified
as being convenient to major highways with
long pull-through sites — a relaxing
overnight oasis for travelers.

• KOA Holiday Campgrounds, ideally
serving as base camps for exploring areas
and enjoying family activities with addi-
tional amenities making these facilities
good getaways for short vacations. These
parks feature KOA Deluxe Cabins with full
bathrooms and kitchens.

• KOA Resorts, offering campers true re-
sort-style vacations with luxurious pools,
patio RV sites, Deluxe Cabin linen service
and specially trained activities and recre-
ation staffs.
A year later, convention attendees

learned, about 20% of KOA’s franchisees

have adopted the new branding — an ac-
ceptance level with which KOA’s manage-
ment seems pretty comfortable, having
assumed in the first place that widespread
adoption would be a multi-year process.
“We’ve had more progress than we ex-
pected,” said Hittmeier. “We expected to
get about 80 campgrounds assigned to one
of the three brand positions for the 2014 di-
rectory, which always comes around this
time a year. We are at 107 campgrounds
going into the 2014 directories and we have
others that are in a ready state to move into
one of the brand positions for next year and
beyond.”
“As for the brand repositioning, we

worked for three or four years before put-
ting that in place just a year ago at our 50th
(convention),” Rogers told the attendees.
“What you saw in this room two hours ago
is more impressive than that of Marriott,
Holiday Inn or any major hotel company
would dream of.”
And KOA is just now starting to develop

marketing promotions for the consumer
side of the brand-positioning initiative, said
Hittmier, who’s as convinced as ever that it
was the right thing to do.
“It’s going to help the KOA brand stand

for something more than it has in the past,”
he said. “It’s going to help identify and align
with our customers who these camp-
grounds are trying to attract. It also helps
us define the kinds of facilities that are im-
portant to the guests, whether you are trav-
eling across the country or going into more
of a destination type of experience. We
want to make sure that we have the kinds
of facilities that are very foundational to the
kind of stay you are looking for. That’s
where we are going for it. We feel strongly
about it. It’s really KOA’s next evolution as
we develop our brand for the future.”
Having said that, Hittmeier is fully aware

of the fact that some people — even a year
after the rebranding was announced —

simply don’t like change.
“Absolutely. I suspect that if you do a sur-

vey here you’ll find a number of KOAs that
are tentative about wanting to change. The
biggest concern is, ‘will I lose business as
result of associating with a defined branding
effort that focuses on a particular market
where I want to serve everybody?’ But you
have to consider that it’s important to market
to your best target because you can’t target
the whole world. Slowly, we are getting buy-
ins from the majority of our franchisees —
and the momentum is certainly in our favor
at this point.” –Sherman Goldenberg  WCM

KOA—from page 3

KOA CEO Jim Rogers enjoys a lighthearted mo-
ment with Pam Mandela of Cloverdale, Calif.,
KOA during the longevity partnership awards
presentation.

The 51st KOA convention boasted a sold-out number of exhibitor displays in the Expo portion of
the Nov. 20-23 event in Austin, Texas.

On the first day of KOA’s 2012 Convention, a group of more than 100 KOA owners and managers
planted in excess of 1,000 tree seedlings near Bastrop, Texas, an area devastated a year ago by
the Bastrop County Complex Fire, which burned 34,000 acres, destroying 1,600 homes and killing
two people.

Conventioneers Oscar Carranza, of Twin
Falls/Jerome, Idaho (left) and Scott King, from
the Springfield, Mo., Route 66 dealership,
“embrace the yellow” of KOA.
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Alternative Accommodations
Manufacturers See A Bright Future
In Campground Rentals and Retail
Rentals are driving a lot of the growth in

the park model RV business. 
“That’s been a great market for us. Back

in ’08, ’09, when things got slow, we actually
developed a line of cabins and cottages
and that helped us keep going and grow-
ing,” said Andy Davis, sales manager at
Pinnacle Park Homes. “The rentals are up,
they’re growing.”
The recession may have actually bene-

fitted the rental market, because “Folks
who normally wouldn’t have thought of
going to a campground wanted to still take
a vacation.
Most of those folks don’t own an RV and,

like my family, ‘ain’t getting Momma sleep-
ing in a tent.’” Accommodations have im-
proved to the point where now, “It’s a
resort; what we used to call a resort is now
a campground,” Davis said.
About two-thirds of Pinnacle’s business

is serving the campgrounds and RV parks
in their rental markets. “As far as our camp-
ground business, I would say 75% of our
campground orders are repeat and referral
orders,” Davis said. “It seems that a lot of
them have decided that the smaller, eco-
nomical units are more affordable. They’re
also more profitable. People are stepping
down from the higher-end units and setting
on this rental line,” which Davis said was
specifically developed with the input of
their customers, who span 48 states.

Dan Allgyer of Fork Creek Cabins, LLC,
said his business, too, is “seeing an ever-
increasing demand for park models — ac-
tually a rapidly increasing demand.” They
do a mix of retail and wholesale sales.
While they offer park model RVs as well as
pre-built cabins, Allgyer said, “the benefits
and advantages of park-model classifica-
tion certainly outweigh the benefits of an
uncertified cabin, so the park-model cabins
way outsell the other types.” They’ve been
in business for five years, and Allgyer said
all signs point to a good 2014 for Fork Creek.
Likewise, Terry Decio, co-owner of Sky-

line, said the market is “growing exceed-
ingly fast. We’ve now added two more
plants that are building park models, Wis-
consin and Kansas, as well as Oregon
which started about three months ago. I’ve
got Florida, Pennsylvania, Wisconsin,
Kansas, Oregon and southern California
building park models.” Their retail and
rental units are growing, Decio said.
“We’ve had a great year in 2013, and we

think 2014 is going to be exemplary for us
growing the park model business. We’re re-
ally starting to see Canada pick back up, as
well.”

He, too, only sees growth in the future
for the market. ”People live in these six
months, you’re starting to see more camp-
grounds taking them in,” Decio said.
“You’ve got 10,000 people a day turning

60. They’ve got to go somewhere. The
housing market bubble burst. This is now
the alternative.
“You’ve got two big companies, Sun and

ELS, that are buying (campgrounds) up.
They see the attraction, they know the
numbers, they’re smart people. They want

a quality product.” Decio said in the park-
model RV market, “You can’t do anything
but great product, otherwise you’ll lose the
customer.
“We were one of the initial guys back in

the late ’70s to come out with a park
model,” he noted. “It’s part of destination
camping.”

Kropf Industries largely serves the retail
market, and co-owner Curt Yoder said the
Canadian market is picking up for them as
well.
The overall market has changed over

time, Yoder said. “When I first started this
business back in the ’80s, the majority of
our park model buyers were retirees. Most
of our product was going to the warm cli-
mate areas. That has changed over the
years. As people have gotten educated
about destination camping, park models
are becoming more and more of an afford-
able option. You put one of these in your fa-
vorite park or campground and you’ve got
an affordable vacation home.
“We pay close attention to housing

trends, decors. We like to keep it fresh, oth-
erwise you fall behind,” Yoder said.
“The destination camping concept, a lot

of those people will start with travel trailers,
fifth-wheels, they’re realize they’re not
pulling them, they see these park trailers
and think, ‘Gee, why don’t I have one of
those?’ We’re kind of the end of the line
when everybody’s tried everything else and
want to settle down, they want a park
model.”

Woodland Park’s Daryle Lambright said
the company is “ looking to gain a lot of
market share in the coastal regions, the
lake areas.” Woodland Park, too, focuses
primarily on the retail market, but they plan
to expand their push into the rental seg-
ment.
“Park models are a great concept. Des-

tination camping, as it’s known, is a great
way to go. Generally customers gravitate
toward this product after they’ve been in
three, four or five RVs. They want to settle
down in one place more, just show up, un-
lock the door, turn on the lights and, ‘Hey,
we’re home.’

Requests for RV and tent camper sites continue to
drive campground reservations — but rentals are
a growing revenue stream. Park model builders
are riding a wave of optimism as they see the
campground industry ripe for major growth.
Even a casual observer of the camp-

ground industry can see one key trend:
While traditional campers keep coming,
more and more people are coming to
campgrounds and renting without bringing
traditional equipment along.
Sure, the anecdotes are there, but so

are hard stats from two of North America’s
largest franchise operators.
While Leisure Sytems Inc.’s (LSI) Yogi

Bear’s Jellystone Park Camp-Resorts have
fewer properties than Kampgrounds of
America, Inc. (KOA)— 79 vs. 486 — both
chains finished 2013 about tied in large
amounts of rental accomodations.
“We’ve been very strong in continuing

the introduction of the full-service-style
cabins to the marketplace,” Rob Schutter,
Jr., president of LSI, told Woodall’s Camp-
ground Management. The Jellystone sys-
tem, as Schutter pointed out at the
company’s annual symposium in Novem-
ber, has more than 2,100 cabins.
Cabin renters don’t carry a lot with them,

preferring instead to buy what they need
when they reach the campground. That
also helps drive up income in campground
stores. 
Schutter offered some details 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, adding that the avail-
ability of those rental options is helping to
draw more people into the camping
lifestyle.
Meanwhile, a look at KOA’s growth in

deluxe cabins shows the growth in popu-
larity of alternative accomodations: In 2009,
254 of their campgrounds had deluxe 
cabins, for a total of 1,317 of the units. 
By 2013, 334 campgrounds had them, and
the KOA system had a total of 2,179 deluxe
cabins.
Cabin camper nights increased by 55%

in the past three years, according to KOA’s
annual report. Nor are cabin campers es-
pecially frugal. As noted in the report, over
the summer of 2013, not-fully equipped
camping cabins saw a slight decrease of
camper nights (1.2%) compared to a 10.2%
rise in camper nights for deluxe cabins over
the summer of 2012.

Patt Hittmeier, president of KOA, told
WCM, “ This world of camping, private
camping, is all about older facilities reno-
vating their product to become relevant and
new. We continually push for that.
“Today's camper is really dependent on

the patio sites and the outdoor experience
that comes on our RV sites and the ‘Deluxe
Cabin’ market that continues to be a strong
focus for KOA. We believe we are driving a
lot of that in that market into camping.
“We started in 1980 with camping cab-

ins, but the deluxe cabin — the full-service
feature cabin — is getting to be an impor-
tant aspect of our business today.
“Our campgrounds have a lot more op-

erational savvy about how to present this
product to the guests. It’s not just plunking
a park model on a site and open the door
and say ‘rent me.’ There’s so much more to
it,” Hittmeier said.

It turns out that KOA has found the more
people pay for their lodging, the more sat-
isfied they are in the rental market. “People
who pay the highest rate give us the best
scores from a service perspective and sat-

isfaction level with their experience.
“When you get those two playing to-

gether it’s a nice win win for our business
model. That means more profitability,”
Hittmeier added.
Because of that, KOA is encouraging

more growth across its branded camp-
grounds. 
“We introduced a new program this

year that anybody that adds cabins, we
have a rebate from our manufacturer of
choice and Independence Bank, which
supports financing, has just changed the fi-
nancing package to go to a 10-year term,”
Hittmeier said.

“That improves cash-flow perspective
on the addition of these units on a camp-
ground dramatically. The 10-years life has
been proven. If maintained correctly, they
have a 20-year life cycle.”

SPECIAL SECTION

In his years managing Cavco’s 135,000-
square foot factory in Rocky Mount, Va.,
Tom Satterwhite has seen campgrounds
increasingly embrace the concept of
using park models as rental units.
“The problem,” he said, “is affordabil-

ity.”
Even though park models typically gen-

erate at least three times the revenue of a
typical RV site, the initial investment cost
is high for many parks with the typical
rental cabin selling for about $28,000, he
said.
But Cavco heightened park operator

enthusiasm for park models by unveiling a
new deluxe cabin series of affordable
rental units at the National Association of
RV Parks and Campgrounds (ARVC’s)Out-
door Hospitality Convention & Expo in No-
vember, a line that starts at just $21,000.
The units, which are available in six dif-

ferent floor plans, can be customized. 
“We took what we learned from build-

ing cabins for other companies and came
out with a very affordable rental cabin,”
Satterwhite said.
Cavco was able to cut costs by equip-

ping the units with asphalt shingle roofs
instead of metal roofs and by using 3/8-
inch plywood for the interior wall siding in-
stead of 1-by-6-inch tongue-and-groove
wood.
“We took some of the expensive fea-

tures out of it, but it is still a viable, hardy
cabin,” Satterwhite said.
Customizable features could involve

everything from moving the tow hitches
from one end of the park model to the
other to extending the length of the
porches.

While the new deluxe cabin line was
just introduced at the ARVC show, the re-
sponse so far has been very good, Satter-
white said.
“Parks are purchasing both single and

multiple units,” he said. “We have a lot of
people looking to buy two or three units.”
Satterwhite said the new deluxe cabins

can typically be built in 30 days, but it will
take longer as Cavco moves into its busy
season in late winter and spring.
The Rocky Mount factory initially pro-

duced custom-designed park model cab-
ins for campgrounds affiliated with
Kampgrounds of America Inc. (KOA). But
now the facility produces both cabins and
traditional vinyl-sided park models for a
growing number of independently owned
and operated parks as well as KOA brand
campgrounds throughout the Eastern U.S.
The factory is also opening up new dis-

tribution channels for park models, both
through retail dealers and at camp-
grounds that want to sell the products to
consumers as weekend retreats or vaca-
tion cottages.
“We’re constantly becoming stronger

and getting more distribution and more re-
tail turns on our product,” Satterwhite
said. —Jeff Crider WCM

Cavco Rolls Out Lower-Priced Rental Line

“The trend continues to grow every
year,” Lambright said.
Woodland Park likes to try new things,

he said. “There’s a lot of new things we
have coming technology-wise that I can’t
unveil, but we just partnered with Bose.
“We replaced all our old electronics,

rolled out the newest technology in TVs,
smart TVs and home theaters and started
partnering with Bose Corp.,” he said.

Chariot Eagle’s Joe Follman said busi-
ness has been steady. “We’re trying to get
into rentals really big, because that seems
to be a huge market right now. We’re mov-
ing in on all of that. The prospects look
good.
“It was a good season, even going into

the winter season,” Follman said. In the
long run, Chariot Eagle is “trying to keep up
with the baby boomers.
“If you go into a rental unit at a camp-

ground, if they rent it two or three times,
they’ll just skip the RV and decide they like
where they are, so they’ll get one of our
units. These are an asset to campgrounds
because it has a value there. It helps you in
the buy-and-sell market. We’re (offering)
12-month income once you get us in there.
“You look at the asthetics of what camp-

ing used to be in tents to what it’s evolved
to today. All the amenities are in here that
you need.”

Champion/Athens Park Homes’ Dick
Grymonprez said their heavy-duty units
destined for resorts have done well. “Prob-
ably about 50% of the park model business
is rental units sold to campgrounds. That’s
a big part of our business.
“Since we originated in Texas we’ve

been there the longest. We have sold to 49
campgrounds in Texas, and we have a
number of customers who every year will

While still a small portion of what RV parks and campgrounds offer,
rental units are becoming a bigger and bigger feature in the industry.

Fairmont Homes is one of the companies offering park-model RVs for both retail sale and
for campgrounds to purchase and rent out to campers.

Cavco is a major player in the market for park models built for campgrounds rentals.

Cavco recently introduced a new lower-
priced line so campground owners can
get into the rental revenue stream with
a lower initial investment.
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buy five or 10 or a certain number. We’ve
got campgrounds now that have 60 or 70 of
our park models for rental. They keep them
full almost all the time. 
“They rent them to weekend people that

want to get away, they rent them to work-
ers that are in the area working and would
rather stay in a park model rather than a
hotel room where they’ve got their own
space and enjoy the campground lifestyle.
They rent them to people who are moving.
We’re finding that business has really
grown, and the more and more word gets
out, the more and more campgrounds wish
they had more and more park models.
“It’s a commitment once you get in be-

cause once you have one, you might as
well have 50. You’ve got to have mainte-
nance, you’ve got to have maid service. Ba-
sically as soon as you do that you’re in the
hotel business,” Grymonprez said.
“We have one customer who has 68 of

our park models; he just ordered 15 more,
and it’s in an RV park. He bought an old RV
park and has fixed it up.”

Forest River’s Gary Duncan said that
while “we’ve always had rental cabins,”
they haven’t focused on them much in the
recent past. That’s going to change, he
said.
“Campgrounds are really, really impor-

tant. We’ve always had a product but it’s
never been up front. You’ll see that change
in the coming year. Knowing what’s going
on with KOA, the focus they’re putting on it
and the publicity they’re putting out, other
campgrounds are reading that and saying
‘Hey, if it’s good for these guys, we ought to
be thinking it, too.’
“We’re going to be aggressively looking

at our rental cabin product to make sure it’s
the right product for the market,” he said.
“We try to be a price-value product.

Everybody kind of has their spot. We know
where we’re at. Our job is to give you the
absolute best value we can and make you
walk away going, ‘Wow, I can’t believe this
is all this costs.’”
Duncan continued, “Hopefully you walk

into one of ours and walk into one of the
high ends and not understand the price dif-
ference. There will be valid reasons for it,
but I want them to be insignificant enough
that you don’t understand and say, ‘Why
spend so much more for that when this is
the same value for me?’
He said Forest River has made a big

turnaround in park model RVs over the last
two years. “We told them what we were
going to do, now we’re going to show them
we’re following through.
“With this being residential our chal-

lenges are a little different than anyone
else’s. People expect things like fit and fin-
ish to be the same as in their houses. In a
travel trailer, people’s expectations are dif-
ferent.  The challenges for us are to get as
darned close as we can but still keep it cost
competitive and realize that these aren’t

SPECIAL SECTION

When the nation’s privately owned
campgrounds initially started warming up
to the idea of utilizing park models as a vi-
able rental option, their objective was
mainly to get them installed and rented as
quickly and affordably as possible.
But as the novelty of having park mod-

els in campgrounds wears off, private park
operators are increasing focusing on ways
to make the park-model-camping experi-
ence more enjoyable. And one way to do
that is by improving the quality of the park
model’s interior furnishings and decor.
Brilliant, Ala.-based Stone Canyon Cab-

ins LLC, which supplies park models to
Yogi Bear’s Jellystone Park Camp-Re-
sorts, has made numerous changes to its
interior designs in an effort to enhance
both the visual aesthetics of the units as
well as their comfort, said Tim Canida,
Stone Canyon’s general manager.
Stone Canyon is now furnishing its park

models with full-size and queen-size pil-
low-top mattresses, with pillow tops on
both sides of the mattresses so that they
can be flipped. “They’re a lot more com-
fortable,” Canida said, adding that Stone
Canyon is using mattresses from Superior
Sleep Solutions, Inc. in Double Springs,
Ala. 
Stone Canyon is also giving its cus-

tomers the ability to choose from clear
coat or stained wood finishes for their park
model interiors. The company is also
equipping its kitchens with 1 1/2-inch-thick
polished cement countertops with
rounded edges and back splashes. 
Other improvements include upgraded

toilets with elongated bowls and larger
stairwells with 9.5-inch treads and reading
lights next to each bed.
“We’re making (our park models) more

like resort accommodations,” Canida said,
adding that his company received a very
positive response from Jellystone Park op-
erators during Leisure Systems Inc.’s (LSI)
annual Symposium in November. “You can
see it in the folks’ eyes when they walk in
the door. It’s all about the look of it. That
‘Wow!’ factor.”
The heightened focus on interior fur-

nishings in park models has been taking
place across the country.
“The change (for us) started happening

in 2009. That’s when we realized we
needed to do something different,” said

Mike Atkinson, director of lodging for
Billings, Mont.-based Kampgrounds of
America (KOA).
The realization occurred, he said, after

KOA officials started sleeping in their park
models and rating their experiences. They
quickly saw that providing consumers with
park models without bed linens was a
“barrier to entry,” which negatively af-
fected the guest experience.
People expect a hotel or motel to pro-

vide all of the necessary linens for a night’s
stay, Atkinson said. Why would consumers
expect anything less from a campground
renting a park model — particularly when
they’re charging a comparable price?
“We started providing linens in 2011 in

all our (company-
owned) properties be-
cause we saw, based
on some info KOA had
gathered, that ‘mom’
was the one making
reservations,” said Jill
Currier, KOA’s director
of accommodations for
company-owned prop-
erties. 
“We believed that

we weren’t providing a
good experience for
mom if she was having
to pack up all the sup-
plies at home, make
beds once she arrived
and then take it all
home and do the laundry.”
KOA is also encouraging its franchisees

to upgrade to higher quality mattresses,
about 25% of which had done so by late
2013.

Donna Fout co-owns the KOA in
Williamsburg, Va. She remembers when
she showed her park models to a gentle-
man who happened to be a mattress de-
signer. 
“He walked in and said, ‘Why do you

have D-level mattresses? You’re getting
enough money for these (units). Why
would you not put good mattresses in
them?”
The criticism was a revelation for Fout.
“Nobody (at KOA) ever talked about

great sleep,” she said, noting KOA’s brand-
ing tagline. “They only talked about great
camping.”

But Fout pursued the idea of developing a
durable, high-quality mattress for KOA
park models with the designer. Her focus
was not only on improving the sleeping ex-
perience at the Williamsburg KOA, but at
KOAs across the country.
She subsequently formed a company

called Great American Direct, based in
Williamsburg, and started selling the mat-
tresses to KOAs across the country in 2010.
While mattresses and linens are impor-

tant areas of focus, KOA has also been
paying attention to other interior park-
model details.
“We started supplying guest needs with

dish packages, alarm clocks, towels and
even soap dispensers in the bathroom,”
Atkinson said. “You can’t use little bars of
soap because we don’t do housekeeping
every day. So a little bar of soap won’t go
very far. We now use pump bath gel con-
ditioner.”
KOA has also been developing design

packages for park models. 
“We went out a couple of years ago

and started working with American Hotel
Register,” Currier said. “They offered us
some of their interior designers to help us
come with some design packages that we
could easily implement in our deluxe cab-
ins.” 
Interior designs were important, Currier

said, because the improved interior aes-
thetics not only helped park models pro-
vide warmth and comfort, but it gave park
operators the ability to ensure that the in-
terior designs of their park models were
consistent with the park’s surroundings.
“If your park is in an area with palm

trees, you don’t want something with a
moose or bears on them,” she said. But
that happened to one KOA in the Sunbelt
before KOA started exerting more control
over interior designs.

Currier said it’s also helpful to provide
interior designs that make guests feel
comfortable. “Before, there wasn’t much
in terms of color,” she said. “You had your
wood walls and that was about it.”
KOA is also paying attention to their ex-

terior aesthetics of its park models by im-
proving not only the positioning of park
models on campsites, but the skirting of 
the units and the quality of the barbecues
that are provided for guest use. Some
parks have $600 or $700 grills.
“We’re trying to give our guests the ex-

perience that they’re paying for,” Atkin-
son said.
KOA’s corporate-owned parks have

been testing consumer responses to park
models equipped with improved interior
design features, including high-quality
mattresses and bed linens, and has found

Inside Accommodations

Luxury is a growing trend not only in the RVs people bring to campgrounds, but also in
the park-model RVs campgrounds purchase for rental accommodations.

Inside – continued on page 20
Accommodations – continued on page 22

A Forest River Quailridge unit on display
at the Louisville Show in December.

The benefits of a campground setting plus full kitchens help
campgrounds compete with hotels for guests.
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that park models equipped with these
amenities receive much higher ratings from
consumers than models that did not.
This is significant, Atkinson said, be-

cause the difference in scores is solid evi-
dence that KOA can share with its
franchisees to encourage them to invest in
interior-design features that give the units
warmth, style and comfort.
Fout, for her part, attended the National

Association of RV Parks and Campgrounds
(ARVC’s) Outdoor Hospitality Convention &
Expo in November and has begun to
broaden her mattress and linen marketing
to include non-KOA campgrounds with
park models. 
Fout said it’s also important for park op-

erators to supply their guests with linens for
their mattresses because it makes a pow-
erful first impression when guests first walk

into their park models. 
“You can have some style with color in-

stead of having it look like a hospital bed,”
he said.
Atkinson added that if campground

guests are wowed by their park model
camping experience they will talk about
their experiences with friends and co-
workers and encourage them to try out
park-model camping.
Canida of Stone Canyon Cabins said the

investments in improvements are worthwhile
because positive guest experiences trans-
late into increased demand for rental units.
“My biggest issue this year,” Canida

said, “is campgrounds saying they are los-
ing revenue because they are having to
turn people away because they need more
cabins. I’m also getting a lot of calls now
from people who have rented park models
about buying these units for their personal
use.” —Jeff Crider WCM

Inside —from page 18

As RV parks and campgrounds open up
space to more and more people who don’t
own tents or recreational vehicles, they’re
also opening up the range of alternative ac-
commodations they’re renting to visitors.
While cabins and park-model RVs are

certainly the most popular rental option out
there, a rectangle is only one of the shapes
renters can find across North America.
“Most people haven’t had an experience

in the round, or if they had, it’s a teepee
which isn’t as comfortable or as insulated
or as well-accommodated,” said Alan Bair,
who founded Pacific Yurts 36 years ago in
Oregon.

The round, Mongolian-inspired tents are
a popular alternative rental option in camp-
grounds, and Bair attributed that to “the
unique appeal of the yurt, with the stars
through the dome at night, and being in
touch with nature but being protected and
warm at night. I hear from our customers
Yurts are booked first, and I think it’s that ap-
peal factor.”
The round structures are versatile and

can be simple, Bair said. “I think one of the
appeals beside the unique structural factor
and the ‘wow’ factor is the ability to get
them installed and start building the rev-
enue.”

Jerry Ritchie of Indiana-based Yurts of
America said, “It feels exotic. They’re
unique. If we lived in round houses, cabins
would feel unique,” he said. “You have the
feel of the central-Asian steppes in a mod-
ern, code-compliant structure.”
Bair gets the credit for taking yurts from

the pages of National Geographic and
bringing them to the campgrounds of North
America.
Fresh out of college and unable to buy a

home, “I saw a yurt in National Geographic
and built a yurt cabin to live in,” he said. “I
started to get calls from people. Without
knowing what an entrepreneur was, I be-
came one,” he said. They got yurts.com and
yurt.com in the Internet’s early days. “We
not only started the modern yurt company
and started the yurt industry, 90% of the in-
novations and amenities and comfort fea-
tures we pioneered. It’s been quite an
adventure for me.
“We’ve developed quite a team of ex-

perts, and all combined, have hundreds of
years of experience now with yurts, and we
take a lot of pride in that.”
As Bair noted, the appeal of the yurt isn’t

limited geographically or philosophically.
“I’ve always enjoyed the fact that we have
everybody from Hollywood celebrities who
use them for yoga studios or own an island
in the Caribbean and we ship them there, to
someone who wants to start a resort.” They
sell to ski resorts, individuals and, of course,
campgrounds and RV resorts. “There’s just
incredible diversity and all the little market
niches add up to a good business.
“We’ve had many campground owners

saying they’ve repaid the yurts in a year or
two and anything after that is just building
revenue,” he said. “It’s a lower expense but
a higher return on revenue, and in most
cases an experience people return for
again and again.”
Pacific Yurts offers sizes from 12 to 30

feet in diameter, and tons of different op-

tions: high-wind and high-snow choices,
heating and cooling choices, radiant heated
floors, NASA insulation, thermoglass win-
dows and even an upgraded structural
package to make it as strong as a house.

Alternatives To Campgrounds’ 
Alternative Lodging Offerings

Pacific Yurts established the U.S. yurt industry and has been making the distinctive
round lodgings for decades.

Yurts like this one from Pacific Yurts can
be as basic inside or as luxurious as a
campground owner wants.

Decks and stilts help make these yurts
from Yurts of America hillside-accessible.

Alternatives – continued on page 26

Cabins and park model RVs abound, but
yurts — circular tents originally used by
Asian nomads — have their own unique
place in the North American park arena

www.charioteagle.com
mailto:bobholiday@charioteagle.com
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About 1 ½ years into a trial merger, the
people who build park-model RVs used in
campgrounds sound pretty pleased to be
part of the industry association that repre-
sents the builders of the rest of the recre-
ational vehicles across North America.
The Recreational Park Model Trailer In-

dustry Association (RPTIA)was mothballed
in July 2012, when the association’s leading
members began a two-year trial marriage
with the Recreation Vehicle Industry Asso-
ciation (RVIA).
When asking around at RVIA’s 51st An-

nual National RV Trade Show in December
in Louisville, Ky., there was no indication
that the arrangement won’t become perma-
nent. In fact, in individual discussions with
Woodall’s Campground Management, the
comments came out like individual notes in
a unified chorus.
“It was a great thing we did. I was in-

volved in getting RPTIA shut down, and it
was a great move. My peers all did a great
job,” said Skyline’s Terry Decio.

Curt Yoder, co-owner of Kropf Industries,
concurred. “It’s gone
well. We’re pleased
with the way it’s
going right now.”
Yoder, who was

part of RPTIA’s lead-
ership, noted, “I like
the services that
RVIA’s providing for
us, and Matt Wald”
— executive direc-
tor of park model

RVs for RVIA — “has done an excellent job.
All in all I’ve been pleased with it.” 

Dick Grymonprez of Champion/Athens
Park Homes was (and technically still is)

president of RPTIA
and sits on the RVIA
board now. “It helped
us as an industry to
join RVIA,” he said.
“They’ve been very
supportive, they have
a lot more resources
than we had with
RPTIA. RPTIA is still
in mothballs and we

have to make a decision.”
John Soard of Fairmont Homes said,

“Our affiliation with RVIA’s making it a little
easier, getting us a lit-
tle more exposure to
the regular RV dealer
who’s maybe worried
about being able to
carry park models.
“It’s been good.

It’s not the war of the
roses or anything like
that. It hasn’t been all
fuzzy and lovey, but

for most things it’s all good. The inspection
process is keeping the manufacturers in
line, keeping the playing field level.
“The statistics and so forth they keep for

us, we’re now a year in so we can have a
year-to-year comparison. That helps a lot.
“Overall it’s been a great relationship so

far. I haven’t heard from anybody that in
June we need to go in another direction. I
run the park model committee inside of
RVIA. The original RPTIA is still run by a
board of directors, we do still exist — albeit
in name only,” Soard said.

Daryle Lambright of Woodland Park
said, “I think it’s been a great fit. I can’t say
enough about Matt Wald and the wonderful

job he does. Whether there are issues he
needs to address, new stats — pretty much
anything — it’s great to partner with them
and see the wealth of resources that they
add and can help us with. I’m really excited
about it and think it’s got a lot of room for
growth and continue to get stronger. It’s a
great industry; we’re all in this together.”

Larry Weaver, sales manager for Dutch
Park Homes, has been in the industry 33
years and was there when park models
originally left RVIA. He’s pleased they’re
back. “That was the best move we ever
made. No doubt about it. We should have
done this earlier than we did,” he said.

Forest River’s Gary Duncan said, “It’s
been a tremendous change. I’m hoping it
trickles down to the finance side of things
and recognize that we’re RVs, we’re not
houses, trying to make that distinction be-
cause people will tell you financing is al-
ways the No. 1 struggle. Finance people
don’t understand what the product is, and
being part of RVIA helps that.
“This looks and feels like a house,” he

told WCM inside one of the park models on
display in Louisville. “That distinction is al-
ways going to be there. You’ve got residen-
tial appliances, you don’t have slide outs —
you’ve got really tall ceilings and really a lot
of space. But it’s still an RV, it’s still a tempo-
rary item.” 

Cavco’s Tim Gage said, “I think the tran-
sition’s been well received. I think RVIA has
been much more beneficial than what we
had prior. The resources are greater, infor-
mation…it’s phenomenal,” he said.
“I think personally, sitting on the board,

Matt Wald’s done a phenomenal job for us.
Matt’s always on top of the game, he always
takes the calls from us, he’s always there for
us when we need the help. 
“It’s yet to be seen how much of an im-

pact it’s going to have long-term. We as an
industry have to prove ourselves as well, but
I think for us we’re happy with it. Someday
we hope to be part of that whole Go RVing
campaign as well, get the word out about
what we have to offer as far as the camping

A Marriage of Growing Convenience

Matt Wald

permanent living structures.”
Tim Gage of Cavco represents a gorilla

in the rental park-model market. “We’re ex-
clusive with Kampgrounds of America, we
build all their deluxe cabins across the
United States. We just wrapped up the KOA
convention, had a huge show — phenom-
enal as far as franchisees buying rental
units.
“We focused on the outdoor hospitality

direction 10 years ago. We feel it’s still in
the future. There’s a lot more room to grow
in outdoor hospitality than there is, we feel,
with how people perceive park models in
terms of retail. We know it’s there, but we
don’t see the numbers rising like we do in
outdoor hospitality. 

“We’ve been building park models for
20-plus years,” Gage added. “We’re not
your traditional mobile-home manufacturer
who’s just filling in a production line and
putting in park models. We’re dedicated to
it, we’re loyal to it, we have designated fac-
tories, have had for a long time. We’re in it
for the long haul.
“We just want to build a good unit, build

good quality and keep pushing the glamp-
ing, the outdoor hospitality thing, because
we know it’s the future.
“You don’t have to go to REI, you don’t

have to go to Cabella’s, and buy tents. You
load the kids in the van, you go up, you get
the campfire ring, you get in the cabin, you
can smell like smoke,” Gage said. But then,
“Mom can take a shower at night, dad can
turn on the flat-screen TV. To traditional
campers that doesn’t sound like camping
— but to people who want to experience
the outdoors, it’s perfect. 
“The kids can swim, they can have

jumping pillows, they can go on the zip line,
depending on the parks. There’s tons of
stuff, it’s all family.”
Of course, he also pointed out that it

takes education, financing, and a lot of an-
cillary things.
“We feel the push is there. We’d like to

see ARVC (the National Association of RV
Parks & Campgrounds) get there to where
they’re promoting with the campgrounds.
It’s going to take some time,” Gage con-
cluded.
On the other end of the spectrum from

Cavco’s business model, Dutch Park
Homes focuses almost entirely on the retail
market, said Larry Weaver, sales manager.
“What we try to do is be a little different,

do the things that some of the other manu-

Accommodations —from page 18

The interior of this Quailridge unit from
Forest River offers the comforts of home.

Park Models – continued on page 24

18 months in, park model OEMs are pleased with
progress after folding RPTIA into RVIA — though
everyone acknowledges there is room for growth 

John Soard

Dick Grymonprez

www.fairmontparktrailers.com
http://breckenridgefinerliving.com
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A Chariot Eagle model on display in December at the RVIA trade show in Louisville, Ky. The interior of this model shows how much a park-model RV can feel like a home setting.

facturers don’t want to do and try to give
them the best fit-and-finish and quality in
the industry. That’s what we always strive
for,” Weaver said.
In the 33 years he’s been in the industry,

he’s seen many changes.
“People today are much more demand-

ing. A lot of times we can’t even do (what
they ask for) because we’re limited to 400
square feet. 
“Everybody wants as much room as you

can put up there in the loft. 60 inches is
max. We have some that are 59 ½,” he said.
Still, they do what they can within the in-
dustry’s limits. “We try to build what people
want, rather than sell what we want to
build,” he said.

Fairmont’s John Soard said his business
also has more of a retail focus, though
rentals have been a nice supplement.
“Our emphasis is on the retail park mod-

els. We’ve been gaining market share. We
started this division of the company in 2005,

and as of the last Stat Surveys report we’re
No. 4 in the park-model business,” Soard
said.
“Our business, and the park model busi-

ness overall, is going to benefit from the
destination trailer market that’s happening
out there right now; it’s a really fast-grow-
ing segment of the market. Those cus-
tomers, after a while, because they’re
stationary, eventually are going to come
around and say ‘I’m ready for something
like this.’
Fairmont sells park models that go for

$30,000 wholesale and about $40,000 retail,
which he noted is “the same price point as
a destination travel trailer.” With vinyl sid-
ing and a 25-year shingle roof, “It is actually
a house for the same dollars you’re going
to get into for a nice destination travel
trailer,” Soard said.

“The outlook for our business, the park
model business, I think is pretty good. It’s
going to grow.” —Justin Leighty WCM

units, the glamping world. Overall I think
we’re all happy with it. Lot of room for im-
provement, but then again we couldn’t ask
for anything more.” 
Gage wasn’t the only one who sees room

for growth. As Yoder said, “One of the things
that we’d like to see a little bit more of is
more park model exposure. Even though our
numbers are less, we’re part of this industry
and we’d like to see more exposure.”
Grymonprez voiced the same sentiment.

“I really wish there was a little more talk in
the industry about us. There wasn’t one park
model shown, there wasn’t one mention of
us (in Go RVing promotions). Our seals are
$150 per unit, and $75 of that goes into the
advertising fund. We’ve got a lot of money in
the advertising fund, so we’ve got to start
seeing some of that be put to use to advertise
our industry, which is destination camping,
park models.
“Maybe 3,500 park models are sold in the

United States now compared to 300,000 RVs,
so we’re a small, small segment of it. But we
are growing, we are seeing more need for
our product in campgrounds, and it helps the
whole RV industry. A lot of people, they go
stay in a campground in a park model, they
love that lifestyle, they go out and buy an RV.”
Wald said he’s aware of the concerns.

“There are a couple of concrete things that
we’re working on right now. Go RVing is
working on revamping the website and a
whole section is going to be dedicated to
park models, so that’s the first.

“That’s something that is above and be-
yond, because right now the park models
aren’t officially a part of the Go RVing Coali-
tion yet. That’s going to be decided after the
two-year period’s over, so that’s something
that James (Ashurst, RVIA vice president) is
basically doing because we’re part of the
same big family.
“The other thing, if you go on our site,

(rvia.org/pmrv), there’s one of the examples
of the satellite media tour hit that we got from
a Vegas morning show. There’s a combina-
tion of park models and a big fifth-wheel, so
it’s kind of a seasonal camping focus.
“One of the things that I think I need to do

a better job of is to think about all of the dif-
ferent things we do — the problem is there’s
so many.
“For example, the Outlook Breakfast,” the

kickoff event for the RVIA’s show in
Louisville. “There was no mention of park
models. I talked to James (Ashurst) about it,
and he actually went and talked to a couple
of our manufacturers and apologized. That’s
on me. I should’ve made it cross his mind, but
there’s just so much that RVIA does that to
remember,” Wald said.
“We’re working on getting them included

in our shipment reports, that’s going through
the process now. Hopefully we’ll have a de-
cision in March at the board meeting.
It’s been almost two years. We’ve gotten

a lot done to integrate them. There’s still a lot
more to do and again it’s a matter of on a
daily basis thinking about all the things we’re
doing and integrating park models.” —Justin
Leighty WCM

Park Models —from page 22

http://www.woodland-park.com/
www.athensparkhomes.com
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They can be simple or they can be luxury
models fetching $250 a night for resort own-
ers, Bair said.
A new customer has added four-season

yurts with leather couches and chairs, fire-
places, bamboo flooring and radiant floor
heat, he said. 
“A lot of these places will have some spe-

cial outdoor opportunity, on a lake or an out-
door wilderness opportunity, that really is a
value added for our guests,” Bair said.
With all that, Bari said the yurts have a

long life. “There’s yurts we sold in the early
days, 30-some years ago, that are still in
use,” he said.
“Many of our customers come back to us

and say, ‘I’ve had my yurt for 20 years and
would like different colors,’” Bair said.
Despite the long life, “if they want to move

the yurt, it can be moved without a trace.
They can be relocated. The yurt itself can go
up anywhere from a few hours to a few days
for the 30-foot models. It really bridges the
gap between developers who want to de-
velop an area and conservationists who
want to develop an area responsibly with

minimal impact,” Bair said.
In addition to selling the yurts, Pacific

Yurts maintains a vacations presence on the
Internet, which Bair said is the largest
source for yurt vacations worldwide. Their
Facebook page has 21,000 followers, and
they don’t charge customers to be listed on
the vacations page or to be featured on
Facebook. “It’s a way of showing them our
business is behind their effort and is commit-
ted to their success,” he said.
“We don’t just sell the product and call it

good, but we stay in touch with our cus-
tomers and cultivate a relationship with
them. It’s not just the right thing to do, it’s
good business.
Since he started the business, “I would

say the trend for yurts is yurt villages in terms
of multiple yurts with more and more ameni-
ties,” Bair said. 

And business has been good. Reflecting
back on 2013, he said, “This has been the
best year since the recession started and we
have seen more and more customers come
back. Obviously we’re more confident in the
future and that’s exciting for us. For us it’s a
very interesting market. Our international
sales have doubled in the last couple of
years.”
Two-thirds of the way across the country,

Ritchie’s Yurts of America hasn’t been
around as long, but after a decade of opera-
tion the company isn’t brand new, either.
Like Pacific Yurts, Yurts of America engi-

neers its structures.
“It’s important to separate the traditional

yurt — that’s the yurt you’d find in central
Asia: felt, sinew rivets, a five-foot wall. It was
little more than a hovel. Modern yurts are
code-compliant, engineered. They’ll meet
most building codes. They use modern lum-
ber, modern cables, aluminum rivets. It’s a
much different structure than the traditional
structure.”
For one thing, traditional yurts flex with

the wind. That’s something that doesn’t sit
well with Americans, so modern yurts are
engineered to be strong. “The natural round
shape sheds the wind well. The conical
shape, the 30-degree pitch of the roof” adds
to that, Richie said. “Plus, the wall of the yurt
actually has more wood in it now than the
modern constructed house.
“If you think about it, a yurt is like your

house with an exposed frame. It’s got
rafters, it’s got studs, it’s got a wall. It per-
forms the same function as the frame of
your house, but you get to look at it. That
adds to that exotic feel. It’s not a rough-
hewn look,” Ritchie said.
“I’m an engineer. We’re so into structure,

I focus on that too much,” he said, pausing
in conversation. “What people really care
about is how it makes them feel when they
walk through the door. Because the dome’s
up in the air, it gives you a very cathedral ef-
fect. When you walk in, it feels bigger than
it is.”
Some campgrounds also will outfit the 30-

foot yurts with lofts, Ritchie said.
One of his customers has one that’s

Americans With Disabilities Act (ADA) com-
pliant. “You can drive right up to it and roll
your wheelchair right into it,” he said.
They’re versatile structures. Typically,

Ritchie said, there’s three levels they come
in: electricity-only 16-foot yurts that rent for
$29-$49 per night; electricity and heating and
cooling in 20- to 24-foot yurt for $69-$99 per
night; and with water and sewage in addition
to electrical service and climate control in up
to a 30-foot yurt for about $200 a night with a
two-night minimum.
“You’re talking different levels of capital

investment,” he said.
Both companies have customers that

come back each year and add more yurts.
Ritchie said, “We did see a big downturn

for capital investment during the recession,
but financing is available right now. We’ve
been able to get yurts financed; banks are
lending.”

Some Curves Come With Corners
Round isn’t the only unique look available

out there. Campground owners visiting
shows in the fall of 2013 may have spotted
Glen Macready’s Hideaway Huts, at least in
product literature.
The European-inspired structures have

been around for about 18 months now, and
they grab attention. “Because we’re kind of
new, people are investigating, but really a
huge amount of response and inquiry,” has
been coming their way, Macready said.
The Tennessee-based company offers a

twist on the traditional rectangle, “basically
the unusual or unique shape of the curve of
the roof,” Macready said. “They’re also a lot
smaller than an existing cabin: A unique
structure, an appealing structure on the
campground.”
They sold four in the first year to camp-

grounds in Iowa and North Carolina, and after
the fall shows have orders for another 15.
They aim for a simpler market niche than

the larger yurts. “It’s really a step up from
camping, from tenting. It’s a hard shell so
they don’t need to bring their tent but don’t
want a fully furnished cabin,” Macready
said.—Justin Leighty WCM

Alternatives —from page 20

European-inspired Hideaway Huts are a
new alternative-lodging offering.

Growing Antler Oaks Lodge Offers
Full Access to Handicapped Campers

When the Manis family decided to
move from Houston to the Texas hill coun-
try, they created a list of 40 requirements
their new home community would have to
meet. 

Bandera, in competition with Freder-
icksburg, Kerrville, Boerne and other Hill
Country towns, outscored all the others.

Now the family runs the Antler Oaks
Lodge and RV Resort.

The welcoming facility offers a family-
oriented vacation experience filled with
beauty and a sense of deep peace. In addi-
tion, it offers something few destination fa-
cilities can.

“We’re proud to say that the entire facil-
ity, the lodge, the cabins, the RV sites, the
pool, everything, is fully handicap-accessi-
ble,” said owner and driving force behind
the project, Tom Manis. 

Manis had a successful business in
Houston when “me and the wife (Vicky)
woke up one morning and said, ‘What are
we doing here?’” Fighting all the people
and the traffic had lost its appeal. That’s
when Manis and Vicky drew up their list
of requirements.

“We really started all this with what was
originally supposed to be a place just for
us, something to hunt out of,” said Manis,
waving a hand at the numerous structures
that now dot the property. “We downsized
and ended up completely changing our
lifestyle.”

Manis, Vicky and daughter Madison
(“Mattie”), the resort manager, currently
live in a downsized cabin on the property.
Son Andy has also been a key component
in what has been a seven-year project. As
they lived on the property, they began to

ask themselves what they could do with it.
“Retirement just wasn’t for me,” said
Manis.

Being people of strong faith, the Manises
wanted their new venture to “make a dif-
ference.” They were led to consider the
handicapped — especially children and
wounded soldiers. 

“We asked ourselves, ‘Where do families
with handicapped members go to vaca-
tion?’ And we decided that, because of the
challenges involved, many of them simply
never get a chance to vacation,” said Manis. 

Of course, a visitor to Antler Oaks
Lodge does not have to be handicapped to
enjoy the facility — but the pool comes
equipped with a lift, and bathrooms and
showers are specially equipped. There is
even a family shower that allows a parent
to help a child. 

The 12,000-square-foot lodge has a
high, arching ceiling supported by polished
tree trunks too big to reach around. With
its gigantic fireplace, comfy sofas, polished
concrete floors and views all the way to
sunset, it offers a gorgeous setting for a
wedding, family reunion or conference.

The facility offers 15 fully equipped cab-
ins, 100 pull-through RV sites, play-
grounds, restrooms with hot showers, and
a 7,000-square-foot indoor pavilion. Pets
are welcome and there is a dog run.

Why seven years? The reason for the
long time frame, in part, is because the
family has done much of the labor. 

“I was in marketing and sales. Never
built a thing,” said Manis. “Andy has never
had a course in welding. Mattie was finish-
ing high school when we moved here.
We’re amazed at what we’ve done. We’re al-
ways learning — and we’re quick learners.”
The siblings designed and built a metal-
and-cowhide chandelier in the main room.
Mattie also hauled 450 loads of caliche they
quarried off the property to build the roads.

When the family came to Bandera just
after the 2002 flood, there were no build-
ings on the property. Now there are 28
structures — and judging by the gleam in
Manis’ eye, there will be more in the future.
—By Carolyn B. Edwards, BCC staff
writer; reprinted with permission from the
Bandera County Courier WCM

The interior of the Antler Oaks Lodge shows part of what the Manis family accomplished. 

The main gate welcomes guests at the
Antler Oaks Lodge and RV Park Hut.

Being people of strong faith, the Manis family
wanted their new venture to ‘make a difference.’
They were led to consider the handicapped —
especially children and wounded soldiers.

www.checkboxsystems.net
http://yurtsofamerica.com
www.hialeahmeter.com
www.hireaworkamper.com
www.phelpshoneywagon.com
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splash pad, a poolside bar & grille, play-
grounds and a lake and marina for fishing
and boating.

Like most southern Florida RV resorts,
Sun-N-Fun has been a “snowbird-driven”
campground for most of its 54 years, ac-
cording to Deputy, with RVers coming from
the Great Lakes states and Canada starting
in October and staying through March. 

And like other resorts, they were pretty
empty during the summer once the snow-
birds went home. But Deputy looked
around one day during “a period where we
weren’t doing anything,” and said, “Hey,
guys, we’ve got great facilities — we might

as well use them. There’s people out there
just dying to have a day of recreation.”
That’s when the resort expanded its amenity
list and program of activities and starting
marketing heavily to families and locals. 

Looking at that expansive list, one might
think that Sun-N-Fun exploded its offerings
to be all things to all people, but Deputy
said they simply identified the two audi-
ences they wanted to serve and then went
after them in a “mega” way by selecting
each addition to the grounds or schedule as
a deliberate draw for one or the other — or

CAMPGROUNDPROFILE

both. 
“There’s something like 20,000 RVs reg-

istered in the state of Florida, and they’re
not all Prevosts,” he said. “These are fami-
lies and they’ve got travel trailers and RVs
of all different sizes. There are a lot of RVs
out there; people just don’t realize it.”

But Deputy did, and that’s why Sun-N-
Fun started putting on events like “dive-in”
movies and live concerts by the pool, cre-
ated a kids’ summer day camp and installed
the 3½-story Hippo Slide, all in an “if you
build it, they will come” fashion. And boy,
did they come. 

“We’ve gone from basically zero income

[in the summer months] to a million-and-
a-half dollars of business,” he reported. 

Focus on Marketing, Social Media
That drastic of a change didn’t come

about without a significant redirection of
marketing emphasis to entice that new au-
dience, which not only recreates differently
but communicates differently too. Deputy
said Sun-N-Fun’s website underwent a huge
remodel in 2010 with the help of a local
agency, which “advises us very well on how
to go after different markets. …We’ve won

When Sun-N-Fun RV Resort in Sarasota,
Fla., was crowned 2013 Mega Park of the
Year by the National Association of RV
Parks & Campgrounds (ARVC) at the as-
sociation’s annual convention last Novem-
ber, they likely had to perform some
creative space management on their awards
shelf at home to make room for it. Sun-N-
Fun has won that title three times — along
with accolades such as Best Family Recre-
ation Place in Sarasota from Family Living
Magazine, the ARVC Plan It Green Award,
the Sarasota Chamber of Commerce’s In-
vesting in the Future Award and more rat-
ings and recognitions as long as your RV
sewer hose.

That doesn’t stop General Manager Tim
Deputy from savoring this award any less.
He’s been at Sun-N-Fun for 13 years (after
a career in the restaurant industry) and has
found the change of pace to be exhilarating.
“It’s always exciting here,” he said. “There’s
never two days that are the same.” 

That’s not surprising, given that the term
“mega park” most certainly applies here.
Sun-N-Fun RV Resort, which was acquired
by Carefree Communities in early 2013, is
a 177-acre property with about 1,500 sites
collectively for RVers and park model RV
vacation homes to rent or own — and the
sites are just the tip of this colossal iceberg.
There are venues for sports such as tennis,
basketball, volleyball, lawn bowling, Bocce
ball, horseshoes and shuffleboard, two dog-
gie “bark parks,” studios for crafts and arti-
san hobbies such as stained-glass making,
painting and woodworking and even spe-
cial event areas and programs that allow the
park to host RV rallies, weddings, birthday
parties and corporate retreats.

Then, too, there are health and wellness
structures such as the fitness center with its
exercise rooms, yoga studio, sauna, steam
room and Neuro Gym; a day spa and pet
grooming salon for pampering; and recre-
ational areas that include pools, hot tubs,

The clubhouse gives a hint of why Sun-N-Fun was ARVC’s 2013 ‘Mega Park of the Year’ 

Sun-N-Fun RV Resort Celebrates Another ‘Mega Park of the Year’ Win
(ARVC’s) Website of the Year twice with
them.”

The new site sported a fresh design, in-
cluding a mobile version for those viewing
the site on tablets and other hand-held de-
vices and more toolbars and links for better
navigation and user-friendliness. For the
administrators, analytics tools were en-
hanced to give Sun-N-Fun more data on
how the website was being viewed and
used. Now, they could track not just who
was looking, but when they were looking
and whether the visit culminated in a reser-
vation or not — plus the all-important
analysis of click-throughs from the park’s
online ads to monitor whether money spent
on those ads was resulting in enough busi-
ness to make it worth the investment. 

But one of the biggest hot-button addi-
tions to the site was the integration of social
media, according to their Park of the Year
application. The new design incorporated
links to its Facebook page as well as blog
feeds — Sun-N-Fun now has a winter RVer
blogger who interviews guests about their
lives and what brought them to RVing and
Sun-N-Fun — Google+ and Twitter, open-
ing up a wide new pipeline for personnel to
interact with guests and potential guests. 

“Social media is used by us and our
guests as a two-way vehicle for fast and per-
sonal communication,” reads the applica-
tion. “Facebook is used to communicate
the happenings around the resort and then
post photos of that event the following day.
We also use it to communicate the summer
camp schedule, the activity schedule, de-
tailed schedules of our themed weekends,
monthly calendars and the wellness center
offerings.” 

That means the site and social applica-
tions help tie together and enhance the ex-
periences of anyone using the property in
any capacity, from long-term residents to
weekend campers to day-pass holders — a
critical function for a campground that
swaps majority demographics every few
days during the summer. During the week,
about 60% are day-pass holders or kids par-
ticipating in the day camp, while it’s
campers staying on site who rule on the
weekends, making up 80% of the park’s
population. 

This continual flux of guests’ origins and
purpose makes perfect sense to Deputy,
who understands vacation and recreation
time are limited and wants to make his park
available in whatever capacity someone can
use. “A lot of our summer business is local
regulars that come from maybe three or
four miles away. I know the term ‘stayca-
tion’ has been around for years, but realis-
tically, your body doesn’t know if you
traveled three hours or 30 minutes to get
where you spend your weekend. Time is
valuable at the end of the day. It’s key,” he
said. “So marketing locally has worked re-
ally well for us. That business is just going
crazy. On a holiday weekend, like the 4th
of July, we’ll check in over 400 units.”

At the same time, Deputy isn’t going on
auto-pilot with his snowbirds. Most ameni-
ties that were added for family appeal actu-
ally do double duty, he said, because the
snowbirds “want recreational activities for
their grandkids when they come to visit.” 

The park overlaps its recent push into
online and social media marketing and cus-
tomer communication with its snowbirds
by offering Facebook classes, which have

Lawn bowling is only one of the many recreational pursuits Sun-N-Fun offers guests

Though snowbirds are a large part of their guest list, families make up a major part of Sarasota, Fla.-based Sun-N-Fun’s key audience

A popular destination for Snowbirds, the award-winning Florida park expanded its amenity
list and program of activities to fill spaces during summer months. A focus on social media
and marketing heavily to families and locals also helps the Carefree park's bottom line.

Campground Overview
Name: Sun-N-Fun RV Resort
Address: 7125 Fruitville Road,
Sarasota FL  34240-9729
Number of sites: 1,500
Physical description: 177 acres
with large amounts of recreation
areas, spas, skills areas, a lake and
marina
Season: All year
Rates: $36-$64 for standard sites,
$38-$$69 for premium sites, $40-
$75 for deluxe sites, $44-$80 for
pull-through sites
Website: www.sunnfunfl.com
Contact information: (800)843-2421
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ing people that have been in the business
25 or 30 years, so you’re looking at 5,000
years of experience showing up at the con-
vention. If you can’t pick up some really
good business practices, and how to avoid
some mistakes — well, that in itself is
worth it to us, but we use all the benefits
we can,” he explained. He also said mem-
bers should more fully take advantage of
things like the music licensing program that
saves Sun-N-Fun “thousands of dollars”
every year. “The effort you put in is what
you get out of it.”

Meanwhile, Deputy likened the award-
application process to hiring a consulting
company to analyze one’s business proce-
dures. “When we looked at the application
we started analyzing each of the sections. It
really highlighted what we were good at,
and it showed us some things we were
doing but could be doing better. We as a
team actually benefited just from putting
the application in. … It forced us to rethink
everything, and we all need that,” he said.

“That’s what I think a lot of people miss
out on. They think, ‘Wow, that application
is a lot of work.’ But if you treat it as an
analysis, how much would you pay?” he
asked. “Yeah, it’s a lot of work, but the value
of it is phenomenal, even if you never win
the award. At least you were working on
things that improved your business.”

The other piece of advice is even simpler.
“Basically I would say you have to talk to
your guests. You have to ask them what
they value, because we can’t assume that we
do know. And if you make your guests
happy, you’ll be successful,” said Deputy.
“Obviously our objective is to build the
business, but our purpose is to make our
customers happy. That’s the name of the
game.” —Barb Riley WCM

been wildly successful. “The response was
so huge, we had to double the number of
classes to accommodate the interest,”
Deputy said. These classes teach guests how
to utilize Facebook for keeping in touch
with their families and friends, while per-
forming the clever act of hooking all those
attendees up to the Sun-N-Fun information
machine through a “teaching moment.”

“As part of this class, we show our guests
how to ‘Like’ a page by liking the Sun-N-
Fun RV Resort, Carefree RV Resorts and Go
Camping America.” Considering the resort
offered a Facebook class to the April 2013
National African American RVers’ Assoca-
tion (NAARVA) rally’s 500-plus attendees,
that simple practice can create a significant
spike in the number of campers who con-
tinually receive resort news and informa-
tion throughout any season.

Initiates New Programs for Snowbirders
Beyond those dual-application offerings,

the lion’s share of what Sun-N-Fun has for
the snowbird demographic was not selected
just for a general warmth-seeking RVer
clientele, but tailor-made for that genera-
tion and group’s specific personality and ex-
pectations. 

“Baby Boomers have a different concept
of how they’ll live retirement out. They
spend money on themselves. They want to
look good and feel good. So about seven
years ago we converted an old bath house
and created a beautiful little day spa,” he
said, which started out with services such
as massages, laser treatment, teeth whiten-
ing and manicures. “These folks want to
take care of themselves too, and that’s why
we built the indoor pool and wellness cen-
ter in 2011.” 

Additionally, Sun-N-Fun offers opportu-
nities to promote snowbirds’ social and
mental stimulation. Residents can lead
classes and activities based on their own
passions, he said, with about 350 volun-
teers typically leading 150 different activi-
ties a week. That lends itself further to
residents’ well-being — “We know how
healthy it is to volunteer,” said Deputy —
as well as the Robert Seaton Neuro Center
that just opened in January of 2013, where
residents find “brain-training programs to
help people age well while remaining alert,
sharp and independent,” according to park
documentation. 

It’s a lot to take in, and other park own-
ers who may strive to attain that level of ac-
tivity and success may not know where to
start, but Deputy has some basic advice for
them: First, take full advantage of your
ARVC membership by attending conven-
tions and applying for your size Park of the
Year award. 

“Going to the conventions, you’re find-

www.dogipot.com
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Campground Brokers, we
have a 30-year proven track 

record of selling parks!
• We know the campground industry.
• We help educate buyers to this industry.
• We meet the buyer to remove contingencies.
• We personally attend every closing.
• We are available to help – before, during, and even years
after the sale!

• We promise to always tell you the truth…even if it hurts!

We would like the opportunity to help you in the same way; contact
us at 800-648-1624 or email to: info@campgroundbrokers.com

PARK BROKERAGE INC.

John Grant/Park Brokerage Inc. 
11580 Petenwell Road, San Diego, CA 92131

john.grant@earthlink.net
800-987-3363 • Fax 858-530-2368

www.parkbrokerage.com

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

“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

For Sale
Tyler Creek Campground
West Michigan: Located Between Grand

Rapids and Lansing. 30 acres on 
designated trout stream. 2 chalets, 
3 full hookup, 156 water and electric,
37 primitive. Pool, camp store, laundry,
playground, pavilion, dump station, 

adjacent to golf course. 2013 Seasonal
operating revenue of $245,000

Listed for $475,000
Contact: 313-920-5949

Looking to buy RV 

and/or mobile home

parks nationwide? 

Call Clark at 

850-980-2323 or email

fastandfair@gmail.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!

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

* * * * *

Starting Time, a golf products and train-
ing-aids company headquartered in Ocean-
side, Calif., offers a wide range of golfing
products. The My Mini Golf set that’s distrib-
uted by Starting Time is used in a variety of
markets, including campers who want to
bring their own mini-golf set along with
them. According to the company, My Mini
Golf is very popular among campers because
it is a high-quality, durable product that can
be played outdoors on any smooth surface,
ranging from pavement to grass to dirt.

My Mini Golf was manufactured in Ger-
many and the product is durable, light-
weight and portable. Since the game can be
played on any smooth surface, just open the
game up and users will find a fun, interactive
training aid to help improve the skills of
both veteran golfers and those new to the
sport.

Whether the user is getting in some prac-
tice for the next golf tournament, or a child
engaging in some friendly competition on
the living room carpet, My Mini Golf appeals
to any age group and can be used in a variety
of settings. The game is the first and only
portable indoor/outdoor golf putting kit for
golfers and non-golfers designed to develop,
improve or maintain their golf putting skills
while having enjoyment and a unique chal-
lenge.

For more information, contact Starting
Time at 606 Cassidy St., Suite C, Oceanside,
CA 92054, or (800) 851.5442 or (760) 729-
6100 or�sales@startingtimegolf.com. 

* * * * *
At most any campground, guests of all

sizes and ages can be seen riding bicycles
for either transportation or recreation, or
both. However, a more unusual sight may
be tricycles — and not just for the tykes. 

Trailmate, based in Braedonton, Fla.,
has been bringing tricycles to camp-
grounds — as well as industrial, military
and special-needs sectors — for more than
30 years. The company makes 12 specialty
tricycle models that are sold through Trail-
mate’s network of more than 700 retail
dealers across the United States and
Canada, but the line most popular among

outdoor recreation customers is its Fun
Cycle series.  

“Most people refer to these as ‘banana
bikes,’” said Wendy Shim, Trailmate repre-
sentative. The Fun Cycle set comes in
three models: the original adult-size Fun
Cycle, the slightly smaller Banana Peel for
adolescents and teens and the Mini Peel for
kids. All three models of the sporty recum-
bent trike provide “an exhilarating full-
body workout,” according to product
literature. Also popular among camp-
grounds, Shim reported, is the chopper-
style Lowrider trike, with sizes for adults
or children.  

Industrial trikes from Trailmate sport
items like large diamond-plate cargo boxes
on more rugged frames and are used at
campgrounds for things like ice cream so-
cials, coffee vending, firewood delivery and
maintenance crews. “These trikes can re-
place expensive golf carts, and there are e-
kits available to motorize the trikes if
needed,” she explained.

For 2014, Trailmate plans to expand its
special-needs offerings. “We’ll be develop-
ing and enhancing products for sports and
recreation facilities that cater to children
and adults with cognitive and physical
challenges,” said Shim. “A lot of these
types of families only encounter our prod-
ucts through campgrounds by chance.
They are delighted when they discover
their kid or young adult with balance is-
sues is able to ride the Lowrider, or a dis-
abled child with no arms is able to ride a
Banana Peel. It’s something to enjoy with
other kids that does not make them feel left
out. And the trikes have a more ‘cool’ effect
than most trikes made for that market.”

For more information contact Trailmate
at (800) 777-1034 or via the form at
www.trailmate.com. 

* * * * *

Among the influx of Europe-based com-
panies exhibiting last month at the 51st An-
nual Recreation Vehicle Industry Association
(RVIA) National RV Trade Show in
Louisville, Ky., was Crespo, a company from
Valencia, Spain, that makes high-resistance,
lightweight aluminum camping and beach
furniture. While Crespo is well-established
overseas after 50 years in the recreation in-
dustry there, this is its first foray into the
American market.

One of its most popular pieces is the AL-
237 armchair, which won a German cara-
vanning magazine’s prize for Best Camping
Chair in May 2013 among 14 candidates.
This chair supports more than 300 pounds
while weighing about 10 pounds. Of partic-
ular interest to RVers with limited space, it
folds up into an extremely compact width
— slightly more than two inches.

New from Dometic, supplier to the RV
aftermarket and OEM industry, is the series
of eco-friendly cleaning and sanitation
products called D-Line, adopting a tough
football defensive line’s nickname for its
being an RVer’s “first defense” against dirt
and odors. 

While there’s already an abundance of
sanitation and cleaning products, “green”
products, and those that claim to be both,
Dometic representatives say the D-Line is
different because it brings the best of both
worlds to the table.

“We’ve found that people automatically
assume green products are going to be less
effective than regular ones, but campers ac-
cept that because they want to take good
care of the outdoors,” explained Mark Mi-
natel, Dometic’s vice president of aftermar-

kets. “We don’t think they should have to
sacrifice one for the other — especially
since RVers play hard and need products
that really work — so we crafted the D-Line
to be industrial-strength without the harsh
chemicals.” 

Minatel said the D-Line is not only safe
to use around children and pets, but it’s also
friendly to any campground septic system,
a boon for park owners. Dometic recently
entered into a distribution arrangement
with Kampgrounds Of America (KOA), as
announced at the campground network’s
last annual show in November, and is work-
ing on establishing other campground and
outdoor recreation distribution channels.
He said the packaging and presentation of
the products were created with salability in
mind.

“Our revamped packaging brings bright,
bold colors to distributors’ shelves to gen-
erate higher customer interest, and the
multi-lingual labels clearly state features
and benefits so customers can easily make
informed choices,” said Minatel. “Dometic’s
goal is to ensure both distributors and
campers a winning environment in every as-
pect of the RV lifestyle.”

For more information, contact Dometic
Corp.’s Aftermarket Division at 9100 Shel-
byville Rd., Louisville, KY  40222 or (502)
873-3503 or www.DometicUSA.com/RV.

Products for RV Sanitation, Park Recreation Hit Market

Dometic’s new “D-Line” family of RV sanita-
tion products

Starting Time’s My Mini Golf packages are
popular with duffers of all ages

TrailMate offers specialty tricycles in a
dozen different models — including the
chopper-style Lowrider

European supplier Crespo displayed its pop-
ular lines of camping chairs and tables at the
recent RVIA Louisville Show

VendorScapes – continued on page 32
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CALENDAR OF EVENTS

JANUARY

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

20-22: 50th Northeast Conference
on Camping & Trade Show
Sturbridge Host Hotel & Conference
Center, Sturbridge, Mass.
Contact: Cyndy@campnca.com or 
(860) 684-6389

24-26: ARVC-Michigan 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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Similarly, Crespo’s AL-352 lightweight alu-
minum camping table was declared the Best
Camping Table on the market by a Dutch
recreation magazine. Testing for this title in-
cluded dropping an iron ball onto the table-
top for impact resistance and placing a hot
saucepan on the surface to evaluate heat re-
sistance. The AL-352 table also received high
scores for easy folding and assembly, easy
height adjustability, ability to support reason-
able amounts of weight, comfort and stability
during use and being easily collapsible. 

Crespo representatives said that given its
history and capability, the company is ready

to be a player in the American outdoor fur-
niture forum. 

“We would like to enter the American
market because we have a lot of experience
manufacturing this kind of furniture and we
believe our products can satisfy American
customers,” said sales member Eva Gascó.
“We know there are lots of chairs on the
market — it happens the same here in Eu-
rope — but our products stand out for their
quality, resistance, good finish and of course
our excellent service.”

The full Crespo catalog of camping fur-
niture and accessories is available by visiting
www.crespo.es/en or inquiring at crespo@
indual.com. WCM

VendorScapes —from page 30

Manufacturers of Quality Recreation FUNniture

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

2061 Sulphur Springs Rd

Morristown, TN 37813

logo. “This results in a number of folks
walking around the show with our shirts
or hats on and prompts potential guests to
seek out our booth and learn more about
our park,” added Quigley. 

Bringing the RV show to him, Moore
recently worked with three local RV deal-
ers to bring an RV show to the park. The
participating dealers sponsored the event,
displaying 12 new RVs and hosting more
than 2,000 people at the show. Not only
were the vendors and attendees happy but
Moore’s park made a nice chunk of ancil-
lary income on the sponsorship deals. “In
exchange for sponsoring the event we re-
named a few streets for the participants.
Above select current street signs we’ve at-
tached new signs with the dealership’s
name and logo and will display these
street signs for the one-year term of the
sponsorship agreement,” explained
Moore. Sponsors are also promoted on a
welcome board seen by all that enter the
park as well as on the Vineyards website
and e-newsletter.

However you approach it, keep in mind
that marketing a campground/RV park is
an ever-evolving endeavor. A big payout
can accompany bold moves. Moore en-
courages people to be both creative and
grounded urging trial and error, suggesting
it’s a good idea be first to the party, but
don’t “lose touch with what brought you to
the dance.” —Evanne Schmarder WCM

Smart Marketing —from page 6
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