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OK, it’s a typical work day — 5:30 a.m. — and I’ve got my feet
up on the coffee table while reading The Wall Street Journal, watching
CNN and mulling over droll topics like the debt ceiling and Oba-
macare with a cup of coffee in hand and a cat napping on my lap.

Then, from out of nowhere — and this actually happened — I
hear this settling, rather non-intrusive male voice. “Away… is as
much about getting there as it is being there,” the voice says as I
drop my newspaper to see a panorama of still waters, people fly fish-
ing and a family watching tree-lined scenery pass by their moving
coach. “Away is where the days are packed with wonder and the
evenings are filled with familiar comforts. Find your Away. For a dealer
of the RV that’s right for you, visit Gorving.com.”

Watching this storybook family gathered in the closing scene around a crackling fire in a camp-
ground setting in front of two RVs, it hit me for the first time like a rock that the pan-industry Go
RVing Coalition’s marketing campaign — some 17 years after it was launched by some farsighted
recreational vehicle industry people — is, indeed, a well-crafted means of getting inside of peoples’
heads in the nicest of ways and reminding even workaholics like me that there might be something
more enjoyable and gratifying to do sometimes beyond our workaday lives.

In other words, in my view — and I’m not a guy who’s ordinarily susceptible to these kinds of
PR spots — the Go RVing Coalition’s “all-industry” marketing campaign may be as potent as ever
in presenting the industry’s case for outdoor recreation to the American public in both public and
private parks and otherwise. And those in the RV park and campground arena who dropped their
support for the “all-industry” campaign not all that long ago may want to take another look at the
campaign, jointly owned by the Recreation Vehicle Industry Association (RVIA) and Recreation
Vehicle Dealers Association (RVDA), because it’s still going strong.

In fact, the Go RVing’s 2014 agenda, fueled by a $13 million media budget funded by RVIA seal
fee assessments from a resurgent RV industry, will tie into a wide range of high-profile events, from
Live Nation’s Jamboree in the Hillsmusic festival to tailgating initiatives with ESPN and Sports
Illustrated, from JumboTron spots at the Indianapolis 500 to direct-response advertising on most
any TV network you can think of — including CNN, the Cooking Channel, HGTV, NBC Sports,
TNT, the Travel Channel and the Weather Channel.

And it sure would be nice to see if RVIA, RVDA and the campground sphere — whether it’s
through the National Association of RV Parks & Campgrounds or otherwise — could again
find a way to work together even in a moderate way, kumbaya-style, on behalf of this proven
media outreach. WCM

The Go RVing Campaign: More Potent Than Ever

mailto:sales@tengointernet.com
www.tengointernet.com
http://dri-dek.com
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The Northeast Campground Associa-
tion’s (NCA) golden anniversary confer-
ence celebration was a success in
Sturbridge, Mass., March 20-22.

There were 81 vendors packing the ex-
hibit hall and the parking lot at the Stur-
bridge Host Hotel & Conference Center for
the 50th Northeast Conference on
Camping & Trade Show, and the aisles
between the vendors were packed

“If somebody comes to a northeast con-
ference, they’ll come back,” NCA Executive

Director Cyndy Zbierski told Woodall’s
Campground Management, explaining the
enduring popularity of the show.

Pat Benn and his son, Matt, came up
from their family’s Sea Pirate Campground
in New Jersey. Pat, a second-generation
member of the campground-owning family,
said he’s very happy with the turnout. “I
love coming up here. It’s probably one of
the best trade shows I know. Over the years,
I’ve gotten so many great ideas here, like

NCA’s 50th Conference a Big Hit
Among Park Operators, Vendors

2014 WACO Convention Draws 99 Campgrounds,
Offers Top Seminars, Several High-Profile Guests

was filled to capacity with a “record num-
ber” of vendors. “We had 196 booths,
counting the table spaces and the outside
venues. We reworked the space to net us
an additional five spaces, which we
promptly filled,” Severson related. “The
lineup of exhibitors was one of the best we
have had in a long time, and 90% of the ex-
hibitors indicated they would like to come
back next year.”
With a “CSI: Wisconsin” (Customer

Service Investigation) theme, the conven-
tion’s education and business activities in-
cluded more than 50 seminars, food
management certification, WACO’s annual
meeting and visits from Sarah Klavas of

KOA Releases 2014 
Campground Directory

A million copies of the new 2014 edi-
tion of the industry-leading Kampgrounds
of America (KOA) Directory have rolled off
the presses and are now available to
campers throughout North America.

Each of the 486 KOA campground list-
ings is rep-
r e s e n t e d
with larger
l i s t i n g s .
Also new
this year,
the tradi-
tional state-
grid listing
of camp-
ground fea-
tures and
amenities
has been
rep l a c ed
by colorful

icons that will give campers instant infor-
mation on a campground’s offerings. And
as always, the directory contains detailed
state and provincial maps as well as “last-
mile” locator maps, that make the directory
a true North American road atlas.

The 2014 directory is also the first con-
sumer marketing piece that speaks to
KOA’s three new brand positions: KOA
Journey, KOA Holiday and KOA Resort.
More than 110 KOA owners have already
adopted one of the new brands for their
campgrounds.

Copies of the new directory have al-
ready been shipped directly to the homes
of hundreds of thousands of members of
the KOA Value Kard Rewards Program. 
Directories are also available free of charge
at all open KOA Campgrounds in North
America. Campers can also view or down-
load the digital directory at http://koa.uber-
flip.com/i/268207. WCM

Wisconsin’s Dept. of Tourism and Lt. Gov.
Rebecca Kleefisch, while for-fun elements
included Kids Kamp, casino night, Storage
Wars auctions, a golf-cart giveaway and
celebrity guests such as “Cheers” televi-
sion star George Wendt and Green Bay
Packers players Gilbert Brown and
William Henderson. 
Severson said the heavy play-to-work

ratio is purposely orchestrated and a lead-
ing reason the WACO convention is the
largest of its kind, drawing regular atten-
dees from several other states. 
“That’s one of the biggest comments

that we’ve gotten, truly. This is where peo-
ple come to get energized for the season,”
she stated. “It’s fun, and that is truly what
our industry is about.” WCM

The 2014 Wisconsin Campground Own-
ers Association (WACO) convention March
12-16 in Stevens Point, Wisc., was a “grand
show with a ton of participation,” accord-
ing to Executive Director Lori Severson. 
The show was larger all around this year

with 262 attendees from 99 campgrounds,
many staying longer than usual for a con-
vention that’s also longer than most state
association gatherings. “We had many
people that came for one and two days, but
then we had a pretty good number that did
the whole entire convention for all five days
so that was encouraging,” she commented.
The hotel rooms blocked for convention-

goers were all booked and exhibitor space

NCA Conference – continued on page 27

Record-breaking exhibitor space featured 196 displays, 
while Wisconsin Lt. Gov. Rebecca Kleefisch, Cheers TV
star George Wendt also were on hand to meet attendees

The Northeast Campground Association also raised more
than $22,000 during its auction, nearly double 2013’s total

Wisc. Lt. Gov. Rebecca Kleefisch

WACO leaders join conference speakers and attendees during the association’s March 12-16 meeting.

Despite less-than-favorable weather con-
ditions at the outset — something most of us
have come to expect over the past few
months — the Family Motor Coach Associa-
tion’s (FMCA) 89th Family Reunion & Mo-
torhome Showcase enjoyed a good run and
an upswing in attendance March 17-20 at the
sprawling Georgia National Fairgrounds &
Agricenter in Perry.
The FMCA gathering, the Cincinnati-based

FMCA’s Georgia Reunion Draws
2,554 Coach Owners to Perry Event

motorhome owners group’s
eighth at the popular mid-
Georgia venue since 1996,
drew 2,554 “family coaches”
and a total of about 6,000
members to Perry and to RV
parks and campgrounds
throughout the region as
members — plus a few thou-
sand day-visitors — con-
verged for a slate of activities
as well as indoor and outdoor
commercial displays.
“Everybody truly seemed

unaffected (by the weather),”
FMCA Executive Director
Jerry Yeatts told Woodall’s
Campground Management.
“We saw a lot of participation
in our seminars and tours and
we had a full house for our

entertainment. The weather didn’t keep any-
body down and we had a great time.”
“I think the growth of the event mirrors

what’s happening across the board in the in-
dustry,” added Robbin Gould, editor of 
Family Motor Coachingmagazine, whose as-
sociation is the only independent organiza-
tion hosting national consumer rallies this
year. “As the industry rebounds, so does par-
ticipation at our annual reunions.” WCM

The only independent organization holding national consumer
rallies this year, FMCA hosted more than 2,500 “family coaches”
at its 89th Family Reunion & Motorhome Showcase.

The dinner crowd waits for the Northeast Campground Association’s auction to start March 21.
By the end of the night, the crowd raised more than $22,000 for the association.
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Cruise Inn has generated a lot of buzz in
the outdoor hospitality industry since its
launch in November as an alternative for the
independent RV Park owner. In particular, the
brand’s unique membership model has really
resonated with the Colorado Campground &
Lodging Owners’ Association (CCLOA), as
the majority of its board of directors has now
joined Cruise Inn, according to an announce-
ment from Cruise Inn.
Recently agreeing to convert their RV

Parks to Cruise Inn are:
• CCLOA President Rick Stauter (Cutty’s

Hayden Creek Resort in Coaldale, Colo.).
• CCLOA Vice President Mari & Tom 

Garland (Junction West RV Park in Grand
Junction, Colo.).

• CCLOA Regional Directors Stan & 
Pat Stehwien (Gunnison Lakeside Resort in
Gunnison, Colo.).

• CCLOA Regional Directors Lars &
Tamara Karlsson (Chalk Creek Campground

& RV Park in Nathrop, Colo.).
The parks will start operating as Cruise Inn

parks as early as April 1. In addition, CCLOA
Vice President and Cruise Inn board member
Ian Steyn is currently finalizing plans to build
a Cruise Inn RV Park this year.
“We’re very excited about the direction

Cruise Inn is taking in the industry, as evi-
denced by the buy-in of our board members,”
said CCLOA Executive Director Josh Keltner.
“Cruise Inn’s founders have come up with an
innovative concept for the RV community,
and we’re thrilled to be involved.”
Launched in late 2013 by a group of expe-

rienced hospitality professionals as an out-
door hospitality brand for independent RV
park owners, Cruise Inn provides member-
ship opportunities to park and campground
owners and developers. Cruise Inn aims to
help its members increase their ROI through
guest satisfaction, revenue/yield manage-
ment, loyalty programs, multiple booking
channels and effective sales.
“It is great to have this validation from

such a reputable organization as the Col-
orado Campground & Lodging Owners’ As-
sociation,” said Scott Anderson, president
and CEO of Cruise Inn. “We’re confident our
members will enjoy the increased resources,
reservation channels and park exposure,
which equals increased revenue, profitability
and property value.” 
For more information about becoming a

Cruise Inn member, visit cruiseinns.com or
call 888-222-4191. WCM

Colorado Association Leaders Have 
Strong Buy-In On Cruise Inn Network

CalARVC Teams Up With
RVIA On Pomona RV Show

RVC Outdoor Destinations
Debuts New Website
RVC Outdoor Destinations, a

leading provider of high-quality out-
door resort properties in the United
States, has unveiled its new interactive
and industry website, www.rvc
outdoors.com

According to RVC, the site is re-
sponsive and has been designed for all
mobile devices. It provides easy navi-
gation and a superior user experience
that allows visitors to get a feel for
RVC’s Outdoor Destinations and RV
Resorts. In addition to its attractive
design, the site is built on HTML 5 in-
frastructure, optimized for user
searches, and easy to navigate. While
touring the site, guests can learn more
about RVC and its team, tour proper-
ties, make reservations, read various
traveler reviews, and see RVC’s recent
articles.

“Our guests have been telling us
that they love our resorts but that 
we could do a better job presenting
both our properties and the RVC
movement on our website — so we re-
sponded and have completely rebuilt
it. We’ve utilized the best web 
design resources available to provide 
a richer site with better graphics, 
better pictures, clearer messaging, and
a superior overall web experience,”
said Andy Cates, CEO and general
partner of RVC Outdoor Destinations.
“RVC is redefining the camping expe-
rience, and that includes providing 
a world-class web experience that 
appropriately reflects what we are
doing.” WCM

many locations, which can offer an alterna-
tive to the traditional camping vacation.

It is a fully insulated building with a 
12-volt DC off-grid solar ventilation fan to
reduce the requirement of interior mainte-
nance through unoccupied periods. Dun-
ster House also offers optional extras to
furnish the pods with timber-built furniture
and a decking system to provide an outdoor
seating area.

To suit the requirements of rural set-
tings, the company also offers optional 12-
volt DC solar lighting, a variety of unique
cooking stoves and waterless eco-compost-
ing toilets for off-grid accommodation.

For more information regarding the
company’s trade opportunities for 
their ‘Rasa Camping Pods’ visit www.
dunsterhouse.com or contact export@
dunsterhouse.co.uk. WCM

Company Wants To Bring ‘Camping 
Pods’ To North American Market

A British company wants to introduce its
camping accommodation option to the
North American campground market.

UK timber cabin manufacturer Dunster
House Ltd. is looking to bring their new
version of ‘Camping Pods’ to the U.S., 
according to the company. The company is
looking to develop trade partnerships with
camping businesses or dealers who could
bring these new pods across the Atlantic.
Dunster House has successfully developed
trade partnerships with distributors across
Europe and in the Middle East and is seeing
growing international demand for their ex-
tensive range of garden and outdoor-
lifestyle products.

The company’s new 2.4m x 4.8m (7-
foot-10-inch by 15-foot-9-inch) ‘Rasa
Camping Pod’ has been designed to provide
an innovative form of accommodation for

Is tennis going by the wayside?
Probably not — but at RV parks and resorts

across the sun belt, empty nesters and retirees
are abandoning tennis in favor of pickleball, an
easy-to-learn, senior-friendly sport that requires
hitting the ball over a net in a small court that
doesn’t require nearly as much running around,
according to a press release from the Arizona
Association of RV Parks & Campgrounds 
(Arizona ARVC).

“Pickleball is amazingly popular,” said Vickie
Jepperson, manager of Pueblo El Mirage RV 
& Golf Resort in El Mirage, Ariz. “In all of my
years working in the RV resort business, I’ve
never seen a sport, other than golf, that is this
popular.”

So popular, in fact, that RV parks and resorts
in Arizona and across the sun belt are converting
some of their tennis courts into pickleball courts
and building new courts to accommodate the
rapidly increasing numbers of pickleball enthu-
siasts, said Jo Ann Mickelson, executive direc-
tor of Arizona ARVC, who owns JH RV Park
in Flagstaff.

“We put in our first two pickleball courts in
2011. Then we added two more in 2013 — and
this summer we’re putting in two more,” said
Cherie Suddarth, manager of the 754-site Gold
Canyon RV and Golf Resort in Gold Canyon, Ariz.

Demand for pickleball courts has become so
intense that RV parks and resorts that don’t have
pickleball are losing snowbird business to other
parks that do. Even parks that don’t have enough
pickleball courts are at risk.

Pueblo El Mirage RV & Golf Resort installed
its first two pickleball courts six years ago. But
so many snowbirds took an interest in pickleball
that lines started to develop — and the resort
ended up losing some of its snowbirds to other
parks that had more pickleball courts.

“We didn’t have enough pickleball courts, so
we lost people,” Jepperson said.

But not for long. the resort responded to 
demand by adding 16 more pickleball courts,
which were completed two years ago.

And the park’s facilities are so highly re-
garded that the 1,284-site resort played host to
the Grand Canyon State Games, the third-largest
pickleball tournament in the world, in February.

Jepperson said pickleball has become a big
business that draws players from all over the
country.

And RV parks and resorts that have the
largest and highest quality pickleball facilities
often wind up hosting pickleball tournaments
that bring in more guests.

Palm Creek Golf & RV Resort in Casa Grande
runs in-house and open tournaments that draw
hundreds of pickleball enthusiasts, said Wendell
Johnson, general manager of Palm Creek.

“We have had several people come in RVs
for the tournament and then come back to stay
with us during the following winter season. We
have also had many non-RVers come for the
tournament and later rent or buy a home. Our 24
pickleball courts have been a great marketing
tool for Palm Creek.” WCM

The Recreation Vehicle Industry
Association (RVIA) and the California
Association of RV Parks & Camp-
grounds (CalARVC) will put camp-
grounds front and center for the 62nd
Annual California RV Show.

This year’s show, produced by the
RVIA, happens Oct. 10-19 at the 
LA Fairplex in Pomona. RVIA and
CalARVC teamed up to promote 
California camping to more than 28,000
RVers at the show, according to the 
organizations.
Tom Gaither, show director, has 

redesigned the show layout. Show atten-
dees now enter and exit the show
through the “campground” entrance
featuring a park model, teepee, and
unique RVs. The campground drops the
attendees right into the RVIA “Camp
Store” exhibitor tent. The Camp-Califor-
nia Camping Exhibit area includes 14
premium booths in the front of the tent. 

CalARVC also has negotiated a 25%
booth discount for members who want
to promote their park at the show; a 10-
foot-by-10-foot booth is $500 for
CalARVC members if reserved by June
20, a savings of $175. Additionally, RVIA
has qualified volunteers who can run
your booth mid-week, saving camp-
grounds the need to staff the booths for
the entire time.

The oldest and largest RV show on
the West Coast, the California RV Show
also will have a complete Vintage Trailer
display, Building an RV display, RV 
Factory Showcase, Test Drive area, How-
To seminars, and world-class entertain-
ment spread over close to 1 million
square feet. WCM

Pickleball’s Booming Popularity Sparks a
Construction Boom at Sun Belt RV Resorts

Pickleball players in Roundrock, Texas
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KOA CEO Jim Rogers Returns For 
Annual RV Industry Power Breakfast

Manufacturers of Quality Recreation FUNniture

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

2061 Sulphur Springs Rd
Morristown, TN 37813

ness magazine and sponsored by Dicor,
Dometic Corp., Forest River Inc., Thor
Industries Inc., Jayco Inc., GE Capital,
Kampgrounds of America Inc. (KOA)
and Spartan Motors Inc.

The mission of this annual event, devel-
oped in an era when a revitalized and some-
what consolidated industry has circled its
wagons around Elkhart County in a big
way – with 85% of the nation’s wholesale
RV shipments now originating from 
the greater “Michiana” area – is much the
same as last year’s successful inaugural
event, reported RVB Publisher Sherman
Goldenberg, who also publishes Woodall's

Hundreds of people who make their liv-
ing in the recreational vehicle business will
again convene with the industry’s national
and regional leadership as well as area civic
leaders on the morning of May 8, for a for-
tifying breakfast and a thought-provoking
business agenda during the 2nd Annual RV
Industry Power Breakfast at the North-
ern Indiana Event Center and RV/MH
Hall of Fame in the RV-building hub of
Elkhart, Ind.

This year’s Power Breakfast, featuring 
a 7 a.m. buffet and a 7:15 a.m. program 
emceed by Dicor Corp. President Gregg
Fore, is facilitated by Elkhart-based RVBusi-

Campground Management.
RVBusiness teams with Elkhart-based 

BJ Thompson Associates in coordinating
the May breakfast, which also spotlights
representatives from the Recreation Vehi-
cle Dealers Association (RVDA), Recre-
ation Vehicle Industry Association
(RVIA), the Go RVing Coalition and KOA
as well as the Greater Elkhart Chamber 
of Commerce and, schedule permitting,
teleconference remarks from first-term U.S.
Sen. Joe Donnelly (D-Ind).

Among those stepping up to the Power
Breakfast podium will be RVIA Chairman
Doug Gaeddert, a general manager for
Elkhart-based Forest River, as well as
RVIA President Richard Coon and KOA
CEO Jim Rogers— all three of whom will
be available after the 7-10 a.m. breakfast
program for an off-the-record “RVIA
Breakout Session” covering any number of
topics that attendees might choose to
bring up.

Meanwhile, the breakfast program will
include two anchor segments, the first
being an updated look at the industry’s Go
RVing marketing program. 

Anchoring the program’s second half
will be a fast-paced panel discussion featur-
ing a roster of six influential manufacturers
and suppliers including Gaeddert: Thor In-
dustries President & CEO Bob Martin;
Jayco Inc. President & COO Derald Bon-
trager; Lippert Components Inc. CEO
Jason Lippert; Patrick Industries Inc.
President & CEO Todd Cleveland; and
Airxcel Inc. President & CEO Mel
Adams.

Tickets, are available ($30 for singles or
$225 for a table of 8) online or by visiting
the RV/MH Hall of Fame or RVB’s (2901 E.
Bristol St.) Elkhart office. WCM

The Recreation Vehicle Industry Associa-
tion’s (RVIA) Park Model RV Committee set 
priorities for 2014, the RVIA announced.

The top priority for the committee is the com-
pletion of the 2014/15 revision cycle of the ANSI
A119.5 standard. Significantly, the committee 
is proposing to change the very name of that
standard from “Standard for Recreation Park
Trailers” to “Standard for Park Model RVs and
Campground Units.” This change reflects the
evolution of these products into two distinct 
categories: Park models that are a type of RV on
the one hand, and other units that belong in
campgrounds — such as duplex and triplex
units built to ANSI A119.5 — on the other.

According to RVIA PMRV Committee Chair-
man John Soard of Fairmont Homes, “This

change, along with
dozens of technical
changes, will improve
the safety of park mod-
els and also catch the
A119.5 standard up with
the reality of what the
PMRV segment of the
RV industry is today in
terms of what our cus-

tomers and campgrounds expect and desire.”
These changes must now go through the ANSI
Canvass Committee and Consensus process,
which could take eight to 12 months.

The committee also agreed that more de-
tailed tracking of PMRV shipments was in order.
Starting with the January 2014 PMRV shipment
report, RVIA will report not just total PMRV 
shipments, but break those shipments down 
by shipments to retail consumers vs. shipments
to campgrounds for use as rental units.

According to RVIA Park Model RV Executive
Director Matt Wald, “Of the approximately 3,600
PMRVs shipped in 2013, our best estimate is that
about half went to retail and half went to camp-

grounds as rental units.
But the committee
thinks it’s important to
get hard numbers on
that question. RVIA will
track and report that
data.”

The committee also
discussed PMRV and
seasonal camping PR

and advertising efforts for 2014. In 2013, those ef-
forts were focused around a satellite media tour
and earned media. For 2014, the committee is
seeking to do direct-consumer outreach to not
just explain what PMRVs are, but promote the
seasonal camping lifestyle as an alternative to
second homes and vacations at hotel resorts.

The committee’s goal is to pursue this market
with media buys in the print and digital space as
well as a direct-to-consumer printed piece. The
committee also discussed efforts to make foreign
markets, including Japan, more viable for export
of PMRVS, how the National RV Trade Show
might be improved for PMRV OEMs, and how to
convince national lenders to add retail financing
of PMRVs to their loan portfolios. WCM

Park Model RV Priorities Set For 2014

John Soard

Matt Wald

KOA CEO Jim Rogers addresses the crowd
at last year’s RV Industry Power Breakfast.

www.rmsnorthamerica.com
mailto:stepdrymatting@gmail.com
www.stepdry.net
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Call today for a brochure:

1.800.944.0240
www.yurts.com

Cottage Grove, Oregon The Original Modern Yurt

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

marketing your business using images
is not a question of if, it’s a question of
doing it now and doing it right. Get
started or amp up your program using
these four ideas for marketing with 
images: 

Have a plan. Rather than willy-nilly
posting images on the Internet, think
about what you want to gain from your
efforts. Are you interested in building
brand awareness or promoting lodging?
Use Pinterest. Do you want to create a
movement based on a topic or hashtag?
Instagram might be the one for you.
Looking for a repository to store images
and use on your website or blog? Look
to Flickr.  

Make sharing easy. Take advantage of
Pinterest’s “pin-it” buttons on your
website images, build a compelling and
sharable portfolio of your business’ 
surroundings, facilities, local points of
interest using geotagging on Instagram,
give creative commons permission on
Flickr. 

Engage your audience. After all, this is
social media. Add to the conversation,
ask questions, do market research, 
be present. Pay attention to research
identifying what type, color, size, orien-
tation, etc., images get shared the most.
Use keywords and hashtags in your 
descriptions. Take advantage of every
tool the social platforms offer — from
blog advice to analytics — to become
more of a presence. 

Curate images for use on- and offline.
Create contests or simply ask your com-
munity — everyone everywhere you are
followed — to take specific themed pho-
tos and participate on a platform of your
choice. It might be a “pin-it” event on
Pinterest or a hashtag campaign on 
Instagram. Use these images on your
webpages, blog, across your social media
landscape, on a promotional t-shirt or
canvas bag, in brochures and other print
products, and as eye-candy at consumer
RV shows and events.  

If you’re already utilizing visual mar-
keting, make sure your plan is solid and
you know how to measure success. Mix
it up if need be. Make it fun and func-
tional. If visual marketing is new to you
take the time to do your research, choose
the best platform to reach your audience,
and get started. While the medium has
changed, the concept remains the same.
Even cavemen understood the incredible
power of images.

Stay abreast of the latest digital mar-
keting trends for the outdoor recreation
industry by subscribing to Evanne
Schmarder’s bi-weekly trend digest Dig-
ital Marketing for the Outdoor Recre-
ation Industry at www.roadabode.com.
Ask her about her digital marketing/so-
cial media diagnostics and tune-ups,
content strategy and marketing plans,
and more at evanne@roadabode.com or
702-460-9863. WCM

MODERN MARKETING

Ever since the days of the caveman,
a quick glance at an image conveys a
story, offers advice or invokes a feeling.
Fast-forward to our fast-paced lives and
it’s no wonder we subscribe to the old
adage, “a picture is worth a thousand
words.” That couldn’t be more seduc-
tive in today’s busy world, especially
with the rise of digital marketing and
online properties such as Pinterest, In-
stagram and Flickr. 

Many people want to share their ex-
periences and opinions with others — be
they family and friends, businesses or the
world at large. With the advent of the
ubiquitous smart phone, snapping pic-
tures or filming short video snippets has
become commonplace and uploading
them to a mind-boggling number of
available social networks is a snap, all
from anywhere one might be, at any time
one has an Internet connection.

With all of this information, wise
marketers have flocked to visual social
media platforms to encourage booking
at their properties. But which platform
is best for your business? A review of
user statistics shows that, like all social
media platforms, each network has a
specific user demographic. Your goal is
to identify the ones that align most
closely with your customers and guests
and build a presence, adding relevance
and value to that space. 

Let’s take a closer look at three of the
top image-sharing social networks out
there today and their users.

PINTEREST
Addictive, genuine, day-dreamy and

mind-expanding are a few terms Pinter-
est users use to describe their experi-
ence with the visual social network. A
majority of U.S. “pinners” are women,
mothers, educated and upper-income.
Repins account for a majority of pins —
the more colorful the better, the fewer
faces the better. 

Platform details: Images (including
photos, videos, gifs) found on Pinterest
are curated, or “pinned” to an account
holder’s “pinboards” from images found
across the Internet. Pinners can create a
number of themed boards and can col-
lect images that resonate with them via
repinning images from other boards,
pinning directly from websites, or 
uploading their own images. Pinners
also can include “price tags” to their 
images, which may be beneficial when
marketing sites, cabins, and other lodg-
ing options. 

• 21% of online adults use Pinterest.
• 33% of online women/8% of online

men use Pinterest.
• 48% of Pinterest users make

$50,000 or more per year.
• 27% of users are between 18 and 29

years of age/24%between 30 and 49
years of age.

• 23% use Pinterest daily/30%
weekly/45%less often.

INSTAGRAM
Instagram users are passionate about

sharing their lives and interacting with
brands. In their image descriptions, 83%
use hashtags and, no surprise, “selfies”
(self-taken portraits) are hot. Instagram
tells us that 70% of their users log in
daily and on average they spend 257
minutes a month on the social network. 

Platform details: Images (including
photos and video) are created and 

Evanne 
Schmarder

Visual Marketing for RV Campgrounds is a ‘Must’
uploaded by account holders and shared
with their networks via Instagram, Face-
book, Twitter, etc. The service provides
users with creative filters to enhance
their images. Instagram also promotes a
themed  “weekend hashtag project” as
well as a robust geotagging tool allowing
users to pinpoint image locations. 

• 17% of online adults use Instagram.
• 20% of online women/15% of online

men use Instagram.
• 31% of Instagram users make

$50,000 or more per year.
• 37% of users are between 18 and 29

years of age/18% between 30 and 49
years of age.

• 57% use Instagram daily/20%
weekly/22% less often.

FLICKR
While Flickr is a very large photo-

sharing network, reporting 87 million
users in 2013, it does not have the cache
or buzz of Pinterest and Instagram. It
does, however, allow users one terabyte
of storage and an ample community to
interact with. Flickr’s business guide-
lines specifically state “no selling” but
do allow businesses to upload and share
images that are beneficial to marketing
their businesses. This is especially help-
ful since uploaded images can be 
embedded into a website or blog. 

Interestingly, the 2013 Pew Internet
Research Report data used for the statis-
tics for Pinterest and Instagram noted
above did not include user demograph-
ics for Flickr.  

Four Ways to Make the Most 
Out of Visual Marketing

Whether you have a staff member
take photographs and/or video snippets,
curate images from across the Internet,
or crowd source your images through
contests and other interactive events,

www.yurts.com
www.minigolfinc.com
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Private Resort Company Buys Bran-
son, Mo. Publicly Open Campground

Ocean Canyon Properties, Inc. (OCP), a
privately owned membership camping 
resort company, acquired Compton Ridge
Campground, a campground and lodge
open to the public in Branson, Mo., Ocean
Canyon said in an announcement.
Just one mile from Silver Dollar City,

one of the largest theme parks in the
south-central U.S., Compton Ridge is a
public campground. Accommodations in-
clude 260 RV sites and a modern 30-room
motel. The campground also features 
a lodge for campers, two outdoor pools
and one indoor pool, a country store, and
campground-wide wireless internet 
access.
Branson’s popularity as a vacation des-

tination makes Compton Ridge a perfect
new location for Ocean Canyon to expand
its growing system of campground resorts,
according to the company.
Reopening for the season on April 1,

Compton Ridge is Ocean Canyon Proper-
ties’ first campground in Missouri and 
its first campground open to the public.
Compton Ridge is now one of eight camp-
ground resorts in Ocean Canyon’s camp-
ground resort system across the
southeastern U.S. WCM
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INSITES

David 
Gorin

provide the experiences that make own-
ing an RV and camping so special —
maybe Lemonis in an RV traveling in dif-
ferent parts of the country. No cameras,
no press, just him interacting with many
of the people who are the foundation of
the success of the Good Sam Club and
Camping World.  

Can the Private Sector Withstand 
the Growing Power of State Parks?
Anyone following the daily feeds from

WoodallsCM.com, RVBusiness.com or
RVDailyReport.com has to be struck by
the amount of news coming from vari-
ous state and county park systems
around the country. Most of this news
concerns new or expanded camp-
grounds in state and county parks, talks
about fees either being increased or de-
creased in these campgrounds or an-
nounces new cabin camping
opportunities, group activity options and
even RV storage and enhanced guest
services.

For many years, the commercial
campground industry has been quite
concerned about the expansion and
competition from public parks. The
competition comes in many forms —
lower camping fees, tax money used for
expansion, the addition of full-service
RV sites, the addition of cabins, the use
of volunteer workers and similar benefits
available to the public sector and un-
available to commercial park operators.

Since the recession of the last decade,
the tightening of public budgets and the
strong growth in the popularity of camp-
ing, state and local park systems seem to
have stepped up their campground 
operations as they see this as a source of
revenue to counter declining public tax
dollar support.

In addition, state and county legisla-
tors are apparently subject to great 
pressure from local constituents who see

parks and campgrounds in their back-
yards and supported by their tax dollars
as being very important services 
provided by government. 

There’s no doubt in my mind that
state and county parks are going to 
become a greater and greater force in
providing campgrounds for both locals
and visitors. The revenue is enticing and
the economic impact of these parks on
their local communities appears to be
quite significant.  Reports showing huge
returns on investments in public camp-
grounds are hard to ignore — and local
tourist and recreation interests see them
as a pot of gold.

The park industry needs to sharpen
its game and face up to this growing
challenge. Small local campgrounds
catering to families and local and 
regional markets need to work longer,
harder and smarter to hold on to their
market share in light of what I see as
stepped up public competition.

There are many dimensions to the re-
lationship between public and private
parks and while one dimension is com-
petition, the cooperative dimension of
the relationship can be beneficial to both
sectors. Perhaps putting aside the diffi-
cult areas of the relationship and focus-
ing on the areas where cooperation can
help both parties is one way to approach
the challenge. And perhaps the public
sector needs to be open to a more 
moderate pace of development and 
compromise rather than moving aggres-
sively into areas heretofore found only in
the private sector.  

I think this is something that will be
moving up the ladder of issues to be 
addressed in the coming years.

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. Contact him at:
david@davidgorinassociates.com. WCM

What Do You Think Of The Industry’s Public Persona?

The other morning, Camping World
CEO Marcus Lemonis joined me for my
morning cup of coffee. Not literally, but
with Matt Lauer of NBC’s “Today
Show.” There was Mr. Lemonis, chatting
with Matt and interviewing two small-
business owners — both looking for 
capital to help build their businesses.

The first was a couple with a new 
barbeque sauce they developed and are
marketing. The second was two men
selling “crispy chickpeas.”  

Long story short, Lemonis bought
into the barbeque sauce business for
$25,000 and to the chickpea business for
$100,000. He wrote both companies
checks on the spot.

As Lemonis’s profile rises in the busi-
ness and media worlds, and as he
spreads his wealth around via the CNBC
program “The Profit” and previously on
“Secret Millionaire” as well as on these
segments of the “Today Show,” the ques-
tion does come up: As Lemonis is a key
player in the camping industry, is this
good for RV park and campground busi-
ness? Other than being identified as the
CEO of Camping World and Good Sam,
is his rising image a positive factor, 
a negative factor or a neutral factor for
our industry?

When Kampgrounds of America
(KOA) CEO Jim Rogers appeared on
“Undercover Boss,” clearly the show
created a positive image of KOA and
camping. When Jim speaks at the RV 
Industry Power Breakfast hosted by
RVBusinessmagazine in Elkhart, Ind., at

the Recreation Vehicle Industry Asso-
ciation (RVIA) annual meeting or at a
National Association of RV Parks and
Campground (ARVC) annual meeting,
he’s out there speaking about the indus-
try, presenting new ideas, challenges and
views on how to make the industry 
better.  

You have two strong industry leaders,
Lemonis and Rogers, taking different ap-
proaches to becoming identifiable busi-
ness leaders coming from the RV park,
campground and RV industry.  

How are these men playing to our 
industry? What are they contributing to
the industry that has launched them as
media figures and raised their stature,
wealth and value to the companies they
lead?  

Although Marcus Lemonis is appar-
ently tied closely to NBC, I won’t be the
least surprised to see him show up one
of these days as one of the “sharks” on
ABC’s “Shark Tank.” Wouldn’t it be 
interesting to see him go toe to toe with
Mark Cuban or one of the sharp women
on the show? 

I imagine that Amazon and Barnes &
Noble will soon be featuring Lemonis’s
image on the cover of a book for entre-
preneurs: Marcus Lemonis’s Keys to 
Entrepreneurial Success (or something
like that). A book must be in the works.  

And after Camping World and Good
Sam, what can come next?  

Personally I’d like to see Marcus
Lemonis be more of a spokesperson for
and to the park industry, a la Jim Rogers.
He surely has a lot to share with small
businesspeople, such as park owners. It
would be interesting to hear him as a
keynote speaker at an ARVC convention.
It would be interesting to see him make
some investments in parks that are
among the advertisers in Good Sam. It
would also be interesting to see him
spend some time with park owners who

www.campgroundmanager.com
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ON CAMPGROUNDS

Reports from 
the field: 

Bob Ashley

Limestone Amphitheater Fuels Need for 398-Site RV Park

Rock Crusher Canyon RV Park in
Crystal River, Fla., got its unusual name
from an abandoned limestone quarry 
adjacent to the 398-site campground.

After the limestone played out, the
owners turned the quarry into an am-
phitheater that featured appearances by
such stars as Willie Nelson and Dolly
Parton. “There were so many people who
wanted to stay here that he decided he
needed to build an RV park,” said Mike
Ramsell, who has managed the park with
his wife, Sandy, for four years.

Now Rock Crusher has 50-amp service
on all its sites and its grass pads are rein-
forced with a limestone base. “They are
big-rig compatible,” he said.

Sandy Ramsell said that the park, with

all its trees, is more like a state park than
a traditional Florida RV park. “We have
lots of trees and there is vegetation 
between the sites,” she said.

* * * * *
The winter season was rocky at 75-site

Cullman Campground in Cullman, Ala.
“The winter has been awful,” said

Shirley Hale, who has owned the park
with her husband, Warren, for 28 years.
“It was up and down with snow, cold and
rain.”

Blame, in part, the now-infamous “polar
vortex” for the cold and ice/snow storm
that swept through the south in January.

Although it didn’t affect Cullman
Campground directly, it did indirectly.
“We’re 50 miles north of Birmingham and
the big storm went south of us. But people
didn’t come down here because they heard
the news and thought it was cold and wet
everywhere.”

Nonetheless, Hale said, reservations for
the spring season are good as RVers win-
tering in the south start heading north.
“We are looking forward to the snowbirds
coming back,” she said. “The first few days
of April, we’ll be trying to find a place to
put them all.”

And then, the local festival season will
kick in, including the “Blooming Festival”
at St. Bernard school in Cullman in April.
“Festivals are big around here,” Hale said.
“The Blooming Festival will bring in a lot
of vendors and people coming in to attend
the festival. And in May, there will be a lot
of reunions.”

Hale said she also was looking forward
to the Bradford pears that populate the
campground to begin blossoming.

* * * * *
St. Patrick’s Day brought a big celebra-

tion to Savannah, Ga., which has a large
Irish population. It also brought a good
number of RVers to 38-site Biltmore 
Gardens RV Park, located on the edge of
Savannah.

“We are full,” reported manager Bar-
bara Bacon a few days before St. Patrick’s
Day. “St. Patrick’s Day is really a boon for
us. We have thousands of people come 
to town.”

Bacon, who has managed the family
owned park since 1958, said the one
thing missing this year, however, were the
blossoms on the park’s azaleas.

“Usually by St. Patrick’s Day all the
azaleas in the park are blooming, but we
have had such crazy weather they aren’t
blooming yet.”

The park, which is open year-round, is
particularly busy in the spring and fall
shoulder seasons. “We get a lot of snow-
birds,” she said. “But they are staying
south longer this year.”

That the park is heavily wooded is a
benefit, she said. “That’s a nice plus for
us,” Bacon said. “When it’s 100-plus 
degrees in August with all the humidity,
people like the shade.”

When the park first opened in 1958, it
charged campers $1.50 a night. “People
want more than they did then,” Bacon
said. “Then, they just wanted a place to
stay. Today, they want all the amenities,
but we are a very simple RV park — very
clean, safe and neat. We’re not a resort or
campground, we are an RV park.”

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

Rock Crusher Canyon RV Park, with all its trees, is more like a state park
than a traditional Florida RV park, noted co-manager Sandy Ramsell.

Citrus County, where the park is 
located, is different in itself, Mike Ramsell
said. “We get a different kind of ‘snow-
bird’ here — people who are more active.
There’s biking, kayaking, motorcycles,
boating and fishing. That’s what draws
people to Citrus County in general.”

Businesswise, Rock Crusher Canyon
was 95% to 100% occupied from mid-Jan-

uary through mid-March.
“We’ve done very well this
year,” Mike Ramsell said.

The two dates when
snowbirds begin to fly north,
he noted, are Easter and tax
day (April 15). “On the 13th
of April, you don’t want to be
on I-75 for all the RVs that
will run you down,” he said.

About 20% of the park’s
visitors leave their RVs 
on-site when they go back
north.

The park also is a popular
spot during the summer for

local RVers. “Summer business isn’t bad
for a Florida park,” Sandy Ramsell said.
“On weekends we can be 50% full and on
the holiday weekends we can be 90%

The park got its unusual name from an abandoned limestone
quarry adjacent to the 398-site campground — and, true to
form, its grass pads are reinforced with a limestone base.

full.”
Summer also brings visitors to swim

with the manatees in the shallow waters
of the Gulf of Mexico, which is about
eight miles from the park. “That’s very
popular down here,” Sandy Ramsell
pointed out.

The park accepts any RV, including
folding camping trailers and truck
campers, which mostly are used by 
summer visitors who spend a weekend in
the area fishing.

Rock Crusher Canyon has seven per-
manent employees and a half-dozen
Workampers, which is where the Ramsells
got their start working in RV parks. “We
were the cleaning crew,” she said.

Workampers have a tendency to stay at
Rock Crusher Canyon for long tenures.
“They change, but very seldom,” Mike
Ramsell said. “People who come here are
retired and it’s a good place for them to
land. It is not an expensive place to live
and we’re an hour or two from many of
the places people want to come to Florida
to visit.

“And we are picky about our Work-
ampers and choose the ones that we think
will stick around for a while.”

www.bookyoursite.com
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LCN Outdoors LLC’s Norman Boucher
doesn’t really want to be the megastore —
the Walmart, if you will — of the camping
store supplier arena. In other words,
Boucher (pronounced Boo-Shay) doesn’t
have any desire as a supplier to offer
everything that a park operator might ever
want on his shelves.
After all, there are as many styles of

campground stores as there are camp-
grounds and RV parks. From a few rustic
shelves next to the check-in counter to a
modern gas station/convenience store,
there’s no one-size-that-fits-all model.
Yet, Boucher, who’s based in Windsor,

Conn., north of Hartford, says LCN has
something to offer all of them in an arena
in which his company specializes.
“We’ve got 1,800 items that we sell,” 

reported Boucher, whose East Coast op-
eration does business throughout the U.S.
and into Alaska. “Most of the items that
we do sell fit directly into a campground
store. We deal strictly with the camping
industry. We supply some pretty big
stores. The big difference in store supply,
I would argue, is we have more items 
people are looking for.”
“We’d have to say that we are the sec-

ond-largest supplier to the campgrounds,
if you think of us as just being a supplier to

their stores,”
said Boucher, a
familiar vendor in
the campground
circuit. “But
what a lot of peo-
ple are starting
to do is look at
LCN as being
more than just a
supplier to their
store. They’re
starting to look at
us to do their
electrical boxes,
to do their
kayaks, canoes,
paddleboats and
other bigger

items.”
LCN also handles picnic tables and fire

rings, but mostly store items, with a con-
sistent focus on high-quality products,
maintains Boucher,
adding that the gift
items that LCN sells
come from the same
vendor that supplies
Cabella’s and Bass
Pro Shops. “Our stuff
is from manufacturers
that sell in major
stores,” he noted.
“We can’t be the least
expensive guy on the
block, but we have the
good products.”
Boucher, for his

part, eschews the
bulk-buying mentality
of some of his com-
petitors. “I’ve never
been someone who
feels good about
telling someone to buy
their year’s order all at
the same time.”
Instead, he handles small and large 

orders from customers, whether it’s $500
or $5,000. “A lot of people these days are

starting to realize that carrying inventory
— having inventory sitting on shelves
that’s not selling — is expensive,”
Boucher explained. 
While he’s never owned a camp-

ground, Boucher was a camper and talked
to the owner of his favorite campground
before getting into the business in 1989.
“Back when Moses and I were walking

the earth, I used to run a bathing suit fac-
tory here in Hartford, and I got downsized,
unemployed, fired, laid off, whatever you
call it,” said Boucher, with typical East
Coast style. “I was looking through the
paper, I was a seasonal camper at a
campground, and there was a camp-
ground distribution business for sale.” 
After asking around about the quality of

Northeast Campground Supplies, Boucher
bought it from the owner. In the process,
Boucher decided to expand his marketing
reach from the East Coast to a national ap-
proach and to give the company a new

name, “LCN,” named for his wife, Linda,
their son, Craig, and for Norman himself.
Today, LCN Outdoors has roughly 800 cus-

tomers, Boucher said, and he ships out
13,000 catalogs in Woodall’s Campground
Management every year (including in this
issue). “We’re reaching out there for the
industry,” Boucher said.
Business, meanwhile, is pretty good,

according to Boucher, who took his hits
along with thousands of other U.S. small
businesses in the recession. “We’ve been

staying steady with
our sales, maybe in-
creasing a percent or
two a year,” he said,
noting that while big-
ger clients have
trimmed back on pur-
chases in some
cases, he’s picked up
some smaller clients
who make the differ-
ence. Branching out
into electrical boxes
and other supplies
also helped, Boucher
said. “They’ve al-
lowed us to stay and
grow as time goes
on,” he said.
Aside from the re-

cession, Boucher’s
seen a lot of change
in the campground
industry over the last

quarter-century, including a shift in buying
habits wherein park operators — busier
than ever — don’t tend to visit showrooms
as much as they used to, regardless of
how close that retail showroom might be,
in LCN’s case, to hundreds of northeastern
campgrounds.
Part of it, of course, is a generational shift.
“The parents would go to the shows,

they would see the vendors and try to sup-
port them,” said Boucher, an “old school”
kind of guy in many ways. “But the kids
don’t pay as much attention to the suppli-
ers and how they’ve supported the indus-
try. To them, it’s a timeframe issue.” That’s
why Boucher has changed his business
over time, allowing for online ordering with
no password, although he rejects orders
from people he doesn’t believe represent
the RV park campground sector. “I tell
them, ‘Go to your closest campground and
buy it there,’” said Boucher.
Nor are industry trade shows as impor-

tant to many industry people as they once
were, Boucher maintains, in part because
owners are more likely to send a manager
— if anyone — and those managers may
not have the authority to make big deci-
sions, including shifting from one supplier
to another. “The problem,” he maintained,
“is people know what they have. They
don’t know what they could have.”
Still, LCN (800-552-2267, www.lcnout

doors.com) is doing well as it changes
with the times, and Boucher said he’s

Campground-Centric Suppliers Help Keep Parks 
Stocked With Basic Essentials — Or a Lot More

Campground stores take on many flavors, like this fish-
ing-focused store at Chaparral Park outside Hartsel, Colo.

LCN Outdoors maintains a showroom in their Connecticut headquar-
ters to show off the products they offer camp stores.

Norman and Linda Boucher have been
supplying park stores since the late 1980s.
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reduce their electricity bills that they have
plans to install another major solar power
generation system this summer at another
Desert Hot Springs park — the 891-site
Sky Valley Resort. They also plan to 
install solar panels at another 180-site
park they just recently acquired in 
Ehrenberg, Ariz.

Other park operators are similarly en-
thused about investing in solar power,
particularly as electricity costs continue
to increase.

“It’s critical for us,” said Bill Milligan,
general manager of Rancho Los Coches
RV Park in Lakeside, Calif.

Milligan was still waiting for approval
of his building permits at the time of this
writing, but he hoped to have enough
solar panels installed by May to cover 50
to 60% of his electricity needs. He also
plans to install the panels on top of shade
structures that will partially cover 18 of
his RV sites. He said the shade structures
will be installed in sunny locations at his
park and should help his guests signifi-
cantly lower their air conditioning bills
during the summer months.

Meanwhile, Anaheim Resort RV Park

hot spas. But the resort does have to use
electricity — and lots of it — to pump the
naturally heated water from deep under-
ground wells into its swimming pools and
spas. And with recent electricity rate in-
creases from Southern California Edison,
the cost of running those pumps — about
50 of them in all — combined with the
costs of providing electricity to a 700-site
RV resort, Caliente Springs’ electricity bill
is more than $100,000 a year.

But the Manthie brothers think they
can offset their ever-rising electricity bills
by investing in solar power. Working with
Irvine, Calif.-based Shorebreak Energy
Developers Inc., they are installing
enough solar panels to cover virtually all
of Caliente Springs’ power needs. 

In fact, the Manthie brothers are so
convinced they can use solar power to 

A camera-equipped drone recently
flew over the northwest end of Califor-
nia’s Coachella Valley, one of the most
popular winter vacation destinations in
the sun belt.

But instead of taking photographs of
luxury RV resorts, the drone was snap-
ping aerial images of solar panels that
were being installed next to Caliente
Springs Resort in Desert Hot Springs.

“We’re going to be generating a lot of
electricity,” Caliente Springs co-owner 
Timonthy Manthie told Woodall’s Camp-
ground Management.

Indeed, about one megawatt of power
each year.

Conveniently located on top of subter-
ranean hot springs, Caliente Springs
never has to use natural gas or electricity
to heat its five swimming pools and 13

in Anaheim, Calif. recently installed
enough solar panels on top of its shaded
parking areas to cover about 8% to 10%
of its electricity needs, according to R.
Vernon Mangels, the park’s CEO, adding
that he pays about $100,000 a year in
electricity costs. He added that if the solar
system works as well as he hopes, he may
add additional solar panels. 

Several park operators around the
country told WCM they have found it
worthwhile to expand their solar power
generating systems, including the
Herkimer KOA in Herkimer, N.Y.

The park has a “solar colony” com-
posed of three park model cabins. But
while the cabins were originally equipped
with enough solar panels to produce
about 3,000 watts of electricity, the park
recently hired Benton, N.H.-based Be
Green Solar to expand the park’s solar-
generating system so that it could 
produce up to 7,000 watts.

“Before they had it set up as an off-grid
system. The off-grid system was OK.
However, it was woefully underpowered
for what they wanted to do,” said John
Hassell, Be Green Solar’s president.

More and more parks are turning to the
sun to deal with increasing electricity costs
— and the investment for solar panels are
cheaper and easier than many expected

Two solar park-model RVs provide power at Herkimer KOA in Herkimer, N.Y., prov-
ing that sun power can work for campgrounds outside the so-called “sun belt.”

Water agencies in California and in
drought-prone areas across the country
are increasingly investing in water recy-
cling in an effort to stretch limited water

Recycled Lakes, Tree Planting And Solar Power 
Contribute To Santee Lakes’ “Green” Recogntion

supplies for irrigation and landscape
maintenance purposes.
But Padre Dam Municipal Water

District in Santee, Calif. is also prov-
ing that recycled water can be used
successfully for outdoor recreation
purposes.
The water district manages San-

tee Lakes Recreational Preserve, a
scenic 194-acre park with seven
manmade fishing lakes that are fully
dependent on recycled water pro-
duced by the Ray Stoyer Water Re-
cycling Facility — a park profiled in
February’s issue of Woodall’s Camp-
ground Management.

“The plant generates 2 million gallons of
recycled water each day,” said Johnathan
Skinner, director of parks and recreation for
Santee Lakes. “We get one million, which

Sunshine Draws More Than Guests To RV Parks 
And Campgrounds In The Sun Belt — And Beyond

� Campgrounds Go Green �

flows through the seven lakes. The other
million goes to various golf courses and
other green projects in the area.”
While swimming is not permitted, the

lakes support several different species of
fish. “We have bass, trout, catfish, carp and
bluegill,” Skinner said, adding that fishing is
a popular activity at the lakes.
But the green initiatives don’t stop with

recycled water.
Five years ago, Santee Lakes installed

four acres’ worth of solar panels, which col-
lectively produce 1 million kilowatts of elec-
tricity. “The solar panels generate 50% of
the power we use at the park,” Skinner said.
“We use it for all 312 campsites, plus our
tent cabins, our clubhouse and the elec-
tronic gates for our RV-storage area. We
also have a separate solar system to assist
with the heating of our two swimming pools

and Jacuzzi.”
Tankless water heaters are also used

throughout the park to conserve energy,
along with energy-efficient light fixtures.
Santee Lakes also has a tree-planting

program and a nature-education program
for children, whose curriculum is devel-
oped in partnership with Leave No Trace,
a Boulder, Colo.-based nonprofit organiza-
tion that develops educational programs to
help children and adults take better care
of the environment.
With so many green initiatives, it’s not

surprising that Santee Lakes Recreation
Preserve is the latest recipient of the “Plan
it Green Award” from the National Asso-
ciation of RV Parks and Campgrounds
(ARVC).

“The ‘Plan it Green Award’ is a recog-
nition that Santee Lakes is doing the right
thing in terms of taking care of the environ-
ment and how we operate and how we re-
plenish our use of natural resources,”
Skinner said. Santee Lakes also received
ARVC’s “Park of the Year Award.” WCM
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Today, however, the solar colony pro-
duces enough power to satisfy the elec-
tricity needs of the three cabins. “During
the winter, virtually 100% of the power
generated (by the solar colony) is sold
back to the power company,” Hassell said.

Park owner John Grant installed 105
kilowatts’ worth of solar panels at
Auburn Gold Country RV Park in
Auburn, Calif. in March of 2012. And
they performed so well he installed 
another 105 kilowatts’ worth of panels in
December.

“The two systems will take care of
about 80% of the electrical needs of the
property,” Grant said. So having previ-
ously faced $100,000 a year in electrical
costs, Grant figures he’ll be saving about
$80,000 a year with the solar panels.

Private park operators that installed
solar panels several years ago also say
they are happy with their investments. 

“If I were to do it again, I would defi-
nitely do it,” said Ken Jeffries, who in-
stalled solar panels four years ago at the
89-site Angels Camp RV & Camping

Resort in Angels Camp, Calif. “We’re
probably saving $20,000 to $30,000 a
year by having the solar panels.”

Of course, it’s rising electricity rates
that get people motivated to invest in
solar power generating systems. 

Bill Talley often thought about invest-
ing in solar panels at Twentynine Palms
RV Resort in Twentynine Palms, Calif.,

but he didn’t really have an incentive to
act until two years ago.

“That’s when my energy costs 
surpassed my payroll costs,” said Talley,
who has eight employees involved in
managing, maintaining and staffing the
front office at his 197-site park.

But by investing in solar panels, which
were installed last summer, Talley expects
to be able to cut his electricity costs by
57%, based on a solar investment analysis
provided by Shorebreak Energy Develop-
ers.

Talley noted that the costs of installing
solar panels are significant, but not as
much as one might expect — particularly
after factoring in various state and federal
tax rebates and energy credits.

Talley refinanced his park to pay for
the solar panels, which cost $634,000 to
install. But after factoring in a federal tax
credit of $190,382, federal depreciation of
$228,459, state depreciation of $77,422
and a utility rebate of $68,909, his actual
net investment was just under $70,000.

And when he looks to the future, 

Talley figures he also has a hedge against
future energy-cost increases.

Other RV park operators have reached
similar conclusions.

Desert Willow RV Park in Hesperia,
Calif. installed $800,000 worth of solar
panels three years ago. But after factoring
in a $240,000 federal tax credit, the net
investment was just $560,000.

America celebrates Earth Day on April
22.
But that’s not the only time people cel-

ebrate our planet or take meaningful steps
to protect it.
Private park operators tell Woodall’s

Campground Management that camping
and RV enthusiasts are incorporating a
growing variety of Earth-friendly products
into their lives, even when they’re on vaca-
tion, as evidenced by the rising sales of
everything from environmentally friendly
holding-tank products and cleaners to 
fire-starter kits that are made out of recy-
cled materials.
“Eco-Save is one of our biggest sell-

ers,” said Cheryl Landry, manager of the
200-site Malibu Beach RV Park in Malibu,
Calif., noting that the environmentally
friendly product not only deodorizes hold-
ing tanks, but can be used as a cleaning
agent.
“It’s friendly to breathe. You can literally

get no toxic feedback from it. It doesn’t
have any harmful chemicals,” she said.
Of course, there are numerous environ-

mentally friendly products that are being
sold at campground stores across North
America. Here’s a sampling of some of
them:

• Bio-Lite CampStove: This is a small
backpack-style stove that is fueled by the
twigs you pick up while hiking. But the
stove also comes with a thermoelectric
generator, which converts the heat from
the fire into electricity that you can use to
re-charge your smartphone. Proceeds

from sales of the Bio-Lite CampStove are
used to support another stove product de-
veloped by the same company that is used
in developing countries. www.bio-
litestove.com

• Campfire-2-Go: This is a portable
campfire kit, said Keith Schroeder of Fort
Wayne, Ind.-based Campfire Products,
which makes the Campfire-2-Go product.

“What we’ve got is an outdoor wooden
shell of repurposed construction materials.
Inside is paper, recycled kindling and an
extra bag of wood, complete with matches
and instructions, and a handle so it’s easy
to carry,” Schroeder said. “You pull the
bundle of wood out and then you light it in
the ignition area, and within three minutes
you have a fire.” www.campfire2go.
weebly.com

• Green Light Fire Bag: This nine-pound,
eco-friendly bag contains enough kiln-
dried kindling and firewood to provide a fire

for at least 45 minutes and hot coals for up
to two hours. The product is USDA-ap-
proved and can be carried across state
lines because it does not contain any
harmful chemicals or pests, which is a key
point because 47% of all bundled firewood
contains harmful pests, according to
Green Light Fire Bag owners David Hi-
dalgo and his wife, Shannon Schmidt-Hi-
dalgo. Green Light Fire Bag is based in
Orlando, Fla. www.greenlightfirebag.com

• Walex: This Wilmington, N.C.-based
company produces a variety of Earth-
friendly products, including formaldehyde-
free holding-tank treatments and
deodorizers. The company also produces
Green Hornet cleaner and degreaser,
which it markets as being biodegradable
and environmentally friendly.
www.walex.com

Private park operators across North
America are also increasingly investing in
environmentally friendly products, from en-
ergy- and water-saving devices to picnic
tables and speed bumps that are made out
of recycled plastic.
Many parks also now carry biodegrad-

able dog-waste bags. Coin- and token-op-
erated timers that control showers and
outdoor lighting for tennis, racquetball and
pickleball courts also are popular products
to help park operators control their water
and energy costs, while avoiding the
wasteful use of these resources.
“We are seeing rising demand for these

products,” said Tom Benken, sales and
marketing manager for Covington, Ky.-
based Monarch Coin & Security Inc.

The installation of solar panels at Caliente Springs Resort should nearly eliminate the $100,000-a-
year electric bill at the resort, the owners believe.

Vendors Offer – continued on page 19
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“We’re saving just over $100,000 a year
in electricity costs with these solar panels,
which is phenomenal,” said Peter Than,
a senior associate with Freestone Capital

Management in Seattle, which manages
the RV park, adding that the solar panels
will pay for themselves within 5.5 years.

“After that, everything that comes in

will be income,” Than said, adding that
the panels are guaranteed for 25 years.

Indeed, private park operators tell
WCM they are confident electricity
prices will continue to increase, not
only because of rising costs but also
because of the nation’s recent shift
away from cheaper sources of power,
such as coal and nuclear power.

Adam Manthie noted that South-
ern California is also experiencing a
shortage of electrical power as a 
result of the recent shutdown of San
Onofre Nuclear Generating Station,
which he said produced enough
power for all of Orange County.

“We do expect electricity rates to
continue to go up,” said Manthie,
adding that the financial merits of 
investing in solar power should only
increase in time.

Some park operators also find that
having solar panels is good for their
image. “Our guests love them,” said

Grant of Auburn Gold Country RV Park,
adding, “Our campers like the fact that
we’re running a green park.” —Jeff
Crider   WCM

� Campgrounds Go Green �

CAPTION

While solar power is growing in popu-
larity and visibility, some campgrounds
have been experimenting with wind 
energy, including the KOA campground in
Carlsbad, N.M.
The 140-site park installed a windmill

five years ago, which it uses to provide
supplemental electricity to the park.
“It doesn’t power anything by itself, but

it does supplement power to our main
building, where we have our registration
office, store, kitchen, community room,
men’s and women’s bathrooms and laun-
dry room,” said Susan Bacher, who 
co-owns the park with her husband, Scott.
Bacher said the windmill can produce

significant amounts of power. The chal-
lenge, she said, is the wind itself.
“We have crazy wind here,” she said.

“There are periods when it doesn’t blow
at all, and there are periods when it blows
crazy. But it’s not quite as much as you
need to be able to be sustainable.”

The Sun Isn’t The Only Natural Resource For Campgrounds

Bacher said she believes the windmill
has generated enough power over the
past five years to cover its cost. She added
that most of her guests are pleasantly sur-
prised and pleased to see the windmill
producing some of the park’s power. —
Jeff Crider   WCM

A private investment group has com-
mitted $50 million to finance the installa-
tion and operation of electricity-producing
solar panels in California campgrounds,
RV parks and  mobile-home parks.
“The investor group will pay for the 

installation and operation of the solar pan-
els in private parks and will sell the power
they produce back to private parks at a dis-
counted rate,” said Jimmy Wells, director
of engineering for Irvine, Calif.-based
Shorebreak Energy Developers, Inc.
He said the funding from the investor

group will make it possible for private
parks to reduce their electricity costs by
35 to 75%.

“This program will be especially ben-
eficial to parks that don’t have the money
to invest in solar energy themselves,”
Wells said, adding that the financing 
program will be made available to private
parks that have long-term tenants.

Debbie Sipe, executive director of the
California Association of RV Parks and

Private Investors Commit $50 Million To 
Finance Solar Panels In California RV Parks

Campgrounds (CalARVC), said she was
pleased to see that private investors are
interested in helping private parks invest
in solar power systems.

“Electricity is a major expense for most
RV parks.  While installation of solar 
panels is a wise investment for the envi-
ronment, it is even more so for the bottom
line of RV parks,” she said.
Shorebreak Energy (http://shorebreak-

energy.com) is a major provider of solar
panels for campgrounds, RV parks and
mobile home parks in California. The com-
pany also provides solar integration, elec-
trical contracting and energy
management solutions for schools, gov-
ernment buildings commercial and indus-
trial facilities; and large land owners.
Shorebreak energy’s campground

clients include Anaheim Resort RV Park in
Anaheim; Auburn Gold Country RV Resort
in Auburn; Caliente Springs RV Park in
Desert Hot Springs; and Twentynine
Palms Resort in Twentynine Palms. WCM

Workers erect solar panels at Anaheim Resort RV Park,
where the panels cover 8%- to 10% of the park’s needs.

mailto:brian@ekoice.com
www.fluidmfg.com
www.phelpshoneywagon.com
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(www.monarchcoin.com).
“Some of them want to recover the cost

of their water and heating the water. Others
are fed up with showers being left on, and
kids not turning off the water and letting the
water run.”
While some park operators prefer coin-

or token-operated timers, Benken said
Monarch also sells push-button timers that
simply turn off the water for showers after
a certain amount of time, as determined by
the park operator. The shower can be
turned back on again if the button is pushed,
but the device helps prevent water waste.
Benken said similar timers are used for 
outdoor lighting.

Other companies also provide camp-
ground operators with water- and energy-
saving timers. These include:

• Fluid Manufacturing: This Lodi, Calif.
company’s product line   includes coin- and
token-operated timers for showers and out-
door lights. www.fluidmanufacturing.com

• King Supply Co.: This Manchaug,
Mass.-based company sells shower timers
as well as a variety of other environmentally
friendly products, including solar powered
roof ventilators, non-toxic disposable fly
traps and biodegradable dog waste bags
and dispensers. www.kingsupply.com
In addition to looking for ways to 

reduce their energy and water consump-
tion, park operators are stepping up their
investments in products made from 
recycled materials.

Cherokee, Iowa-based R.J. Thomas
Manufacturing makes a variety of park
products using recycled plastic, including
benches and picnic tables as well as waste
and recycling containers. The company also
manufactures car stops and speed bumps
using recycled plastic, all of which are 
sold using the Pilot Rock brand name.
www.pilotrock.com.

Several companies are also
providing private park opera-
tors with Earth-friendly dog-
waste disposal products.
These include: 

• Doggie Deposit, an Eclec-
tic, Ala.-based manufacturer of
oxo-biodegradable pet waste
bags and stations. Station
packages are available in ei-
ther metal or plastic and in-
clude everything needed to
help park operators clean up
their pet waste problems.
www.doggiedeposit.com

• Intelligent Products, Inc., a Rabbit
Hash, Ky.-based manufacturer of
biodegradable dog-waste bags that are de-
signed to make it easy for the pet owner to
pick up the waste with the bag and then turn
the bag inside out to contain the waste. The
bags, which are marketed at Mutt Mitts, are
sold with a dispenser. The bags are said to
be biodegradable and will break down fully
in landfills while still providing containment
for waste bacteria. www.muttmitt.com

• Zero Waste USA:This San Diego, Calif.-
based company provides oxo-biodegrad-
able dog waste bags and stations.
www.zerowasteusa.com. WCM

Vendors Offeer —from page 17

www.evergreenusa.com
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It Was A Good Winter For RV Parks And Campgrounds Across The Sun Belt
Thanks to a harsh northern winter, “RVing has always been popular in the winter months — but
this year has been exceptionally successful for campgrounds,” said RVIA President Richard Coon

Park operators, in many cases, seem to
concur.

“We’ve had the best winter here in a long
time,” reported park manager Ruth Conti
of Rolle’s Lynda Vista RV Park in Yuma,
Ariz., whose 55-and-over park established
in 1983 caters to the snowbird market by of-
fering both RV sites and apartment rentals,
as well as a full list of activities and ameni-
ties to serve and attract what Conti 
estimated to be 90% of their business.
“Everybody wants out of the cold.”

And, of course, the effects of this annual
snowbird wave are usually mutually bene-
ficial not only for the parks, but for the local
economies of countless communities in the
path of this expanding Boomer demo-
graphic of travelers. From the traditional 
retiree to those who spend the winter
months toiling away as “Workampers”
while escaping the cold weather, the best
guess is that something like 400,000 snow-
birds descend on Arizona each winter alone.

Jo Ann Mickelson, executive director
of the Arizona Association of RV Parks &
Campgrounds (Arizona ARVC) told

Woodall’s Campground Management that
many parks in the state are reporting good

winters as snowbird travelers pursue a vari-
ety of interests there. “There are many ac-
tivities that bring snowbirds to Arizona,”
Mickelson said. “Tournaments for pickle-
ball, senior Olympics, activities like the
Quartsite RV Show and Gem Shows, Lake
Havasu Balloon Festival — the list goes on.”

Meanwhile, a University of Texas-Pan
American biennial survey set up to help Rio
Grande Valley business and community
leaders better serve the ‘Winter Texan’ mar-
ket found that the average Winter Texan
household in the valley spent about $10,800
during the 2011-2012 season, totaling a 
direct economic impact in the valley of
about $751 million.

However much those flattering numbers
applied to this year’s snowbird cycle re-
mains to be seen, however, as the Farmer’s
Almanac’s predictions of an exceptionally
frosty and unusually wet winter in much of
Texas this season came true. “This winter
has been unseasonably cold,” stated Ken
Butschek, owner of Austin’s La Hacienda
RV Resort & Cottages. “Generally we don’t
have more than three winter-weather events
per year, but we’ve had about seven already
this year. These arctic blasts are strong
enough to go all the way down here and it’s

been bizarre.”
But even with the unusual weather pat-

terns, La Hacienda seemed to fare well. “The
Winter Texan market has been pretty steady
for us,” reported Butschek, adding that La
Hacienda’s winter season is already booked
through 2016. “The Winter Texans are a
great group of people. They have way too
much fun. They mostly plan their own
events, like Valentine’s Day dances, their
first-annual Olympics, and Mardi Gras pa-
rades. They’re like family to us — and they
just keep growing.”

Built in 2003 about three miles from
Lake Travis, the 35-acre, 240-site La Ha-
cienda RV Resort has 39 cabins — with 10
more coming in May — and was voted by
Good Sam RV Travel Guide & Camp-
ground Directory as one of this year’s “Best
of the Best,” 100+ top rated Good Sam
Parks.

Equally popular with snowbirds, of
course, is Southern California, where one of

Sky Valley Resort in California, like many other snowbird resorts across the sun belt, had a
very good winter, and expects next year to be even bigger as people think about the 2013-’14
winter’s harshness when they make their plans for the 2014-’15 winter.

Even LaHacienda RV Resort & Cottages in Texas had an unusually cold winter, though the 
resort did well over the recent winter.

The hot springs that feed the pools at Caliente
Springs Resort kept snowbirds toasty.

Although statisticians don’t keep track of
snowbird traffic, anecdotal reports from RV
parks and campgrounds in the sun belt
states of Florida, Texas, Arizona and Cali-
fornia regarding the traveling habits of
weather-averse northerners were pretty pos-
itive in the waning weeks of the winter of
2013-‘14 — one of the harshest on record,
the winter that introduced North America
to the term “polar vortex.”

In fact, with cities like Chicago having
been hit with more than 70 inches of snow
this season — a whopping 42 inches above
average — the Recreation Vehicle Industry
Association (RVIA) reported a spike in 
occupancies this year as more than a million
RV enthusiasts fled the northern climes in
their RVs, spending an average of 12 weeks
at parks throughout the south.

And while the polar vortex tended to dip
way too far south this year, chilling Texans
and others with unseasonably nasty condi-

tions, RVIA President Richard Coon said
that the general outcome, from what he’s
hearing, is an upswing in early reservations
for next year — something that often 
occurs, park operators indicated, after a
tough winter. 

“RVing has always been popular in the
winter months but this year has been excep-
tionally successful for campgrounds,” said
Coon, whose trade association has been
conducting some fact-finding meetings
lately with elements of the RV park and
campground industry. 

“Every segment of traveler is discovering
that RVing is affordable, easy and most 
importantly, flexible. RVers can stay at a
campground for as long as they would like
or travel throughout the season without
worrying about any long-term commit-
ments, an option not afforded traditional
seasonal rentals. If you want a new view, just
pick up and go,” Coon said

www.yourelectricalsolutions.net
mailto:sales@yourelectricalsolutions.net
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the fastest-growing areas is Desert Hot
Springs, home to Caliente Springs Resort
and Sky Valley Resort, both owned and op-
erated by Sky Valley Resorts. The 160-acre
property was originally purchased in the
1950’s by the Manthei family, who saw great
potential in the underground hot springs
found beneath the property’s surface.

Today, according to Director of Market-
ing Seth Harper, the hot water from the
natural springs in the resorts’ pools and spas
is the major draw for many seasonal guests
and residents, just as its owners originally
intended. “Caliente Springs is a snowbird
resort. It drops down to about 15% occu-
pancy in the months of June, July, and 
August,” added Harper. “People come down
and spend anywhere from two to eight
months a year here as snowbirds. We’re 
definitely famous for our natural hot springs
pools and spas.”

Harper has typically observed the biggest
impact of cruel winters the year after they
occur. “Whenever we have a really harsh
winter in the U.S., it’s that next fall and win-
ter that we see a spike in business here,” he

explained. “Folks
think back to the
year before and if
there’s any notion
that they’ll see a
winter like years
past, they make
sure they’re here.
They plan for it
and get out of
Dodge.”

Located about
12 miles from
Palm Springs
with nearly 1,100
park models, 300
open RV sites and

300 mobile homes available for rent or pur-
chase, the two Sky Valley resorts have full-
time activities directors and amenities like
tennis, shuffleboard, horseshoes, billiards,
water games, pickleball, dog parks, a golf
course and on-site chapel programs.

While parks in other sun belt states con-
tinue to attract seasonal visitors with an
abundance of amenities and warm climates,
Florida remains the most popular snowbird
destination. According to the U.S. Census
Bureau, the city of Jupiter’s 56,337 full-time
residents (as of 2012) make room for 
another 9,240 seasonal neighbors. The sea-
sonal ratio is even more dramatic in Palm
Beach, where 8,358 full-time residents are
joined by 6,310 part-time winter residents.
So, snowbirds essentially build the popula-
tion base in these communities.

According to Bobby Cornwell, execu-
tive director of the Florida Association of
RV Parks & Campgrounds (Florida
ARVC), an estimated 5.5 million camping
trips are taken in the state every year, gen-
erating more than $5 billion for the Florida
economy. Two out of three Florida campers

are older than 45 and half are 55 or older —
the typical age of many snowbirds. For
every two hotel or motel rooms in Florida,
he reported, there is one campsite. And the
RV park and campground sector, as a result,
is growing.

For example, Upriver RV Resort in Ft.
Myers, Fla., nestled along the semi-saltwater
Caloosahatchee River, features a total of 350
sites, 132 of which are park models, some
for rent or sale. With easy access to the rest
of Ft. Myers and Naples, the park is situated
on the Intracoastal Waterway with docks, 
a boat ramp and great fishing — one of 
Upriver’s most appealing features.

“We have had a great season this year,”
said owner Lynda Phelps. “We’ve been in
overflow all of January and February. We are
totally a snowbird park. We have great ac-
tivities every day
and wonderful
entertainment
groups.”

L i k e w i s e ,
Sun-N-Fun Re-
sort and Camp-
ground, a
Carefree property
in Sarasota, has
already booked
70% of its 1,500
sites for next
winter. “Overall,
this winter has
been great for
us,” said General
Manager Tim Deputy. “We were slightly
down in January. We had a colder-than-ex-
pected month and the snow kept many of
our guests off the road and out of the air-
ports. February, on the other hand, was just
outstanding with unbelievable weather.
We’re jam-packed now and that will carry

on to about the last week in March.”
With an eye to competing with other

parks, Sun-N-Fun — profiled in January’s
WCM — offers an onsite masseuse and
sports therapist, as well as a ‘neurogym,’
equipped with computer programs and
equipment to help people learn about stress
reduction and mental health. On top of that,
the resort has about 160 different activities
weekly, some of those running five days a
week. “We probably have about 380 volun-
teers that chair and co-chair all the events
and activities, so it’s a constant buzz,”
Deputy told WCM. “The snowbirds create
that themselves. We provide the buildings
and equipment and they provide the lead-
ership of those activities.”

By the same token, Sharon Farnum, re-
sort manager of Tampa East RV Resort, a

Sun Communities Resort in Dover, Fla.,
also sees the need to accommodate the rel-
atively active habits of today’s snowbirds.

“Snowbirds today are high energy and
looking for things to do,” said Farnum,
whose 700-site park offers rental cottages,

Good Winter – continued on page 30

Fort Myers, Fla, is home to Upriver RV Resort, which saw a great season
over the winter that dogged the northern U.S. and Canada.

Sun-N-Fun Resort and Campground in Sarasota, Fla., is already most of the
way to being booked for next winter.

www.rmsnorthamerica.com


sites and trails, water-saving flush systems
and landscaping consisting entirely of na-
tive flora. Along the way, they planted 35
trees in their first year and 60 more since,
with a program in place that ensures at least
five new trees will be planted annually. 

While the investment for such things as
the tankless water heaters and the spray-
foam insulation they used in the multi-pur-
pose meeting hall might make some folks
balk — Patty said they were two to three
times more expensive than their traditional
counterparts — the Claneys felt confident
in pulling that trigger after inquiring with
other campground owners who had done
the same thing. 

“We called around and asked a few peo-
ple who had [that equipment] and they
said, ‘This is the way to go because you’ll be
able to recoup your costs very quickly,’”
Patty said. Sure enough, Big Creek recov-
ered the expense within the first two years
of operation and now saves “huge amounts
of money” from those two energy-efficient
components alone, and though they had re-
searched green equipment, Patty said that
experienced-peer input greatly helped them
make the right choices.   

“It came down to us just sitting down
and carefully thinking through each deci-
sion and saying, ‘Well, yes, this is going to
cost us a little more, but it’s best for the land
and it’s most cost-effective in the long run,
too.’ It’s very hard to make those decisions
when all you’re doing is writing checks,”
she laughed, “but it really is what’s best for
both.”

Big Creek RV Park is in the heart of a na-
ture-lover’s paradise, from fishermen to
hunters to hikers. They all flock to the area
to dip into Crane Lake, hike along the
Ozark Trail or through Mark Twain Na-
tional Park, marvel at what Patty calls the
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“huge boulders that look like they were
dropped from outer space” at Elephant
Rocks State Park, or play in the natural wa-
terslides and waterfalls created by rock for-
mations that jut up and “shut in” Black
River at Johnson’s Shut-In State Park, one
of the most-visited state parks in the nation. 

And that’s just the short list. 
That’s why, Patty explained, eco-con-

scious components aren’t a nicety here so
much as a necessity. With Big Creek’s mile-
long presence along the property line,

For a small park that’s just entering its
fifth year of operation, Big Creek RV Park
in Annapolis, Mo., and owner-operators
Patty and Craig Claney are already mak-
ing a big splash in the campground industry
and RVing community. Their secret? Ac-
cording to Patty Claney, it’s pretty simple:
Ask questions — and use whatever you’ve
got.

After 18 years of RVing in their truck
camper, the Claneys asked around at all
their favorite destinations and decided they
wanted their own campground, so they
bought 38 acres of meadow land and de-
scended upon it like an eco-friendly, re-
verse-effect whirlwind that meticulously
preserves nature instead of disheveling it.
They built the entire park green from the
ground-up, incorporating things like gravel

Owner-operators Patty and Craig Claney re-
ceived the Plan It Green award for
small/medium parks from the National Asso-
ciation of RV Parks & Campgrounds (ARVC).
Big Creek also was ARVC’s runner-up for 2013
small park of the year.

lize the bank; in all, about $47,000 of work
— paid for by a grant awarded to Big Creek
RV Park after the DNR stepped in to help.

How do you get that kind of assistance
from a government entity, of all things? As
per Patty’s mantra — you just ask.

“I don’t think people know it’s as easy as
picking up the phone and calling the con-

The Owners Of This Little Green Park On A Big 
Creek Try To Work In Harmony With Nature

Big Creek RV Park has 50 “big rig-friendly” full-service sites.

“everything is done for the good of the land
and the water.” For instance, the Claneys
worked with the Missouri Department of
Natural Resources (DNR) when creating
the advanced-drip septic system that en-
sures nothing in it makes its way to the
creek. And when they discovered a soil-ero-
sion problem, the DNR responded on a

Missouri’s Big Creek RV Park was built ‘green’ from the ground-up by using gravel sites
and trails, water-saving flush systems and landscaping consisting entirely of native flora

Campground Overview
Name: Big Creek RV Park
Address: 47247 State Hwy. 49, 
Annapolis, MO, 63620
Number of sites: 250 “big-rig
friendly” sites with electric, water,
sewer and cable TV hook-ups and
fire pit.
Physical description: 38 acres near
the Ozark Mountains with a one-
mile border along Big Creek, on-site
walking trails, butterfly and hum-
mingbird gardens, meeting hall, ar-
cade, 24-hour laundromat, private
air-conditioned and heated showers,
playground and swimming pool;
nearby activites such as hunting,
fishing, boating, hiking, horseback
riding and antique shopping with
proximity to Black River, Clearwater
Lake, Arcadia Valley, historical sites
& museums, a trout farm, several
state parks and Mark Twain National
Park.
Season: All year
Rates: Day passes, $3/person.
Campsites are $33 per night; rental
of on-site units, $73-$79 per night.
Weekly and monthly rates available.
Rates based on two adults and chil-
dren 15 and under; $3 for each addi-
tional person 16 and older. RV
storage is $30 per month, with a $20
site set-up service.  
Website: www.bigcreekrvpark.com
Contact information: (573) 598-1064,
bigcreekrvpark@gmail.com WCM

22 -  April 2014                                                                                                                                                                                               Woodall’s Campground Management

The park makes the most of its natural surroundings — including such activities as taking guests
on hayride tours. Big Creek RV Park is in the heart of a nature-lover’s paradise, with nearby lo-
cations including Crane Lake, the Ozark Trail, Mark Twain National Park, Elephant Rocks State
Park and Johnson’s Shut-In State Park, one of the most-visited state parks in the nation.

much larger scale.
“Down in that field there aren’t a lot of

trees to hold the bank in, and the water hit
just right so that it bounced off and was re-
ally eating away a lot of soil,” Patty de-
scribed. “We were losing a quarter acre
every time the water rose.” The project in-
corporated long wing dams of rock along
the creek to divert water runoff and stabi-
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servation department and saying, ‘Hey,
we’re having some trouble down here; do
you think you guys can come down and
look at it and tell us what you can do?’” she
related. “They did so much more than we
could have done ourselves and helped us
out so much with it.”

That one phone call led to the first phase
of the project getting done and paid for, she
said, with phase two coming soon. “Next
they’re helping us get a federal grant to put
trees along there to really help hold that 
soil in.” 

And Patty still isn’t done asking. 
“This year we’re working on putting in

a lake,” she said. “We’re talking to the con-
servation department about it right now.”
And because the lake will cut down on
more erosion that occurs from water com-
ing through that area down to the creek,
they hope the DNR will be willing to help
with some of the cost and design. “It’ll also
be another one of those things where if you
put something in, you might as well dou-
ble- or triple-dip it; it’ll be an aesthetic fea-
ture, but we’ll also stock it with fish for
catch-and-release, maybe put a couple
campsites close to it, put some tables
around it — it’ll serve several purposes.” 

Apart from being green, “multi-pur-
pose” is the law of the land here. With
Craig still working full-time, making Patty
largely responsible for day-to-day upkeep,
every feature must wear more than one hat
— and every project must bear more than
one result to justify its existence at Big
Creek. For example, when the Claneys ex-
panded the park’s capacity by 10 camp-
sites and needed fill dirt, they scooped it
from the place they’d already chosen for
their future lake; it didn’t make sense to
pay someone to bring in dirt for one proj-
ect and then pay them to haul dirt away
for another, Patty explained. Plus, they
didn’t want dirt from “who knows where”
when they could use earth they already
knew was friendly to all of Big Creek’s 
inhabitants, from its micro-organisms to
its ancient trees. 

“Basically,” she stated, “we did it the way
we do everything else: The green way and
the cost-effective way.”

All those multi-pronged initiatives make
a sizeable impact on what a smaller park
can offer its guests, and Patty said it’s all
about using a property’s inherent attributes
to their utmost potential. In Big Creek’s
case, those are the marks of Mother Nature
and Father Time.

“What we’ve really loved about this
property is that people seem to enjoy the
natural pieces of it just as much as the
swimming pool or the arcade or the play-

With Big Creek’s presence along the property line, water is a prime source of activities and relaxation at the park. “People seem to enjoy the natural pieces of it just as much as the swimming
pool or the arcade or the playground,” Patty said of the 38-acre Annapolis, Mo., park.

Filtered Water – Brought
To You By Planet Earth
Early development of Big Creek RV Park in-

volved digging a new well — and in doing so,
Patty and Craig Claney struck something per-
haps better than gold: they tapped an artesian
well that pumps out about 10,000 gallons of
water per day. (Yes, you read that right.)

What’s an artesian well? 
An artesian well seems to defy gravity be-

cause its water will leap through a pipe to the
surface like a shaken-up bottle of soda pop.
This is a result of aquifer water that’s been
sandwiched between layers of an imperme-
able substance, such as clay soil or shale rock,
to the point of being naturally pressurized 
underground — hence, it seeks a path to air
to relieve that pressure.

Filtered mountain water
In this case, it’s a bottled-water tagline

come true. Artesian well aquifers are typically
fed from inlet paths at high elevation such as
the top of a mountain, which are plentiful in Big
Creek’s region among the Ozarks. A layer of
porous rock, such as limestone or sandstone,
serves as a natural filter for the water as it
passes through the rock as it seeps down into
the aquifer; so that rivulets of fresh mountain
rain and snow turn into a cache of crystal-
clear, nature-filtered water. 

Now that you’ve won the lottery, what
will you do?

The Claneys capitalized on this invaluable
mountain-comes-to-Mohammed commodity
by using the artesian well as the source for the
park’s water storage tanks. 

“When the tanks are full, the water is re-
routed out to the creek; when the stored water
level dips to a certain point, the well kicks back
in and begins refilling the tanks,” said Patty.
“It’s VERY energy-efficient, and also 
conserves the water very well!” WCM

ground. You’ll find just as many people
down by the creek or on the trails,” she 
related. 

What they find people enjoy at Big
Creek are the historical elements, such as
the now-humble trail that was once High-
way 49 and pick-axe grooves etched into
the rock beds by settlers to help their wag-
ons cross the creek. They also appreciate
the wildlife interactions, as with the camper
who happened upon a freshly-born fawn —
Patty posted his pics of the auspicious dis-
covery on Facebook — or the fluffy rabbit
that ran through the field during an egg
hunt that made the children believe they’d
just seen the Easter Bunny.

Chance encounters aren’t the only way
visitors can get close to the campground’s
critters, thanks to a move Patty made early
on that was part smart and part lucky. 

“When we started looking at landscap-
ing, we put in a butterfly and hummingbird
garden up here by the office. I did that be-
cause I wanted something low-mainte-
nance, but then it was crazy how many
people came up and were taking pictures
and asking questions,” she said. “Basically
it’d be an all-day nature lesson.” 

Since campers were so smitten with the

hummingbirds and giant hummingbird
moths attracted by the garden — as well as
the cycles of monarch butterflies that dotted
the entire area with green chrysalides — the
Claneys built on that momentum by plac-
ing Beauty Berry and other bird-attracting
plants near the meeting hall. “You can al-
ways see eggs in the nests, baby birds flying
out, all the little birds in there. People love
it. This year we’re going to add another bird
nesting garden up here at the front.” 

It makes fiscal sense too, Patty said.

“Since we’re new and we built the whole
thing, we’re real cash-poor once in a while,
but this way we’re double-dipping because
not only is it easy to take care of once it gets
going but it’s also another attraction – it’s
not just landscaping to do landscaping,”
she explained. “Plus it’s good for the envi-
ronment and good for the land.” 

Another wise investment has been own-
ers’ association memberships. After starting
off without them, it didn’t take the Claneys
long to realize that as “newbies on the
block,” the knowledge and experience of
industry veterans were an invaluable 
resource they needed to be successful.

“It really brings in a pool of people you
can call for assistance, and it just helps give
you a sounding board or even just some-
body to hang out with and talk about the
industry in general,” said Patty. “And for
parks like us, the one thing that’s valuable
is talking to another park who’s not one 
of the ‘big boys,’ someone who can scale 
it down and have advice that’s more 
relatable.”

Following all that advice has yielded
good results so far. During last fall’s conven-
tions, Big Creek RV Park was named 2013
Mid-Sized Park of the Year by the Mis-

souri Association of RV Parks and
Campgrounds (MOARC) and received the
Plan It Green award for small/ medium
parks from the National Association of
RV Parks & Campgrounds (ARVC).

Fortunately for her neighbors, she isn’t
just asking for guidance these days; she
gives it sometimes, too. Patty serves as sec-
retary for the South Iron Community Bet-
terment Association, which recently
received top honors among 29 associations
statewide from the Missouri Community

Betterment Association for the second
year in a row. She’s also the muse behind an
upcoming recycling program that will ben-
efit everyone in the Annapolis area.    

Patty remains a dedicated disciple of the
power of communication in making things
happen — “It’s fantastic because all I had
to do was say, ‘Hey, it’d be real nice if we had
recycling,’ and the kids that work with us
said, ‘Yeah, that’d be great,’ and now I think
it’ll be implemented” — and is delighted
when the impact can be felt even beyond
Big Creek.

“If the whole community could benefit
it wouldn’t be just us; we could all take our
recycling down there, which is a great idea,”
she said. “Anytime you can get the commu-
nity involved, that’s even better.” WCM

The Claneys are attuned to maintaining and preserving their park’s natural beauty. Landscaping con-
sists entirely of native flora — and plenty of trees. They planted 35 trees in their first year and 60
more since, with a program in place that ensures at least five new trees will be planted annually.
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A Powerful Rainmaker: The Business of Campground/RV Park Recreation
Where else can a family go for $45-$65/night … enjoy ac-
tion-packed days, and make lifelong memories? You can
either let it happen or make it happen. We know our mar-
ket and we strive to deliver an experience that they will re-
member,’ said Bud Styer of Smokey Hollow Campground

how camping memories are made at Smokey
Hollow Campground in Lodi, Wisc., and the
two other campgrounds Woodall’s Camp-
ground Management talked to offer lots of 
insight about how they help their guests
make those memories.

“We are about creating experiences for
our guests that will keep them coming back
to our parks for many years,” said Bud Styer,
owner/operator/consultant, Smokey Hollow
Campground and the Camping for the Fun of
It group of 13 parks.
As he explained, “70% of our business is

return/repeat business. Guests come back
because they have so much fun. They look
forward to our most popular activities and are
eager to experience the new, innovative 
activities we continue to develop.” 
The activity calendar is packed full of fun

every weekend as well as offering the Satur-
day schedule every Wednesday in July and
August to accommodate those who are not
available on the weekend. He noted that
there is a life cycle to his customer base, 
typically lasting four to six years, as families
mature. The goal is to be the best they can be
to continue to attract their target market over
their family camping years. 
This is the business of recreation. Rec pro-

grams are not, per se, moneymakers as
stand-alone products; but rather a highly 
motivational driver during the family vacation
decision-making process. 
“Where else can a family go for $45-

$65/night, take advantage of a mostly inclu-
sive wristband-activity program at a minimal
fee of $25 per person, enjoy action-packed
days, and make lifelong memories? You can
either let it happen or make it happen. We
know our market and we strive to deliver an
experience that they will remember, talk
about at holiday gatherings, and return to
again and again. So much is about the per-
ception of value and with the wristband pro-
gram we offer a lot of value for the money.
Perception, value, and experiences are
where park owners/operators will find the

payoff,” remarked Styer.

It’s All in the Wrist(band)
Good for a minimum of three days,

Smokey Hollow’s wristband program offers
access to most of the park’s activities and
events. By offering a single-fee program,
Styer eliminates the nickel-and-dime feeling
that most consumers dislike, removing the
“mom, can I…” question from the equation
and empowering the children to enjoy and
explore at will. The wristbands may be used
immediately upon check-in and purchase,
are good for as many activities and as many
times at each one as desired, and remain in
play until checkout. As an incentive to extend
stays, the wristband may be used for up to
seven nights without any further charge other
than the additional site fee.   
Styer has built in a few interesting twists

to the program, as well. Each wristband has
three tabs that can be redeemed for one of
12 items such as an ice cream bar, a drink,
certain candies, etc. 
“The kids anguish over how to spend their

tabs, going back-and-forth before making a
decision,” reported Styer. He also offers pro-
motions and specials during certain activi-
ties. For example, occasionally the wagon
ride will stop at the store with a special sur-
prise offer for riders, a $3 ice cream for $1.
The ice cream costs Styer 39 cents and typi-
cally a majority of the 40-45 wagon riders will
make a purchase. Everybody wins. 
Another enticing event that makes ancil-

lary income is the ice cream social. This is
one that Styer does not try to reinvent. Using
the KISS theory (keep it simple, stupid), the
event takes place every summer Saturday
from 2-3 p.m. Serving premium ice cream,
Styer charges $3 per person and it’s “all you

Taking to the air before splashing in the water is just one of
the family draws at Normandy Farms Family Camping Resort.

Today’s agenda: A morning round of (mini)
golf, a park tour on pedal carts, a polar plunge
in the dunk tank, an all-you-can-eat ice-
cream social, a turn or two on the jumping pil-
low, a wagon ride, a stop at the airbrush
tattoo station, and candy-bar bingo. This is

www.redrovercamping.com


can eat.” But wait, there’s more. Participants
can enjoy 35 different toppings in any mashup
they desire. Is that a memory maker? You bet
it is. Styer told WCM that the kids never forget
this and stand in line to get their share. He
also revealed that most people can’t eat $3
worth of ice cream and toppings. It’s a tidy
one-hour profit center that helps fund the rest
of the program.

Daily Activities Draw Attendance
at Normandy Farms

Open and conducting themed camping 33
weeks of the year, with a 10-week peak sum-
mer season, activities are alive and well at
Normandy Farms Family Camping Resort in
Foxboro, Mass. 
The shoulder season is filled with holiday-

specific theme weekends including Easter
and Mother’s Day; New England states
camping weekends — where residents of
the specific theme-state receive a 25% dis-
count on camping fees, RV supplies and gift
merchandise — and a salute to armed forces
and public service providers such as EMTs,
firefighters, police and teachers. The end of
June ramps up the regular daily schedule 
offering campers an array of activities and
events from 8 a.m. to 7 p.m., all in concert with
the week’s theme. 

“With more than 30 activities including
everything from a Slip-n-Slide to disc golf to
team sports, arts and crafts, and a full rainy-
day contingency plan, guests return for the
family fun year after year,” said Assistant Ac-
tivity Director Sharon Beaumont. 
“In addition to guest feedback via com-

ment cards, we track activity statistics in-
cluding number of participants and any guest
comments during the activities,” she added.
“This helps us identify the most and least
popular activities and adjust our program ac-
cordingly.” While most activities are compli-
mentary, Beaumont charges $1 to participate
in the themed arts-and-crafts activities. This
small fee covers the cost of the supplies and
adds a small amount to the program funds. 
One of the most-popular daily summer ac-

tivities is what they call “Just Won It.” With
a different activity each day to keep it fresh,
guests participate in ping-pong, shuffleboard,
ladder golf, darts, Texas Hold ‘Em, bocce ball
or other events with an eye on the prize, a
Just Won It t-shirt. These highly sought-after
t-shirts have a different design each year, are
a point of pride, and are collectors’ items. 

Scary Sells the Shoulder Season
After the late Philip Koch, owner/operator

of Lake Rudolph Campground & RV Resort
Santa Claus, Ind., heard about the success
other park owners were having with shoulder
season Halloween-themed weekends, he de-
cided to give it a try. 

What used to be a fall full of 10-15% occu-
pancy weekends at Lake Rudolph is now 
a string of seven extremely profitable 
Halloween Weekends that sell out before the
big holiday weekends such as Memorial Day,
July 4th and Labor Day. As a matter of fact,
“90% of our guests in October are repeat 
customers and, surprisingly, many of them
are locals, from within one to two hours from
the park,” shared Dave Lovell, marketing 
director at Lake Rudolph.
Lovell noted that the weekends are much

like the movie “Groundhog Day” — the
same format and schedule is repeated each
week. Several of the more popular activities
are easy to facilitate, such as the site deco-
rating contests, trick-or-treating and ghost
stories around the campfire. Other events
including pumpkin decorating are some-
what labor-intensive.
Most activities offered are self-support-
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ing. For example, pumpkins cost guests $1.25
(in carnival tickets) but are purchased
wholesale for 50 cents each. While they go
through about 700 per weekend, they have
to source the pumpkins (and have gone
through several farms), haul them, store
them, manage the sales, accounting, etc.
After a couple years’ success with the car-
nival, Lake Rudolph purchased a bounce
house and blow-up slide rather than renting
this equipment at $500 a weekend — and it’s
paid for itself over the years.
Annual Halloween Weekend t-shirts have

become collectables over the years and a nice
source of ancillary income, as well. The camp-
ground reports selling up to 1,200 shirts during
the seven weekends. The camp store also
reaps a tidy profit during this celebratory pe-
riod — busy from open-to-close all weekend.
A remarkable amount of ancillary income

during these weekends is derived from Lake

Rudolph’s golf cart rentals. All 200 of Lake
Rudolph’s carts are booked and they have a
waiting list 30-50 people deep each weekend.
Their six-passenger carts are $60 a night and
their four-passenger carts for $40 a night. 

Recreation a Roundabout Way 
Whether parks are large and well-staffed

or small mom-and-pop operations, the bottom
line is how a stay at your property makes the
guest feel, both during their visit and once
they return home. Each one of these park op-
erators will tell you it’s all about understand-
ing what your guests want, making a detailed
plan and delivering a product that will have
them talking about their stay. Put a new twist
on an old concept, introduce a new activity
or theme, create value — and you will be re-
warded by welcoming them back year after
year. That’s money in the bank. —Evanne
Schmarder   WCM

A father and daughter enjoy a softball game,
one of the many recreational options at Nor-
mandy Farms.

www.towercompany.com
mailto:salestower@comcast.net
www.rootx.com
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GUEST VIEW

mate five-fold increase in the number of
replacement 30-amp receptacles in the
past five years. Many of our customers tell
us that the wires on the 30-amp recepta-
cle are hot or melting. Some of this can be
blamed on the increase in electrical usage
as these 30-amp coaches become more
electrified. In our example above, this is
a significant increase in needed power. 

Because of the assumptions made in
determining the NEC, your electrical in-
frastructure is now at or above capacity.
The implications of this are:

• Higher electric bills for both power
and demand charges.

• Lower voltage throughout the park
(with a constant power, an increase in
amperage will drive voltage down).

• Higher likelihood of an unbalanced
load in your park.

Consider, too, that motorhomes built
for 30-amp service use a single hot wire
from the incoming power to the pedestal.
If too many coaches are on the same hot
wire pulling maximum power, it creates
an unbalanced system. This causes your
distribution wires to heat up — and the
power company doesn’t like it, either. 

On the other hand, 50-amp coaches by
design are not prone to an unbalanced
load. When building a 50-amp park,
many operators will alternate the hot
wires from pedestal to pedestal in the
loop — but if 30-amp-coach customers
are placed at every other site, you now
have defeated the design to spread the 30-
amp coaches over the two incoming hot
wires. That heavily loaded hot wire will
probably experience a low voltage
throughout your park — and your 
30-amp and 50-amp customers alike will
complain of ‘bad’ voltage. You can moni-
tor your load balance by having your 
electrician use a clamp on amp meter. 

Finally, we also see increased electrical
consumption caused by the greater use of
electric motors. Pool pumps, air condi-
tioners, freezers and coolers, etc. — as
well as the additional electric motors on
your customers’ coaches — all combine to
create a lower power factor. A low power
factor means that additional amperage is
drawn through your power meter that
doesn’t do actual work like pumping
water or cooling the ice cream. Fortu-
nately, the overall amperage seen by your
park can be reduced by properly installing
Power Factor Correction devices (which
I’ll explain in detail in a later article).

This brings us back to the code. Be-
cause the 50-amp calculation already re-
duces the available power coupled with
the problems seen with 30-amp coaches
and the additional amperage from a low
power factor, I propose we change our
power-budget calculations to put in place
a larger infrastructure in our RV parks.
The simplest first step is to change the
NEC calculation from 9,600 VA to
12,000 VA for 50-amp sites. This will re-
sult either in larger wire in your loops or
fewer sites on each loop. The alternative
is an inflexible infrastructure in the
ground — and complaints from your
customers of low voltage.

Wade Elliott is the President and
Founder of Utility Supply Group. Wade
sits on the National Electric Code Panel
that determines electric requirements for
RV Parks. He may be contacted at 800-
800-2811 or wade@go-usg.com. WCM

Wade
Elliott

Now Is the Time to Increase 
RV Campground Infrastructure

Many RV Parks are experiencing a dra-
matic increase in electrical usage by their
campers over the past few years. This is
due to a number of known reasons —
and a handful of less-obvious factors. The
known factors are:

• More 50-amp coaches.
• More electrical devices on the aver-

age coach.
• More luxury coaches — and their

electrical devices (example, electric radi-
ant floor heat).

• The move from gas to electric
heaters and water heaters.

The less-obvious electric problems in
RV parks designed for 50 amps seem to
manifest themselves with the 30-amp re-
ceptacle. Furthermore, 30-amp coaches
are following the same trends as 50-amp
coaches and we find many more standard
appliances and devices on these coaches. 

Consider: two decades ago a 30-amp
RV used an average of 19 amps. Electrical
manufacturers, code makers and en-
forcers and safety labs knew this — and
products and infrastructure were built ac-
cordingly. Today I would wager that the
average electrical usage of a 30-amp-
equipped RV is closer to the long-term
trip of the breaker feeding the receptacle
in the pedestal (the typical long term trip
is approximately 80% of the rating of the
breaker). 

If you have an RV park of 100 sites
built to code for 50-amp sites, the NEC
(National Electrical Code) calculations
say you would need a total amp budget
of approximately 1,720 amps. Now, fill
this park with 30-amp coaches and have
them use the maximum power (up to the
breaker tip point) and you have an addi-
tional 500 amps or more of current being
drawn (19 to 24 amps multiplied by 100
sites). While this scenario is hypotheti-
cal, it illustrates a possibility of an addi-
tional 30% more power required in your
park. Higher amps typically lead to lower
voltage, creating your own personal elec-
trical brownout.

So how can the calculation for 100
sites mean that the park only requires
1,720 amps? Four decades or so back a
study was conducted to determine the
calculation for 50-amp RV sites —and we
continue to use this calculation. Each 50-
amp site is allocated 9,600 Volt-Amperes
(VA). If you divide this number by the
voltage of a 50-amp circuit (240 volts),
your result is 40 amps. So our starting
point for a 50-amp system is already 10
amps behind. We further reduce this by a
demand factor (from the NEC) — the
premise of which is that the more loads
you have connected to a system, the
lower the likelihood that all of them will
be at maximum usage. For example, a
distribution center with 10 sites on it 
actually needs to have power available for
approximately 50% of the accumulative
total loads.

What problems are we seeing with 30-
amp service? We have seen an approxi-

www.checkboxsystems.net
www.airwaveadventurers.com
mailto:sales@airwaveadventurers.com
http://crs4rec.com
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been able to keep the company’s charita-
ble presence alive and well, from bidding
on auction items at campground associa-
tion shows to putting on a charity fishing
tournament. “We like to support the indus-
try, and we like to give back,” he said.
Here are a few other players in the

campground store business:
• Wilcor Outdoors
Part of Wilcor International Inc. of

Frankfort, N.Y., Wilcor Outdoors is the
largest player in the campground store
supplier business.
While the Corrigan family has been in

business since 1887, that business has
changed over the years. Today they tout
themselves as distributors and importers
of camping gear, gifts and summer prod-
ucts with a marketing eye toward being
No. 1 in vacation products. “Wilcor Inter-
national Inc. has grown into the No. 1 sup-
plier to the vacation industry with the
largest variety of products from one
source,” according to the company.
Wilcor touts between 5,000 and 6,000

products in 30 categories, and sells to
2,500 parks. Where else are you going to
find more than a dozen walking stick op-
tions? Everything from Antler-themed gifts
to candy, from tarps to insect repellent,
from RV toilet paper to Halloween items,
Wilcor supplies it.
One of the company’s big selling points

is some 1,500 items designed and manu-
factured exclusively for Wilcor (800-346-
2345, www.wilcor.net), which maintains a
big presence at camping-industry trade
shows.

• Sunland Specialties
Serving the North American camp-

ground industry since 1985, Sunland Spe-

cialties of Upland, Calif., serves camp-
ground stores with “products that
campers will find useful, fun and conven-
ient,” with an eye toward high-demand
products with quick turnover, according to
their website. (Sunland leaders didn't 
return phone calls to WCM.)
“We understand for a general store to

be successful it must stock high quality,
popular merchandise at a reasonable
price and never run out of inventory,” 
explains the site. “After all, if products
aren’t on the shelf, the store can’t make a
sale.” Sunland claims several other ad-
vantages, as well, including one-stop
shopping, no minimums, freight discounts,
various ordering methods and a satisfac-
tion guarantee.
From paper to cardboard boxes to pal-

lets, Sunland (800-473-5805, www.sun
landspecialties.com) lays out its “green”
initiatives on the company’s website.

• Camco Manufacturing
Camco Manufacturing Inc. of Greens-

boro, N.C., offers more than 3,000 prod-
ucts, according to CEO Don Caine, though
they cover a variety of markets beyond
camping and RVs, with products for the
marine and hardware industries, too.
Among their offerings, Camco markets

store displays for “camping essentials”
and “grilling essentials,” as well as 
options for housewares, RV parts and 
accessories, all of which can go into
campground stores.
Camco (800-334-2004, www.camco.net)

also offers RV power accessories and
heated drinking water hoses to prevent
freezing, National RV Sales Manager Je-
remy Godwin told WCM, adding that
Camco’s products are also available
through some of the distributors above.—
Justin Leighty   WCM

Campground Suppliers —from page 14

getting a toll-free phone number in the
1980s or adding rental cabins in the 1990s.”

Not only did the conference mark a big
year for the NCA, but it’s also a big year for
Zbierski. She just took over the leadership
of NCA, though she’s no stranger to the 
organization. Her father, David Tetrault,
retired a few months ago after 23 years lead-
ing the group.

During a conference luncheon, Zbierski
told hundreds of attendees that “the things
that go on in your campgrounds for the
most part ignore state lines.”

She praised the show attendees, saying,
“you are here to make your business better, to
learn from each other and from the seminars.”

At the hours-long auction March 21 —
which included no shortage of laughs, as
well as remembrances of long-time auction
(and NCA and industry) supporter Dick
Hartford, who died in October — the group
raised more than $22,000 to support the 
association, nearly double last year’s total.

The seminars covered a wide range of top-
ics, from electrical to water, from social media
to financial planning to estate planning.

Zbierski said that when planning this year’s
seminars, she looked back to those from the
very first conference, and “it’s amazing to me
how much hasn’t changed. We’re still needing
to talk about the same topics. The details
change, but the topics they discuseed in ’65
are still so important: How to deal with 
customers, recreation, site sizes,” she said.

NCA is a regional group made up of the
associations from Massachusetts, Maine,
Connecticut, Vermont, Pennsylvania, New
Hampshire, New Jersey, New York and
Maryland, with 1,092 members. As Zbierski
noted, “NCA is here for us to work together
on projects the states couldn’t do.” WCM

NCA Conference —from page 3

www.rmsnorthamerica.com
www.raindeck.com
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GUEST VIEW

ways we try to stand out in serving cus-
tomers. Along the way, I offered the first
four of eight essential tips we employ to
create exemplary customer service: (1)
Answer your phone, (2) Don’t make
promises unless you will keep them, (3)
Listen to your customers and, (4) Deal
with complaints.

Now I have the four more key tips:
Be helpful — even if there’s no im-

mediate profit in it. In my office we

keep things like hose washers and auto-
motive fuses under the front counter. I
buy them on sale and in huge quantities.
When a person asks if I have hose wash-
ers, I give him two so he’ll always have
an extra. And, when they ask how much,
I tell them no charge — then I offer them
a free cup of coffee. Most often they then
look around the store and buy some-
thing else, like a new sewer hose. 

They came in wanting a 25-cent item
— and spent more than $35. Why?
Good customer service.

Train your staff  (or train yourself)
to always be helpful, courteous and
knowledgeable.Do the training yourself
or hire a trainer. Talk to your staff about
good customer service and what it is
(and isn’t) on a regular basis. Take the
time to listen to how your staff deals
with customers, then discuss how you
might have done things differently — or
praise them if they are doing a great job.
Most importantly, give every member of
your staff enough information and
power to make those small customer-
pleasing decisions.

I do not always agree with how my
staff handles things and I may ask them
to do it a different way the next time, but
I always back what they did and thank
them for turning a problem into a good
customer-service issue.

Take the extra step. If someone
walks into your store and asks you to
help them find something, don’t just say,
“It’s in aisle 3.” Lead the customer to the
item. Better yet, wait and see if he has
questions about it, or other needs. What-
ever the extra step may be, take it. The
customer may not say anything to you,
but people notice when people make an
extra effort — and they tell others.

Throw in something extra.Whether
it’s a coupon for a future discount, addi-
tional information on how to use the

product, or just a genuine smile, people
love to get more than they thought they
were getting. A gesture doesn’t have to
be large to be effective. 

If someone asks for directions to a
local store, restaurant or tourist location,
take the time to draw them a simple map
or, better yet, keep a good supply of local
maps — often free from your local
chamber — and use highlighter to show
the direction.

If you apply these eight simple rules
consistently, your business will become
known for its excellent customer serv-
ice. And the best part? Over time it will
bring in more new customers than sales 
promotions and price slashing. 

An Example of ‘Going the 
Extra Mile’ — Literally

Is your park in an area without taxi,
bus or trolley service? Ours is — so we
offer a shuttle. In fact, we are now on
our fourth customer-courtesy vehicle. 

You would never imagine the look on
customers’ faces when they ask where to
locate a taxi or where they can rent a car.
We tell them we can call a taxi (very 
expensive) or they can rent a car — but
we will gladly take them. All they usu-
ally want to do is go to the beach, to the 
theatre down the street, or to the super-
market. Or, maybe they want to go 
out to dinner at a nice restaurant or 
simply shop in town and take in the
sights. We not only drop them off for
dinner, but we will make their reserva-
tions for them on the spot and do our
best to get them a special table with a
fantastic view.  

Then, too, being located in Kenne-
bunkport, Maine, 99% of our first-time
customers ask the same things upon ar-
rival: Where is President Bush’s house
and where can we find a restaurant to
have some lobster?

Of course we quickly tell them it will
cost about $35 each for a little 1¼
pound hard-shell creature — unless they
want to know how locals eat “lobstah.”
I explain about soft-shell lobsters and
how they can place an order in our office
any morning by 10:30 and we deliver
them right to their site each night, hot,
steaming and ready to eat. And, they can
get six for around $36.

When I roll up with the old “Lobstah
Express” (that’s what it says on top of
the cooler in the back of my van) and
they ask “How much do I owe you?” I
answer, “Eat, they are hot. Enjoy your-
selves, pay me later when you are going
by the office.” It’s goodwill — and it gets
them back in the store. 

And we don’t ever accept tips. This is
what customer service is all about.
When they insist I tell them they can do-
nate to the kids with cancer fund — and
they always do.

David L. Berg has for the past 16
years owned and operated the Red Apple
Campground in Kennebunkport, Maine,
and currently serves on the Maine Camp-
ground Owners Association (MECOA)
Board of Directors. He also represents
MECOA on the Northeast Campground
Owners (NCA) Board of Directors, 
and previously served nine years on 
the National Association of RV Parks 
and Campgrounds (ARVC) Board of 
Directors. you can reach him at reda
ple@roadrunner.com. WCM

David
Berg

More Tips to ‘Wow’ Your Guests With Top Service

Last month in Woodall’s Campground
Management, I talked about our Red
Apple Campground and some of the

www.hialeahmeter.com
www.largestrvshow.com


VENDORSCAPES

Turtle Plastics in Cleveland, Ohio, was
founded nearly 35 years ago by lifelong 
environmentalist Tom Norton— a member
of Greenpeace, the Sierra Club and the
Cousteau Society — with an eco-conscious
mission to make and market products from
materials that would otherwise be 
landfilled. 

Today, Turtle Plastics introduces Step
Dry, floor tiles for campgrounds made 
entirely of recycled landfill-bound PVC. 

Chuck Norton, Tom’s brother and CFO
of Turtle Plastics, said Step Dry’s waffle-grid
structure allows debris and water to flow
through them so the tiles and floor 
remain free of residue and mold-promoting
moisture, making them ideal for showers,
locker rooms, laundry rooms and anywhere
there’s water. Campgrounds have also 

used Step Dry
in more un-
e x p e c t e d
venues like
shuffleboard
courts and
h o r s e s h o e
pits. 

“ P e o p l e
come to us

and say, ‘Look how I used your product.’ It
always surprises us,” he commented. “Park
owners have also told us that our tile is con-
siderably more comfortable to bare feet than
others.” 

Wherever they may put their Step Dry
tiles, said Chuck Norton, everyone enjoys
how simple the interlocking tabs make
them to install. 

“One thing small business owners really
like about it is that you don’t need a con-
tractor to put it in,” he explained. “Pretty
much anybody can just take a rubber mallet
and lay this down.”

Turtle Plastics also offers solid ¾-inch
flexible vinyl tiles for places like cracks that
have appeared in poolside concrete. Trying
to fix those cracks is “just a nightmare” for
park operators, Chuck Norton said, but the
tiles help make their pool areas “aestheti-
cally nicer, and obviously safer in any slip-
and-fall areas.” 

Carpeted tiles are made of carpet seconds
that would also be landfill fodder. “It’s a
very aggressive scraper carpet tile that we
sell to a lot of big box stores for their entry-
ways,” he said. “It works great in camp-
grounds at the front office, but also at places
like arcades. The kids unknowingly clean
their feet on it by the time they get inside.”    

The company also makes solid tiles that
campgrounds use for places like fitness
rooms, handicapped ramps and even
wooden decks.

“If you have an old deck and it just does-

n’t look good, putting sealer on it or paint-
ing it is a kind of a hassle, so a lot of times
people will take the dark brown or tan tiles
and put that on the deck,” Chuck Norton
explained. 

While recycled-material products
abound, this one is distinctly different in
that Turtle Plastics has a buy-back program
wherein they repurchase Step Dry from 
customers who want to replace it so it can
be recycled again.

“The beauty of plastic is that, unlike rub-
ber, you can recycle it repeatedly. The poly-
mer is such that you can grind it, pelletize
it, put it back into the mold and use it
again,” he explained. 

For more information, visit turtleplas-
tics.com or contact campground distribu-
tion coordinator Jeff Hoffman at
mhd97jh@gmail.com or (419) 656-1921.

* * * * *
The Map Squad takes park maps to a

new level with 3D renderings and interac-
tive digital maps that work to illustrate what
it’s like to really be there. Owners Ryan
Johnson and Julie Lodge said more artisti-
cally appealing maps are increasingly gain-
ing popularity, especially when used as
digital marketing tools.

“Our interactive online versions give po-
tential customers a real ‘on-the-ground’ feel
for each individual campground,” said
Johnson. Interactive elements can include
photos and information that appear while
hovering over amenities or campsites, 
or even the ability to reserve a specific
campsite by clicking on it. 

Johnson said park operators are utilizing
the strengths of both print and digital ver-
sions to create a greater combined impact
on their target audience.

“A campground map is no longer some-
thing that is just used to get a guest to their
campsite from the front desk. It’s becoming

an important marketing piece that allows
the owner to attract customers, whether be
a tri-fold brochure or an interactive map on
their website,” he explained. “The response
has been awesome and our customers love
how their new colorful maps really reflect
their property.”

For more information about The Map
Squad and to view samples of 2D and 3D
print and interactive digital maps, visit
www.themapsquad.com; or contact them 
at findus@themapsquad.com or (509) 
293-3997. 

* * * * *
Chris Weyandt had a beef with cook-

ware sets for avid outdoorsmen like him-

Turtle Plastics’ Step Dry is available in seg-
ments that can cover pool areas and the like.

The Map Squad’s 3D rendering of Gateway
Park Campground
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New Products to Market Your
Park, Feed and Entertain Guests

VendorScapes – continued on page 30
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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!

Heavy Duty 
American Made 

Campground 
Equipment

P.O. Box 85 • Chadwick, IL 61014
Sales@Chadwickmfg.com

Call toll free or
visit our website 

to receive a 
free catalog.

Picnic table frames,
fire rings & grills at
competitive prices.

800.732.4602
www.Chadwickmfg.com

Chadwick_AD_120110:Layout 1  12/1/10  11:
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self: They were lightweight and compact
enough, but their utility was lacking.
“What’s been missing is a safe, reliable way
to position pots and pans over a compact
stove or a wood fire,” he said, so he
founded SlatWorx LLC and designed the
SlatGrill and SlatGrate systems. Each kit
folds flat and fits into a slender zippered
bag until it’s ready to be assembled into a
structure that can support 50 to 100
pounds of cookware and food. 

With only three parts — legs, slats and
rails — the kits can be assembled in min-
utes, Weyandt said. All parts are notched
and connect somewhat like flat Lincoln
Logs, working interchangeably with pieces
from all other kits to create multiple con-
figurations that are compatible with most
single-burner butane, propane, alcohol or
white-gas stoves. “The whole system is de-
signed for maximum flexibility,” said
Weyandt.

SlatGrate components are made of the
same 304 stainless steel used in industrial
ovens, and kits — Mini, Griddle or Deluxe
— retail from $29.95 to $49.95. SlatGrill
sets are available in stainless steel ($89.95)
or ultra-light titanium ($199.95). All prod-
ucts are made in the USA and carry a life-
time satisfaction guarantee. 

For more information, visit www.Slat-
Grills.com; or contact Weyandt at (866)
554-4825 or chris.weyandt@slatgrills.com.

* * * * *
What started as a family project has be-

come a business venture for B.J. Wilke of
Hanover, Penn. He wanted a barrel train to
use on his home property for the small fry

in his family, but he wasn’t sold on the
safety of some “behind-the-barn” versions
he’d seen. So he used the CNC laser cutter
equipment at his machine shop, Wilke En-
ginuity, to make his own — and the sight
of it literally stopped traffic.

“People who were passing by would

VendorScapes —from page 29

Barrel Train “cars” are built or recycled plas-
tic and have a rated capacity of 300 pounds

pull over when they saw me driving it
around,” he said. “From that, I could see
there was interest out there.” 

Wilke decided to test his design in the
market with 20 cars, which sold in three
weeks. He made 50 more, which were gone
in another month. He doubled the batch
again and has sold half of those already. 

Both hardy and eco-conscious, the
train’s heavy-duty, powder-coat-finished
frames are rated for up to 300 pounds and
the barrel cars — made of recycled plastic
and using repurposed elementary school
seats — contain safety belts and steering
wheels and are linked with stainless-steel
hardware. 

Wilke attributes the Wilke Barrel Train’s
popularity to the professionally engineered
design he had safety-approved for public
use, a factor he said campgrounds must
consider to avoid fines and penalties from
a state inspector. 

“Our state inspectors have seen lots of
barrel train designs, but when they took a
look at our blueprints, they said, ‘Finally,
somebody has done the barrel train right!’”
Wilke related. 

For more information on Wilke Enginu-
ity’s motorized and pull-along Barrel
Trains, visit www.wilkelaser.com or con-
tact Wilke at bjw@wilkelaser.com or (800)
936-6201. WCM

park models, manufactured homes and RV
sites and holds many activities within the
resort, such as arts and crafts, jamborees,
golf, and bowling. 

“Tampa East is fortunate to have three
major events in the area during the peak

Good Winter —from page 21

Tampa East relies on its snowbirds and prox-
imity to events to keep full over the winter.

season: the RV show in January, the Florida
State Fair in February and, of course the
Strawberry Festival in March. All three
events are within seven miles of the resort,”
she said.

“Like any business in Florida, snow-
birds are important to all of us,” said Far-
num. “They are a very important part of
our family at Tampa East and we look for-
ward to their return each season.” —
Danielle Bova  WCM

SlatGrill and SlatGrate systems can support
50  to 100 pounds of food

www.chadwickmfg.com
www.rmsnorthamerica.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

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

“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

CAMPGROUND INVESTMENT OPPORTUNITIES

QUALIFIED BUYERSWANTED!!
Florida RV Resorts, Campgrounds and Mobile Home Communities

* motivated sellers           * owner financing

www.FortuneRealEstate.com  •  941-755-1339

11 Income Producing Properties starting at $445,000

Fortune Real Estate
Contact the expert “FLORIDA SPECIALISTS”

www.parkbrokerage.com
www.campgroundsforsale.com
www.koa.com/picachotucsonkoa
www.campgroundbrokers.com
www.buyacampground.com
mailto:don@buyacampground.com
http://parksandplaces.com


CALENDAR OF EVENTS

APRIL

4-6: Colorado Campground & 
Lodge Owners Association 
2014 Rocky Mountain 
Campground Conference
Rocky Mountain Park Inn
Estes Park, Colo.
Register: https://civicamanagement.
wufoo.com/forms/rocky-mountain-
campground-convention-exposition/

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

8-9 Ilinois Campground 
Association State Meeting
Crazy Horse Campground
Ashland, Ill.
Contact: Andy Egolf 
(217) 883-1188

22-24: Arizona Association 
of RV Parks & Campgrounds 
Convention & Trade Show
Cliff Castle Casino-Hotel, 
Camp Verde, Ariz.
Contact: Jo Ann Mickelson, 
(602) 403-6196
arizonaarvc@aol.com

27-29 Texas Association of 
Campground Owners Spring 
Meeting and Trade Show
Inn of the Hills and Guadalupe 
River RV Resort
Kerrillville, Texas
Contact: 877-343-9397

MAY

5-7: Florida/Alabama Association 
of RV Parks & Campgrounds 
Conference
Embassy Suites Destin-Miramar Beach
and Camp Gulf RV Resort
Destin, Fla.
Contact: (850) 562-7151

SEPTEMBER

8-14: America’s Largest RV Show 
Industry days: Sept. 8-9
Public days: Sept. 10-14
Giant Center
Hershey, Penn. 
Contact: (888) 303-2887
www.largestRVshow.com

OCTOBER

10-19: 62nd Annual California 
RV Show (featuring Campgrounds) 
LA Fairplex
Pomona, Calif. 
Contact:http://calarvc.com/pdf/2014%
20RVIA%20Show%20App.pdf WCM
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Manufacturers of Quality Recreation FUNniture

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

2061 Sulphur Springs Rd
Morristown, TN 37813

ARVC Announces Payment 
Processing Discount

The National Association of RV Parks
& Campgrounds (ARVC) has announced a
new member benefit with payment pro-
cessing company First Data, a deal which
can save private park operators thou-
sands of dollars in credit card processing
fees, according to ARVC.
“We think this is going to be a highly

sought-after member benefit because
First Data will work directly with camp-
ground operators to develop a program
that best suits their credit and debit 
processing needs while saving them
money,” said Paul Bambei, ARVC’s presi-
dent and CEO.
First Data is providing ARVC members

reduced rates on face-to-face retail trans-
actions, Spend Trend analyses and ATM
terminals. The company is also offering
ARVC members a Platinum Service Pack-
age for reduced rates that includes 
enhanced statements; a customer Spend
Trend analysis; 24/7 access to transaction
data; alerts; and a tool to offer coupons
and discounts to park customers. ATM 
terminals are also available at a reduced
rate. WCM

http://www.go-usg.com
www.hireaworkamper.com
www.rmsnorthamerica.com

