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Watching the news clips go by as we do on a daily basis at
WOODALLSCM.COM and RVBUSINESS.com, we’ve noticed an in-
triguing and rather bothersome trend in the mindset of many news
organizations and, presumably, the American public with regard to
the perception and reality of an “RV park” or “campground.”

Much of it — but not all of it — is a result of the nation’s search
for viable energy sources and the scramble for sources of cheap nat-
ural gas in places where legions of workers chasing fairly lucrative
jobs converge on projects in a wide variety of locales from Missis-
sippi to Louisiana, North Dakota, West Virginia and beyond and
stay — at least temporarily — in “RV parks” and “campgrounds”
set up strictly to service a specific construction project or fracking

operation. When the project’s done, they disperse to the four corners of the earth and the “park”
itself most likely reverts to some alternate use and life, in as sense, goes on.

Of course, these construction and oil industry workers have a right as freewheeling Americans
to chase their career dreams wherever they legally can in boats, trains and RVs. But the overriding
concern from our end is that the general public may latch on to the (mis)perception that these
erstwhile shantytowns are the real deal — professionally operated parks and resorts established
by legions of committed park operators who have, in many cases, invested their life savings in
businesses created to provide a recreational respite. They provide R&R if you will for millions of
Americans intent on getting away from their workaday worlds.

Now that, in my mind, is a long way from the “RV parks” that have been popping up recently —
for instance, in Mississippi’s Kemper County to service some of the 6,500 to 7,000 coal-plant work-
ers who need a functional place to park their rigs for the time being. You see, apartments, houses
and even hotels have filled up with coal-plant workers around Kemper County over the past few
years, and one of the results is a bare-bones place like the Moscow RV Park— no offense, but not
the kind of place you want to take the kids for a weekend outing. No Jumping Pillows here.

“They can take their camper; they move from one project like this to another,” a co-owner of
Moscow Park told TV station WTOK. “And rather than going in and trying to find motels or
something that is not there, they have their own site, their own house that they just take with
them from one site to another.”

That said, let’s just hope the American public — in a public relations sense — is able to tell
the difference between a virtual shantytown for temporary workers where towable RVs are lined
up like FEMA trailers in a treeless lot and the actual RV parks and campgrounds set up to service
the recreational pursuits of the American camper. WCM

Temporary Worker Parks Send Mixed PR Signals
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Anyone who’s spent time in the camp-
ground and RV park industry has seen
the trend of more and more companies
showing active — and growing — inter-
est in the industry. Whether it's hotel-in-
dustry veterans starting a new RV park
franchise network (most recently Cruise
Inn), hotel-software companies coming
into the industry with reservation and
management software (most recently
Frontdesk Anywhere) or major compa-
nies shifting even more into RV parks
from the manufactured-housing-commu-
nity space, the landscape is changing.

There’s also at least some “clustering”
growing in RV parks and campgrounds,

be it ownership or well-established fran-
chises. As seen in their annual reports,
major real-estate/manufactured-housing
players Michigan-based Sun Communi-
ties Inc. and Equity LifeStyle Properties
Inc. (ELS) of Chicago aren’t slowing the
pace of acquiring RV parks.

Sun Communities acquired six RV
parks between November 2013 and 
February of this year. By comparison, the
company added only one manufactured-
housing community. It spent $146.8 mil-
lion on those seven properties, with 
the RV parks in New York, California,
Maryland and New Jersey, according to

Sun Communities, Equity Lifestyle 
Properties Continue Park Acquisitions

WACO Convention Brings A Lot To Upper Midwest

presentation from Jason Soltis walking 
attendees through the new ARVC Advant-
Edge program by the National Association
of RV Parks and Campgrounds (ARVC), a
software tool that allows owners to anony-
mously compare their properties to compa-
rable RV parks and campgrounds to see
how they size up. 
Some emphasis on marketing was man-

ifested through several seminars covering
newer Internet-related channels of 
communication, such as social media and
blogging and responding to online reviews,
as well as taking advantage of existing 
resources owners may not have known
they had, like the Wisconsin Department of
Tourism’s communication services and 
co-op advertising. Still others addressed

Carefree Event Raises More
Than $15,000 For Charity

More than 1,200 people gathered at
Sun N Fun Air Museum in Lakeland,
Fla., to watch contestants from 28 Care-
free RV Resorts and manufactured
home communities across Florida com-
pete in the company’s third-annual
snowbird talent competition, according
to Carefree.

Darryl Waldecker and Bob Warnke
of Waters Edge Resort in Zephyrhills,
Fla., took home the first-place honors, a
$5,000 grand prize for their interpreta-
tion of “Somewhere over the Rainbow.”
Returning for the second year was Glenn
Gillespie of Daytona Beach who took
home the second-place $500 Visa gift
card and a two-night stay at the Pelican
Motel in Marathon, Fla. He won second
place at the first Carefree’s Got Talent
competition in 2012. Alain Lapointe,
from Marco Naples, and Stacy Harts-
field from Big Tree, tied for third place
and received $250 Visa gift cards. Kevin
Botelho was the recipient of a new
award this year known as the Spirit of
Carefree. Kevin wowed the judges with
his patriotic rendition of Toby Keith’s
“American Soldier.”

This year’s Carefree’s Got Talent was
also the first time Carefree teamed up
with the Disabled American Veterans
(DAV) Foundation. Carefree donated
$5,000 of sponsorship funds to the DAV,
then matched that for a total of $10,000.
During the event, Carefree also collected
an additional $1,344 for the DAV 
from attendees. Carefree CEO David
Napp and President Colleen Edwards
and Bobby Jacobsen, president of 
park model manufacturer Jacobsen
Homes, each offered matching dona-
tions, making the grand total raised
$15,376 for the day. WCM

using good-sense business practices in
any method of communication, reminding
business owners to stay cool and exude
professionalism at all times — especially in
online venues, where everything said has
a larger audience and more permanence.
“I believe this year’s WACO convention

was the best it’s ever been. Particularly I
felt like the education was second-to-none.
We had more seminars with better content
than ever before,” said Adam Malsack,
owner and general manager of Lake 
Arrowhead Campground in Montelli, Wis. 
Malsack’s sentiments were reinforced

in after-session surveys filled out by atten-
dees and tabulated by show coordinators.
“We know we are on the right track with
the seminars we offered this year. Our 
collective average rating for all the courses
was 4.56 out of 5, so we were thrilled with
that,” said Severson. “We have worked
hard to make the classes worthwhile for
our participants.” 
Valuable content wasn’t restricted to

formal presentations; park operators also
dished it out and ate it up during the
cracker barrel session and “Best Idea”
submissions, during which campground
owners asked questions and advised each
other on subjects including food service,
advertising, monitoring and billing electric-
ity usage, online reservation software pro-
grams and using specific campsite photos
on park websites. 
The Best Idea contest winner came from

Pete Hagen of Pride of America Camp-
ground in Pardeeville, Wis., who told col-
leagues they could ditch their “wads of
keys” in favor of an iButton Lock system. By
replacing locks on each main building with
a programmable iButton Lock, Hagen con-
trols which doors can be opened by whose
keys — employees and vendors alike —
and can even restrict the times and days
those keys will work. He fielded several
questions about the system, available at
WACO Convention – continued on page 22

‘We know we are on the right track with the seminars we
offered this year. Our (post-event) collective average rating
for all the courses was 4.56 out of 5, so we were thrilled
with that,’ said WACO Executive Director Lori Severson.

Judy Butcha, past WACO president, pauses with Wisconsin Lt. Gov., WACO Executive Director
Lori Severson and WACO President Scott Kollock during the show.

When the Colorado Campground & Lodg-
ing Owners Association (CCLOA)met in April,
it was a gathering of a hard-hit industry with
a backdrop of one of the hardest-hit parts of
the state.
Last year, two different types of natural

disasters slammed Colorado and severely 
affected many in the campground industry. 
First, no less than 12 different wildfires in

June and July destroyed more than 160,000
acres, including the Black Forest fire near
Colorado Springs which killed two people

and destroyed more than 500 homes, making
it the most destructive wildfire in Colorado
history. Drought conditions allowed the wild-
fires to spread quickly. 
Then, in mid-September, the densely pop-

ulated central part of the state along the Front
Range of the Rockies — starting in Colorado
Springs and north to Ft. Collins, with Denver
and Boulder in between — was pounded
with the worst rainfall in the state’s history.
Officials recorded a one-week storm total of

Tim Richardson was the keynote speaker at the 2014 Rocky Mountain Conference & Exposition,
hosted by the Colorado Campground & Lodging Owners Association.

Sun Communities acquired Castaways RV Resort and Campground in Berlin, Maryland, in January.

If there’s a burgeoning “can’t-miss”
event in the campground industry, it’s the
annual show and convention for the Wis-
consin Association of Campground Own-
ers (WACO) at the Holiday Inn Hotel &
Convention Center in Stevens Point, Wis.,
held March 12-16 this year.
According to WACO Executive Director

Lori Severson, this year’s event, themed
“CSI: Wisconsin” (Customer Service Inves-
tigation), saw more than 260 attendees 
representing 99 campgrounds taking ad-
vantage of five days’ worth of events and
seminars and a record-high 196 vendors. 
More than 50 seminars covered an 

expansive range of staff management,
equipment, service, front-office and legisla-
tive and regulatory issues — including a

CCLOA Conference – continued on page 23

Colorado Park Operators at CCLOA
Conference Rebound from Disasters

Park Acquisitions – continued on page 15
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Anaheim Resort RV Park and other Or-
ange County, Calif., RV parks and resorts
have seen a big boost in business following
the recent closure of Anaheim RV Village by
Disneyland.
“The loss of RV sites at Anaheim RV Vil-

lage has resulted in a sharp increase in de-
mand for our campsites,” said R. Vernon
Mangels, Anaheim Resort RV Park’s CEO.
Mangels, whose park bills itself at “Camp-

ing in Mickey’s Backyard,” also said in a writ-
ten announcement from the California
Association of RV Parks & Campgrounds
(CalARVC), “It’s no longer realistic for RVers
to show up at our park without a reservation
and expect to find a site, especially during our
high season.”

Newport Dunes Waterfront Resort & 
Marina in Newport Beach, Canyon RV Park
in Yorba Linda and Orangeland RV Park in 
Orange are also reporting an increase in
business as a result of the Anaheim RV 
Village closure.

“Our online and phone in reservations
have increased considerably,” said Larry Jor-
dan, office manager for Orangeland RV Park,
adding that his park has
also seen an increase in
monthly renters who pre-
viously stayed at Ana-
heim RV Village.
Disneyland recently

purchased Anaheim RV
Village and other adja-
cent land and plans to
convert the properties
into parking lots to ac-
commodate rising atten-
dance at Disney’s
California Adventure.
But the impact of the

closure has been most significant on Ana-
heim Resort RV Park because of its proximity
to the Disney parks.
Since the people who stay at Anaheim 

Resort RV Park are typically heading to 

Anaheim-Area RV Parks See A Boom 
After Closure Of Anaheim RV Village

RV Rental Tourism Big For 
Foreign Visitors To U.S.

KOA’s Campground Owners
Sign on for New Branding Effort

A total of 107 Kampgrounds of
America (KOA) campground owners
have already “taken the leap” and
adopted one of KOA’s three new brand
positions, the Billings, Mont.-based
company announced in mid-March.

The newly branded campgrounds
are identified by one of three new
brands — KOA Journey, KOA Holiday
and KOA Resort — in the 2014 KOA
Directory, which is now available free
to campers throughout North America.

These descriptive words are being
added to some KOA locations to help
define the camping experience and bet-
ter match camper expectations.
Campers will still see the welcoming
KOA yellow sign wherever their travels
take them, but there’s even more than
they may have imagined going on be-
hind these KOA Yellow signs.

KOA Journey
KOA Journey campgrounds are con-

veniently located near the highways
and byways of North America and are
waiting for campers after a long day on
the road, noted KOA. KOA Journeys
offer long pull-through sites that help
make setup fast and easy, have well-lit
after-hour check-in service, and offer a
robust line of RV supplies.

KOA Holiday
Whether campers are looking for a

base camp for exploring the area or a
fun place to stay with lots of activities,
KOA believes they are sure to love
KOA Holiday campgrounds. There’s
plenty to do at these KOAs, with
amenities and services to make any stay
memorable, whether it’s overnight or
for a longer stay. Each KOA Holiday
features full-service RV sites and KOA
Deluxe Cabins with bathrooms.

KOA Resort
KOA Resort campgrounds offer a

carefree vacation in the great outdoors
with plenty of patio RV sites and
Deluxe Cabins with linen service. KOA
Resorts also have an abundance of ac-
tivities led by dedicated recreation staff,
on-site food service, group meeting
space, and much more. KOA Resorts
are all a camper could want in a vaca-
tion destination – all in one place.

Additionally, each has free Wi-Fi,
premium tent sites, a KOA store and a
Kamp K9 pet park.

“With these
new brand posi-
tions, our camp-
grounds will be
better able to
meet the expec-
tations of all of
our campers, no
matter what kind
of camping trip

they have in mind,” said KOA Presi-
dent Pat Hittmeier. “We want to make
planning their next camping trip as
easy and fun as possible.”

There are 485 campgrounds in the
KOA network in North America. WCM

If one thing stood out to Mary Arlington
at the spring meeting of the Kansas Asso-
ciation of RV Parks and Campgrounds
(KARVC), it was the level of unity.
That was a breath of fresh air after a

few rocky years for the relatively small as-
sociation, said Arlington, KARVC’s exec-
utive director.

“Everybody got
it, everybody was
anxious, every-
body was ready to
go again. It was so
positive,” Arling-
ton told Woodall’s
C a m p g r o u n d
Management.
“This may be a

small association”
— they have 18
members at the

moment, with a couple more in the signup
process — “but they are a pumped and
determined group,” Arlington said.
The group has a simple goal: “KARVC

can make these park owners the best
darned park owners in Kansas. They’ll
know how to market better,” and the 
association will help their members from
behind the scenes.
At the March meeting, KARVC unani-

mously outlined those goals.
The board election also showed unity,

according to Arlington. KARVC member
Darrell Fenn, agreed. “I’ve never seen an
election like this in ARVC.”
The board consists of President Mark

Atkinson, manager of Walnut Grove RV
Park in Merriam; Vice President Shawn
Blackwell, manager of Kansas City Jelly-

stone Park in
Lawrence; Secre-
tary Charlie Rea-
sor of Capitol City
KOA in Topeka;
Treasurer Carolyn
Fenn of Four Sea-
sons RV Acres in
Salina; Board
Member Sheila
Wagner of USI RV
Park in Wichita;
Board Member

Jan Leonard of Eagle RV Park in Hugoton;
and Board Member Natalie Donges of
Deer Grove RV Park in El Dorado.
During the meeting, members also

heard reports from Arlington, from
Donges — who serves as the KARVC 
liason to Kansas organizations like the
Travel Industry Association of Kansas —
and from Jeff Sims, the National Associ-
ation of RV Parks & Campgrounds (ARVC)
director of state relations and program
advocacy.
Affiliation with ARVC was a big point

that kept coming up at the meeting, 
Arlington told WCM.
“Our members very clearly stated they

join us for the ARVC benefits; they need
ARVC.”
The group talked about enhancing their

participation in ARVC programs, and
about the possibility of teaming up with
other ARVC-affiliated state associations
for regional conventions, Arlington 
reported.
The members set next year’s meeting

for Feb. 24 at the Kansas City Jellystone
Park. WCM

Each year, more than 9 million people
that own recreational vehicles in the United
States hit the road for a vacation on wheels,
Examiner.com reported. They are joined by
tens of thousands more that rent RVs and this
constitutes a massive travel marketplace.

This market has forever been untapped
by domestic travel agents — but travel
agents located in other countries are doing
a brisk business selling RV travel packages
in the United States. Fully half “of our over-
all retail rental business comes from travel
agents,” said Joe Laing, director of market-
ing for El Monte RV. “But almost all of that
comes from travel agents in other countries.”

El Monte RV handles tens of thousands
of travel packages each year with a fleet of
about 2,000 rental RVs. Cruise America, 
El Monte’s largest competitor, has more 
than 4,000 RVs in their fleet. RV Rentals
Houston is also a big player in the market.

These three companies have travel-agent
programs and offer commissions. Travel
agents abroad take advantage of them but
U.S. travel agents have not noticed a huge
market that lives and breaths right in their
own back yard. “There’s no reason in 
the world why domestic travel agents 
couldn’t or shouldn’t be booking [RV
travel],” said Laing.

The main reason RV trips do not sell
that well domestically is domestic travelers
will only spend about a week at a time on
a trip. Travelers from countries such as
Japan, Korea, India, China and Germany
will rent for several weeks at a time, said
Laing. Another reason is domestic travel
agents make a significant commission from
motels — and a travel package involving
an RV generally does not require many
motel bookings. WCM

‘Determined’ Kansas Association
Comes Together in Show of Unity

Disneyland, Mangels has forged a partner-
ship to sell Disneyland tickets. “We’re the
only RV park that sells actual Disney tickets
on our property, which means our guests
don’t have to wait in long lines to get their
tickets,” Mangels said.
The 120-site park, which is less than a mile

from Disneyland, also has Anaheim Resort
Transit (ART) shuttle stop on their property,
which offers convenient transportation for RV
park guests to and from Disneyland and the
surrounding area.
Anaheim Resort RV Park is a top-rated

park, having received local and national
awards for its outstanding customer service
as well as its exceptional business achieve-
ments and contributions to Anaheim’s busi-
ness community, including the Trip Advisor
Certificate of Excellence award for the past
four years. It also earned an all-around “A”
grade in the sixth annual GuestRated.com

satisfaction survey of independent parks, the
third year in a row that the park received 
the rating, and, two years ago, was named
“Family-Owned Business of the Year” by the
Anaheim Chamber of Commerce.  WCM

Anaheim Resort RV Park has no trouble filling spots, especially after Disneyland bought
nearby Anaheim RV Village in order to create more parking for the amusement park.

The entrance sign at Anaheim Resort RV Park is welcoming even
more guests, though anyone without  a reservation is out of luck,
according to CEO R. Vernon Mangels.

Pat Hittmeier

Mary Arlington

Mark Atkinson

www.minigolfinc.com
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2014 Good Sam Directory Released,
New Roster of Top-Rated RV Parks

coveted rating published in campground di-
rectories today,” said Ann Emerson, vice
president and guide publisher. “Attaining a
perfect 10/10*/10 rating requires hard work,
dedicated investment and keen attention to
detail. These ratings are not easy to achieve,
and we applaud these parks, their owners
and staff for reaching this level of excel-
lence.”

Here’s a rundown of the top listed parks:
U.S.A.
Alabama: Lake Osprey RV Resorts, Elberta;

Bella Terra Of Gulf Shores; Windemere Cove RV
Resort, Langston; Heritage Motorcoach Resort &
Marina, Orange Beach.

Arizona: Distant Drums RV Resort, Camp
Verde; Palm Creek Golf & RV Resort, Casa
Grande Pueblo El Mirage Golf & RV Resort;
Mesa Spirit RV Resort; Desert Shadows RV Re-
sort, Phoenix; Desert’s Edge RV-The Purple Park,
Phoenix; Far Horizons Tucson Village RV Resort;
Lazydays RV Campground, Tucson; Rincon
Country East RV Resort, Rincon Country West
RV Resort, Tucson.

Arkansas: Ozarks RV Resort On Table Rock
Lake, Blue Eye; Catherine’s Landing At Hot
Springs.

California: The Springs At Borrego RV Resort
& Golf Course, Borrego Springs; Outdoor Resort
Palm Springs, Cathedral City; The Lakes RV &
Golf Resort, Chowchilla; Motorcoach Country
Club, Indio; Outdoor Resort Indio; Jackson
Rancheria RV Park; Redding Premier RV Resort.

Colorado: Tiger Run RV Resort, Brecken-
ridge; Mesa Verde RV Resort, Mesa Verde Na-
tional Park.

Connecticut: Aces High RV Park, East Lyme.
Florida: Outdoor Resorts/Chokoloskee Is-

land, Chokoloskee; Gulf Waters RV Resort, Fort
Myers Beach; Treasure Coast RV Resort, Fort
Pierce; River Bend Motorcoach Resort, La Belle;
Crystal Lake RV Resort, Naples; Signature Mo-
torcoach Resort At Naples; Emerald Coast RV
Beach Resort, Panama City Beach; The Great
Outdoors RV, Nature & Golf Resort, Titusville;
Vacation Inn Resort Of The Palm Beaches, West
Palm Beach; Williston Crossings RV Resort,
Williston.

Louisiana: Cajun Palms RV Resort, Breaux
Bridge Paragon Casino RV Resort, Marksville.

Maryland: Castaways RV Resort & Camp-
ground, Ocean City.

Massachusetts: Cape Cod Campresort &
Cabins, East Falmouth; Normandy Farms Fam-
ily Camping Resort, Foxboro; Pine Acres Family
Camping Resort, Oakham; Beach Rose RV Park,
Salisbury Beach.

Michigan: Signature Motorcoach Resort At
Bay Harbor; Vacation Station RV Resort, Luding-
ton; Little River Casino RV Park, Manistee; Silver
Creek RV Resort, Mears; Harbortown RV Resort,
Monroe; Soaring Eagle Hideaway RV Park,
Mount Pleasant; Hearthside Grove Motorcoach
Resort, Petoskey; South Haven Sunny Brook RV
Resort; Traverse Bay RV Resort, Traverse City.

Minnesota: Prairie View RV Park & Camp-
ground, Granite Falls; Grand Casino Hinckley
RV Resort.

Montana: Polson Motorcoach & RV Resort.
Nevada: Las Vegas RV Resort; LVM Resort,

Las Vegas Lakeside Casino & RV Resort,
Pahrump; Nevada Treasure RV Resort, Pahrump.

New Jersey: Seashore Campsites, Cape May.
New York: Chautauqua Lake KOA, De-

wittville; Skyway Camping Resort Inc, Ellenville;
Lake George RV Park; The Villages At Turning
Stone, Verona.

North Carolina:Mountain Falls Luxury Mo-
torcoach Resort, Lake Toxaway.

Ohio: Evergreen Park RV Resort, Mount
Eaton.

Oklahoma: Choctaw Casino Resort KOA,
Durant.

Oregon: Seven Feathers RV Resort,
Canyonville; Olde Stone Village RV Park,
McMinnville; Pacific Shores Motorcoach Resort,

The 2014 North American RV Travel
Guide & Campground Directory, the
print edition of which totals an impressive
1,690 pages, has been released and includes
a new roster of 2014’s “Top Rated RV
Parks.”

“Awarded perfect 10/10*/10 ratings,
these 101 RV parks and campgrounds fea-
ture the most-desired amenities, cleanest fa-
cilities and most-attractive properties and
locations,” stated a release from publisher
Good Sam Enterprises LLC, a sister divi-
sion of mega-RV-retailer Camping World
Inc. “Long considered the gold standard by
RVers, the ratings given to these top-rated
RV parks and campgrounds put them on
every RVers’ list of places to visit in 2014.”

A successor to the venerable Woodall’s
and Trailer Life directories that until two
years ago were a household word in the RV
park and campground industries, the com-
bined Guide features 13,500 parks and
more than 8,000 RV campgrounds and re-
sorts including 2,100-plus Good Sam Parks.

“The top rated RV parks and camp-
grounds have achieved the highest and most

Tents for Troops Network Adds Carefree, 
Nears 300 RV Parks in U.S. and Canada

Tents for Troops (T4T) announced in April
that Carefree RV Resorts of Scottsdale, Ariz.,
has joined the rapidly increasing roll of T4T
members and brought a further 28 RV resorts
— including 14 Canadian parks — into the 
organization’s philanthropic military camping
network. 
“It’s the biggest single-day addition to our

park roster we have ever seen,” said Charlie
Curry, the founder and driving force behind the
small 501c3 non-profit advocacy group based
in Castle Rock, Wash. Since its inception in
2010, T4T has offered active military, reservists
and their dependents complimentary camping
across America.
Founded as an expression of gratitude for

the sacrifices shouldered by America’s mili-
tary families in service of their country, Curry
has grown the T4T membership from a solitary
campground in the Evergreen State to a 292-
strong association of like-minded public and
private RV parks and campgrounds (offering 
a minimum of two free sites for two nights to
active military) that stretches from coast 
to coast.
The inclusion of select campgrounds from

Carefree RV Resorts — who own and operate
79 destination RV parks and manufactured
home communities across North America —
not only augments and strengthens the T4T
roster in Florida, Texas, North Carolina, New
Jersey, Massachusetts, and Arizona but also
provides the T4T network with Carefree RV
Resort locations in the province of Ontario,
Canada.
“We are very passionate about supporting

Good Sam Directory – continued on page 32

our troops and are so excited to be partnering
with T4T to offer active military a network of
great family friendly RV parks to choose from
for their next vacation,” said Colleen Edwards
of Carefree.
In another first, Carefree plans on extend-

ing T4T camping privileges to active members
of the Canadian armed forces, thus bringing a
long-standing U.S. ally into the Tents for Troops
fraternity. 
The current T4T line-up features RV parks,

resorts and campgrounds in 47 states —  
including the entire 60-strong Oregon State
Park network as well as franchisees from 
Yogi Bear’s Jellystone Park Camp-Resorts,
Kampgrounds of America (KOA) and RVC 
Outdoor Destinations.
For more information on Tents for Troops,

go to tentsfortroops.org or find them on
Facebook. WCM

KOA Adds Forest River To List Of ‘Deluxe Cabin’ Providers
Forest River Inc. of Elkhart, Ind., is the newest approved provider for KOA Deluxe Cabins,

according to Kampgrounds of America (KOA) Senior Business Development Consultant and
Cabin Program Manager Mike Atkinson.
“Adding Forest River to our line of approved cabin suppliers adds healthy competition and

increases the purchasing options for our campground owners, while maintaining the quality of
deluxe cabins being added to the KOA system,” Atkinson said.
Other approved deluxe cabin suppliers include Cavco Industries and General Coach

of Canada. Kampgrounds of America now has 2,200 KOA Deluxe Cabins — which include full
bathrooms and some kitchens — located at more than 334 KOAs in North America. WCM

www.campgroundmanager.com
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COVERSTORY

Grace and Good Work: What Giving Can Get 
While it is in no one’s power to wipe adversity from the
planet, these three organizations soften the blow, making
a difference by giving what they can, gracefully, in what-
ever manner possible — just like so many other generous
efforts in the campground and RV park industry
In today’s relentless 24-hour news cycle

we’re bombarded with stories of heartache,
misfortune, wrongs and causes. For some
these are more than news clips: They are re-
alities. Whether someone has been touched
by the matter at hand or simply feels for those
lives affected, the desire to eliminate suffer-
ing, bring comfort to others and make a dif-
ference is human nature. 
Known as a vigorous industry, outdoor

hospitality and recreation members have a
unique platform to get customers and those
they do business with involved in conquering
or at least lessening the blow of challenging
situations. While there are thousands of ways
campgrounds and RV parks across North
America reach out to help their communities,
this is a story of three prominent outdoor hos-
pitality and recreation organizations that
have found a way to work with groups and
causes that have the very real potential to af-
fect each of us — childhood cancer, animal
welfare and military families. 

Going to Camp
Cancer: Is there a more frightening word

in any language? Yet children the world over
face this disease with hope, grace, fear and,
sometimes, alienation. Being different is hard
enough. Being bald, thin and sickly only am-
plifies the fact that they are ill, striving to heal,
striving to feel normal, striving to fit in. Thanks
to the hard work, passion and commitment of
KOA Care Camps, KOA franchisees and cor-
porate parks and other generous donors,
children fighting cancer and their families
can enjoy a glimpse of life beyond this
dreaded disease. Care Camps lets them put
aside their illness to attend summer camp —
in the company of others that share and 

understand exactly what they are going
through. This time at camp allows them to
simply let go and be kids. Not kids touched by
cancer, just kids. 
Started in 1984, the KOA Care Camps Trust

was established by KOA owners with the spe-
cific intent of helping fund independent camp
operators that serve children diagnosed with
cancer and their families. In its first year the
trust raised $7,100. In 2013 that figure was
$550,000. To date, more than $5 million has
been collected to benefit kids with cancer. 
Funds are raised through a variety of

methods including the “Big Weekend” each
May where KOA campers pay for one night
and get the second night free (at participating
parks) and then have the opportunity to enjoy
activities and events whose proceeds are 

donated to the program.
Guests can also support
the program through
monetary donations at
the registration desk. Ad-
ditionally, parks host
fundraising events
throughout the camping
season — and the overall
results of these com-
bined efforts are stun-
ning. Nearly 54% of the
KOA Care Camps funding
came from the park level
in 2013. KOA has also had
great success in raising
funds at its annual conventions — especially
Auction Night, through individual and corpo-
rate donors and via a recently introduced
auto/RV/boat donation program.  

Wade Elliott, owner of Utility Supply
Group, sits on the KOA Care Camps Board of
Trustees as the secretary and reported that
KOA Care Camps had the opportunity to sup-
port 56 camps last year and is eager to aid all
89 participating camps. Many of the camps

have the ability to serve more children but
lack the funding. 
“Cancer camp directors seeking support

complete a grant application directly from the
website, www.KOACareCamps.org, by a mid-
April deadline. After committee review and
approval, camps can receive up to 10-15% of
their operating budget in funding, typically
paid out in late May to June,” said Elliott.
“The majority of the grants are used to cover
the costs of the children attending the camp
but a small portion may be earmarked for
capital improvements.” 
While the $550,000 figure is impressive, 

Elliott wants to add a zero — and is actively
pursuing that goal. “I’d love to grant $7 million
and, to that end, have been knocking on
doors at the RVIA (Recreation Vehicle Indus-
try Association) convention, working with
outdoor hospitality and recreation suppliers,
dealers, and more.” 
In an effort to provide the highest possible

funding for the camps and, in turn, the chil-
dren, corporate KOA is generously donating
a portion of their KOA Value Kard profits. “We
expect this piece of funding to cover all of our
administration expenses so every cent of
every dollar can go towards sending a kid to
camp,” said Elliott. 
KOA Care Camps is not the only organiza-

tion that provides financial support to cancer
care. Normandy Farms Family Camping 

Oncology camps have been funded since 1984 by KOA Care Camps.

KOA Care Camps give children with cancer the chance to get
away from their cares by gathering with other children who
know exactly what they’re going through.
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KOA Care Camps announced that during
the charity’s board of directors’ annual
meeting, Hope Perkinswas elected as the
group’s new chairperson, with Diane King
elected as vice chair and Wade Elliott as
secretary. In addition, Karen McAndrew
was appointed as the new executive direc-
tor of the charity, which raises funds to
send children and teens diagnosed with
cancer to specialized summer camps
throughout the U.S. and Canada.

Mike Groseclosewas also appointed to
the board as its executive committee mem-
ber at large, with John Downing re-
appointed as treasurer.

McAndrew and
her husband, Daniel
Parent, have been
the owner/operators
of Ontario’s Cardi-
nal/Ottawa South
KOA for the past eight
years. McAndrew re-
cently retired from
Ashbury College, a

private day/boarding school in Ottawa
where she served as director of finance
and operations, responsible for all aspects
of the school administration and finances,
including oversight of an annual budget of
$18 million. McAndrew was also responsi-
ble for human resources and supervision
of the physical plant, including more than
$20 million in new construction. She also
worked with the Ashbury College Founda-
tion overseeing an $8 million endowment
fund.
McAndrew and her husband are pas-

sionate about KOA Care Camps and ac-
tively spend time raising money for the

charity, according to
the announcement.
Perkins and her

late husband, Peter,
purchased the Mid-
dlebury, Ind., Kamp-
grounds of America
(KOA) campground in
June of 2002. Since
joining the KOA fam-

ily, Hope Perkins has been an avid sup-
porter of the KOA Care Camps cause,
especially after visiting Camp Special Days
in 2007. She has been committed to work-
ing behind the scenes to bring more
awareness to the organization, and joined
the board in 2009 following the loss of Peter
to cancer.
As board chair, Perkins said she plans

to continue to work with other members to
bring the charity to “the next level.” She
said her goal is to ensure that the organi-
zation will never have to turn away an on-
cology camp needing support and that
every child with cancer who wants to at-
tend summer camp will be able to do so.
She invites KOA owners, managers, part-
ners and campers to join in this ongoing 
effort.
Diane and Scott King have owned and

operated the Spring-
field/Route 66 KOA in
Springfield, Mo., for
the past 10 years.
Diane King has

been active in sup-
porting many causes
dear to her In addition
to KOA Care Camps,

she has been active in the Juvenile Dia-
betes Research Foundation (JDRF) as well
as the Boy Scouts of America, Greyhound
Pets of America and PTA. As a member of
the KOA Care Camps board, she said she is
driven to make a difference in the lives of
these children who have been diagnosed
with cancer.

Wade Elliott has
been a member of the
Care Camps board for
three years and is
one of the first non-
KOA franchisees
asked to join the
board. He is the
founder and owner of
Utility Supply Group

headquartered in Kingston, Wash., a lead-
ing supplier to the RV Resort and camp-
ground industry. Elliott also is a member of
the board of the National Association of RV
Parks & Campgrounds (ARVC).

Along with his
wife, Shirley, Mike
Groseclose has been
a part of the KOA or-
ganization for 18
years. For the last 11,
they have owned and
operated the Buck-
eye Lake/Columbus
East KOA in Buckeye

Lake, Ohio. Prior to purchasing their cur-
rent campground, they owned the Meridian
East Toomsuba KOA in Mississippi.
Mike was elected to the Owners Asso-

ciation Board of Directors in 1997 and to
the vice president position in 1999, the job
duties of which also meant assuming lead-
ership over the KOA Care Camps board. He
has been an active and enthusiastic mem-
ber of the board ever since.

John Downing is
the president of
Camelot Recreations
Inc., a family owned
and operated com-
pany managing the
Rock Island, Ill., KOA.
A former accountant
with nearly 20 years
of experience in the

RV park business, he has been an active
member of ARVC, the Illinois Campground
Association (ICA) and the Illinois KOA Own-
ers Association (IKOAO) holding positions
on the boards as president, vice president
and treasurer.
Downing also has more than 25 years of

experience on nonprofit boards. WCM

KOA Care Camps Announce New Leadership Roles

Hope Perkins

Karen McAndrew

Wade Elliott

Mike Groseclose

John Downing

Diane King

impossible,” Curry added. 
The future of T4T is looking extremely

bright as Curry works to develop an RV loaner
pilot program, is in the planning stages of an
all-volunteer military-base promotional tour
to spread the word about T4T and continues
to advocate free camping at U.S. national
parks for members of the military — a pro-
gram win that was achieved with the unre-
lenting perseverance of Curry and T4T. 

But for the Grace of God
Who hasn’t battled a demon of some sort?

Some may have nearly laid down their lives,
had their heart broken, their share of health
issues, or felt outraged by a story or situation.
The old adage “There but for the grace of
God go I,” is a phrase many subscribe to —
and a call to action. While it is in no one’s
power to wipe adversity from the planet,
these organizations soften the blow, making
a difference by giving what they can, grace-
fully, in whatever manner possible — just like
so many other generous efforts in the camp-
ground and RV park industry. —Evanne
Schmarder   WCM

Resort and the Daniels family in Foxboro,
Mass. have raised more than $135,000 for the
Dana-Farber Cancer Institute’s Jimmy Fund.
And, Beachcomber Camping Resort and
Holly Shores Campground, both in Cape May,
New Jersey, together have raised and given
a generous six-figure sum to Cape Regional
Medical Center over the years, most recently
to the Thomas and Claire Brodesser, Jr., 
Cancer Center Capital Campaign. 

No-Kill Compassion
Animal shelters can be dark, sad places.

Abandoned pets, wayward strays and four-
legged companions that can no longer be
cared for often find themselves in dire straits.
Their lives literally depend on the type of shel-
ter that they are taken into. 
According to the No Kill Advocacy Center,

“there are roughly three million dogs and cats
killed in U.S. shelters annually because they
lack a home, but about 23.5 million Americans
add a new dog or cat to their households
every year.” They suggest that America does
not have a “pet overpopulation” problem but
rather a market-share challenge. 
With the help of friends such as Texas Ad-

vertising, Operation Kindness, www.Opera-
tionKindness.org, in Carrollton, Texas, billed
as North Texas’ oldest and largest no-kill an-
imal shelter, rescues more than 3,000 dogs
and cats each year. 
Since 2011 Texas Advertising, through 

its AGS Guest Guide line of business, has 
donated a portion of tits guest guide ad sales
to Operation Kindness. In January 2014 the
company had an opportunity to tour the 
no-kill shelter and present a quarterly dona-

tion in the amount of $500 to the CEO, Jim
Hanophy. A number of staff members 
returned later in the month to volunteer their
time to the operation. 
In addition to supporting Operation Kind-

ness, AGS provides ad space to other chari-
table organizations when guest guide space
becomes available. 
“It’s a lot like a puzzle,” remarked Michael

Moore, Texas Advertising’s general manager.
“When we have an open spot we are more
than pleased to run an ad to draw attention
to the charity in what could be a couple mil-
lion printed pieces.”

Connecting Through Recreation
After Charlie Curry, founder of Tents for

Troops, www.TentsforTroops.org, listened to
a tribute song honoring U.S. service members
from an Australian band that he was working
with, he decided it was time he — an Ameri-
can — stepped up for the troops. It just so
happens that he was also in the final stages
of developing a campground in Washington
state. The intersection of those happenings
was the genesis of Tents for Troops (T4T), an
organization that offers members of the mili-
tary and their immediate family a network of
campgrounds and RV resorts that provide
complimentary camping via a formal reser-
vation request. 
With more than 300 participating parks in

all but three states and sprinkled throughout
Canada, Curry estimates that usage was up
nearly 400% in 2013, attributed in part to a ro-
bust Facebook presence and strong park
partnerships. “I get at least one call from pro-
gram users each day. Often it’s from a wife
setting up a trip for when her husband returns
home from deployment, thanking me for the
opportunity or from a park that’s enjoyed
hosting a family,” said Curry. 
Adding more park options for service

members, Carefree RV Resorts recently
added their park system to the program in-
cluding a number of properties in the U.S. and
14 in Ontario, Canada. The additions were
“huge news for T4T and outdoor loving mili-
tary families,” according to Curry. 
For quite some time, T4T ran on the small,

time-intensive budget Curry could personally
manage. Recently, however, he’s begun re-
ceiving financial support from organizations

such as Geico and found modest and grow-
ing success through a vehicle-donation pro-
gram. The Family Motor Coach Association
(FMCA) “generously ran a classified ad pub-
licizing the vehicle-donation program.
Through that, we’re working with Valero RV
Mega Center in Delmont, Pa. Owner C.J.
Valero immediately said he would be happy
to sell a donated RV for T4T. The great thing
about this transaction is how happy all par-
ties involved were to participate. C.J.’s help
was critical — the logistics involved with put-
ting these transactions together is immense.
Without a dealer’s help it would be difficult to

Texas Advertising has donated a portion of its guest guide ad sales to Texas no-kill animal
shelter Operation Kindness since 2011.

Tents for Troops has been working since 2010 to provide free camping for active-duty mil-
itary members and their families and has grown the network to 47 states and into Canada.



10 -  May 2014                                                                                                                                                                                                Woodall’s Campground Management

of the email newsletter, launch the pub-
lication and you’ll have a successful, op-
erating RSS-to-email program.  

The “Tri” of Trifecta
But wait, I promised you a social

strategy trifecta — three ways to de-
liver on your digital marketing goals —
and here they are: your blog posts,
email newsletters, or both, can be set
to automatically update your social
networks!

For example, you might automati-
cally update your Facebook Page, Twit-
ter account or Google+ every time you
publish a blog post. Or you may choose
to update them only when an email
newsletter is launched. Perhaps you’ll
do both. The options are abundantly
yours. 

In the end, I think you’ll find a bit of
upfront work will benefit you greatly,
especially during the heat of the season.
Yep, you just might have the winning
ticket!

Evanne Schmarder is the principal at
Roadabode Productions, publisher of the
complimentary Digital Marketing for
Outdoor Recreation Bi-Weekly Trend Di-
gest, the 1st Annual Digital Marketing
Benchmark Study and the co-author of
Unconventional Wisdom Works. Evanne
takes extreme pleasure in raising the
profile of the outdoor recreation indus-
try. You can find her at evanne@road-
abode.com or 702-460-9863. WCM

MODERN MARKETING

You’re busy — but you know that
you need a social media and communi-
cation program. Between running your
operation, training and managing your
staff, and overseeing facility mainte-
nance there’s little time left to mess
around on the computer, right? 

So the million-dollar question is,
how can you do it all and do it well? 

While I wish I could bottle a solu-
tion, I can’t. What I can offer you, how-
ever, is a nifty digital-marketing strategy
that will help you hit the high points on
a consistent schedule and increase your
online visibility. 

It’s called RSS-to-email, and after
some setup and fine-tuning, can be run
almost on autopilot. 

As with all marketing strategies, you
must begin by setting goals — be they
awareness, touch points or conversions,
setting a schedule, making a plan to ad-
here to it, and developing a mechanism
to measure success. For the purpose of
this article I’ll assume that you’ve set
solid goals, put them in writing and
have determined what success will look
like. The schedule that I suggest you

employ for this plan of action is a
weekly article post and a monthly e-
newsletter. 

In a nutshell, you’ll create a blog:
publishing content weekly, pulling a
group of readers into your site. 

You’ll use that content to create an
email newsletter, pushing that same
content out to subscribers — most
likely a different group of readers — 
on a monthly basis. It’s an effective
strategy for capturing the lion’s share of
readership.

Making It Happen
To begin utilizing RSS to email you’ll

need to get a few things up and run-
ning:
A blog. Work with your Webmaster

or, if you are tech savvy, create a blog for
your business. You may use WordPress,
Blogger, or another platform as long as
you can pull an RSS feed from it. RSS,
by the way, stands for Rich Site Sum-
mary (a.k.a. Real Simple Syndication). 

RSS allows a blog to be subscribed to
and the content “syndicated” or sent
out to any number of interested parties.
In this case, your email program is
going to subscribe to your blog. 
An email service provider (ESP)

that can accommodate RSS to email.
Two great ESPs to consider are AWeber
and Mail Chimp. Work through the set-
up process by choosing your template,
the look and feel of your email newslet-
ter and the publishing frequency. Pay

Evanne 
Schmarder

‘RSS to Email’ Helps Develop a Social Strategy Trifecta
special attention to how to edit the pub-
lication if need be, as noted below. In
the beginning it is wise to set the publi-
cation for approval prior to launching.
This will give you an opportunity to
tweak the look and the content as
needed. 
A content plan/strategy. Sit down

on a quiet Sunday morning and sketch
out blog topics for each week of your
publishing season. If you wish to only
send emails for both shoulder seasons
and your busy season then plan accord-
ingly — but please do plan. 

Keep in mind that your blog posts
will go out on a monthly basis, so be
aware of adding anything that is time-
sensitive. Save that for Facebook, Twit-
ter, etc., plan to edit it out of your email
newsletter or, conversely, plan to add 
in specials, promotions, etc., when rel-
evant. It all works if you have a plan in
advance. 

Just as you’d suspect, once you have
your email newsletter program ready to
launch you’ll want to add all of your
current subscribers as well as utilize the
subscription tools available through
your chosen ESP. Make sure you send
out a compelling “subscribe call to ac-
tion” on all of your current social net-
works, on your website and anywhere
else you feel you can gain subscribers to
your email newsletter.  

Now you are ready to put your con-
tent strategy into action. Pen and post a
blog article weekly, play with the look

www.rmsnorthamerica.com
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ON CAMPGROUNDS

Reports from 
the field: 

Bob Ashley

Extended-Stay Campers Enjoy Lake Harmony RV Park

In 1995, Larry and Shari Kosior sold
their home in California, packed up their
Class C motorhome with their belongings
— including a Labrador retriever and a cat
— and headed out to find an RV park to
buy.

“We ended up here,” said Shari Kosior
from the office of 40-site Lake Harmony
RV Park and Campground, located a half-
mile off I-95 in Townsend, Ga. “We wanted
something close to an Interstate and we
wanted a water feature. We traveled around
for nine months to find the park we wanted
and it took three months to complete the
deal. This was the best place for us.”

That was in 1996 and the Kosiors, she a
former flight attendant and he previously in
law enforcement, would have had to look
hard to find a better location.

Forty five miles from Savannah, Ga.,
Lake Harmony is open year-round and
hosts RVers heading to and returning from
Florida in the shoulder seasons. In addition,
its own snowbirds flock to coastal Georgia

makes for a nice visual and sound barrier
and we know they can’t build a truck stop
right next to us.”

* * * * *
Snowbirds were late arriving at

Walden’s Creek Campground in Pigeon
Forge, Tenn., a stone’s throw from Great
Smoky Mountains National Park.

“Typically, we should be getting Canadi-
ans and people from the Upper Peninsula
in Michigan by now, but they aren’t here
yet,” said Ric Champlin, who has operated
the 34-site park with his wife, Christi, for
eight years.

Part of the reason likely was a late Easter
this year. “Last year, we were totally
booked, but right now, I’ve got nine sites
open,” Champlin said in early April.

The park sits on the banks of Walden’s
Creek and, two years ago, Champlin built
five small cabins which he painted in what
he termed “Key West” pastel colors.

Each cabin, which has heat and air 
conditioning, contains a double futon, 
television, refrigerator, microwave oven and
coffee maker.

“They are made for two people,” Cham-
plin said. “We had a chunk of land that was
at an angle that we couldn’t put an RV site
on. What I was going after was motorcycle
groups and people who own motorhomes
who are elderly; their family and friends
who don’t own RVs will come and visit
them.”

Tent camper are allowed to set up in the
Walden Creek river bottom, which is basi-
cally a flood plain.

“The creek’s not very deep; kids love it,”
Champlin said.

Despite the late start to the season,
Champlin anticipates a strong summer.
“The calls are coming in,” he said. “Last
year we maintained 90% occupancy
through November.”

* * * * *
Twenty miles east of Albuquerque, N.M.,

Workampers Ali Thompson and her fiancé,
Gordi Johnson, are starting their first full
season as hosts at Turquoise Trail Camp-
ground and RV Park in Cedar Creek, N.M.

“We both had 9-to-5 jobs in Pittsburgh
and we wanted to change things,” Thomp-
son said. “We bought a camper and here we
are in New Mexico.”

It took the couple, who plan to marry in
May 2015, less than a month to find a job
at Turquoise Trail in the high desert at the
foot of the Sandia Mountains.

“It’s a minimalistic lifestyle, but it was
worth it,” Thompson said. “It’s beautiful
here. We’d do it again a million times over.”

The 57-site park has about 20 RVers who
pay by the month, three cabins and an area
for tenters.

“It’s a very transient campground,”
Thompson said. “We get a lot of people
coming in and going out, and we get a ton
of hikers and mountain bikers.”

The couple expects to find another
campground to work at after the season.

“We are snow bunnies,” she said. “We
think we’ll move somewhere where there’s
a little more precipitation than in the
desert.”

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

The “office” at Lake Harmony reflects the park’s water activities.

— the Atlantic Ocean is just 11 miles away
— for the moderate winters.

And while summers are hot, local RVers
land at Lake Harmony to enjoy its tree-
lined, 18-acre spring-fed lake that features
a white-sand beach and fishing for bluegills,
large-mouth bass and the occasional catfish.

“We get a lot of people in the summer
who don’t live very far who just come to get
away and relax,” Shari Kosior said. “It's a
very quiet, relaxing rural area.”

She said she thinks it would be much
easier today to buy a park and get it popu-
lated with RVers than it was 18 years ago.

“It was a tough road, getting the park
built up back then, because there was no In-
ternet,” she said. “People had to find you.
We advertised in all the directories and
things became quite successful. We look at
things today and say to ourselves, ‘What a
difference the Intenet would have made.’
That's the way most of our new customers
find us.”

The Kosiors have noticed that their 
customers have changed over the years.

“The biggest change is that we do not
have as many overnights as we did maybe
five or six years ago, before the economy
went upside-down,” Shari Kosior said. “We

had a lot more travelers heading to Florida.
But now we find a lot of people stay longer
— a week, two weeks, a month.”

To accommodate them, the Kosiors
today keep more sites available for people
who will stay longer term. “We probably in-
creased the use of our monthly sites by
about 25%,” she said. “It’s worked out
pretty well.”

The Kosiors intend to soon expand to
meet growing demand.

“We are going to be remodeling our club-
house and adding three or four more sites
along the lake,” Shari Kosior said. “And we
plan to build gazebos with fire rings.”

Rowboats and paddle boats are available
to use in the lake, but privately owned 
vessels are discouraged.

“We don’t like people to bring their own
boats because we don’t want foreign bodies
to get into our lake,” she said.

For $1 a day, Lake Harmony has room on
its 59 acres to store about a dozen units for
RVers who don’t want to drag their rigs
around but want to return to the park.

“We have a security gate and we have
sensors so that when we know when people
are coming and going,” Shari Kosior said.
“Much of the property is wetlands. That

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!

Water was one of the big draws for Larry
and Shari Kosior when they bought Lake
Harmony RV Park and Campground.

www.yurts.com
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GUEST VIEW

ground is to grow its customer base. Despite
your best efforts at customer satisfaction,
you will lose campers from year to year.
Some succumb to the lure of a competitor’s
marketing, while an aging population grad-
ually loses its mobility and others are simply
not totally sold on the concept of camping.
The American Camper Report refers to this
churn rate among camping participants as
the “leaky bucket” effect, and it increased
from 16% to 32% from 2012 to 2013 — not
a good trend. To continue growing the in-
dustry — and, of course, to continue grow-
ing the occupancy rates at individual
campgrounds — it is necessary to reach
new markets of first-time campers, as well
as to re-engage campers who are still not
fully committed to the experience.

In 2012, first-time campers comprised
10% of the overall numbers. If 16% of the
population camped that year, this means
that only 1.6% of participants came from the
enormous 84% potential market of non-
campers. Admittedly, campers are never

going to constitute 100% of the population;
however, as an industry, we need to choose
between scrambling to rearrange shares of
an existing market and engaging in the pur-
suit of new markets that will lead to real
growth. We need to spend less time focused
on pulling campers from one campground
to another or one region to another, and
spend more time introducing new people to
the overall camping experience.

One way of doing this is to focus on the
gateways for new campers. Few people who
have never camped before are going to spend
$25,000 on a trailer or $250,000 on a mo-
torhome just to see if they like camping. The
gateways are tents and rental accommoda-
tions — generally cabins and cottages, but
also including rental trailers, yurts, tree-
houses, and other types of specialty lodging.
Although the latest American Camper Re-
port shows that people camping in their own
RVs outnumber those camping in cabins by
an 8-to-1 ratio, it is time to concentrate on
reaching out to those new campers.

This is where TripAdvisor can help.
TripAdvisor is the undisputed giant of

online travel resources, with 260 million
users per month posting 90 new reviews
every minute. Campgrounds with rental ac-
commodations are now listed under TripAd-
visor’s “Specialty Lodging” category.
According to Alexa, an Amazon.com com-
pany specializing in web analytics, TripAd-
visor is currently ranked as #92 among the
most popular websites in the United States,
higher than any other travel-related website.
For the sake of comparison, Expedia is #145,
Travelocity is #330, the National Park Serv-
ice is #1,167, RV Park Reviews is #23,780
and Go Camping America is #92,515 (all
U.S. rankings).

Part of the beauty of TripAdvisor is that
it is not a search engine or directory. It is a
depository of travel-related consumer re-
views. Unlike many of the campground re-
view sites (which reach very limited and
narrow audiences), TripAdvisor reviewers
are apparently serious about travel and gen-

erally do not post reviews because they have
an axe to grind. People turn to TripAdvisor
for ratings and reliable reviews that have
been written by their peers. I have personally
planned entire vacations upon TripAdvisor
reviews and always turn to this resource
when choosing restaurants in unfamiliar
destinations and have never been disap-
pointed. In an effort to share my experiences
with others, I am also a Top Contributor
who has up until now written 64 reviews
which have received 58 helpful votes (which
are indications that subsequent visitors
made decisions that were at least partially
based upon one of my reviews).

For campground owners, TripAdvisor
represents a perfect opportunity to reach
new markets. When someone is looking for
lodging in your area, they soon recognize
that there are many alternatives to conven-
tional hotels — including inns, house
rentals, and cabins at your campground. In
a recent seminar that I presented before the
Mid-Atlantic Coastal States Campground
Conference (consisting of New Jersey and
Maryland campground owners), I showed
that there were four campgrounds listed
under TripAdvisor’s specialty lodging cate-
gory for Cape May Court House, N.J. Three
days later, there were five campgrounds
listed, an indication of how these listings are
rapidly growing! Each of these campgrounds
had positive ratings, one with 29 reviews
and two others with 11 reviews apiece —
but I would venture to guess that the owners
of most of these campgrounds did not even
know that their parks were listed. Out of all
of the reviews that were posted for these
campgrounds, there was not a single man-
agement response. Their owners are missing
the boat on an opportunity to directly en-
gage, not only with the reviewers but with
every reader of those reviews.

Interested? Go to https://www.tripadvi
sor.com/Owners, follow the links to claim
your business, then create a free business
account. This will allow you to update the
details about your business, add photos that
will make your listing stand out, receive e-
mail notifications every time somebody re-
views your business, track your
performance on TripAdvisor to see how
your business is comparing with its com-
petitors and — most importantly — allow
you to respond to guest reviews. If a review
is positive, enter a personalized “thank you”
response. If a review demonstrates either a
complaint or disappointment, address the
issue as immediately and diplomatically as
possible. Either way, you are sending a mes-
sage that you care about your guests. If a re-
view is suspicious (for example, if it appears
to be written by a competitor on an em-
ployee of a competitor) or if it violates Tri-
pAdvisor’s guidelines, you may file a request
for editorial intervention.

Most campground review sites do not
present business owners with these vital
tools, nor do they reach potential new mar-
kets of non-campers. This is why you need
to get to know and love TripAdvisor as a
means of growing your market and base of
campers!

Peter Pelland is the CEO of Pelland Ad-
vertising, a company he founded in 1980
and has been serving the family camping
industry for over 30 years. His company
builds websites and social media content,
along with producing a full range of four-
color process print advertising. Learn
more about Pelland Advertising at
www.pelland.com or www.facebook.com/
PellandAdvertising. WCM

Peter
Pelland

TripAdvisor Helps Park Owners Reach New Campers

According to the 2012 and 2013 editions
of the American Camper Report, published
by The Outdoor Foundation in partnership
with Kampgrounds of America Inc. (KOA)
and the Coleman Co., overall camping par-
ticipation shows its ups-and-downs from
year to year. The most recent statistics show
38 million Americans over the age of 6 —
16% of the U.S. population — taking at least
one camping trip over the course of the pre-
vious 12 months. If the industry is to grow,
it needs to aggressively pursue the remain-
ing 84% of the population — and individual
campgrounds need to do the same.

One of the challenges for every camp-

www.airwaveadventurers.com
mailto:sales@airwaveadventurers.com
mailto:salestower@comcast.net
www.towercompany.com
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the company's year-end announcement.
Looking at all of 2013, Sun acquired only
one manufactured-housing community
to 14 RV parks.

“Our focus on acquisitions in the RV
marketplace is based in part on increases
in the annual shipments of RVs, which
are expected to increase by 6% in 2014
marking the fifth consecutive annual in-
crease in shipments,” said Gary Shiff-
man, Sun’s chairman and CEO. “In
addition, over 40% of demand for RV
parks is from adults over 55 years of age
which is a growing segment of our popu-
lation.”

The company has focused on areas
like Florida, California and east-coast va-
cation sites, but plans to expand its geo-
graphic reach to help insulate Sun from
regional economic issues, according to
the annual report. “We continue to ex-
pand our properties utilizing our inven-
tory of owned and entitled land
(approximately 6,300 developed sites)
and expect to construct approximately
800 additional sites in 2014, located pri-
marily in Texas and Colorado, which
have current occupancies in excess of
90%.”

ELS expressed similar philosophies in
its fiscal-year-end report for 2013, with
their Thousand Trails and Encore RV re-
sorts.

“According to various industry re-
ports, there are approximately 50,000
manufactured home properties and ap-
proximately 8,750 RV properties (exclud-
ing government-owned properties) in
North America. Most of these properties
are not operated by large owner/opera-
tors, and of the RV properties approxi-
mately 1,300 contain 200 sites or more.
We believe that this relatively high degree
of fragmentation provides us, as a na-
tional organization with experienced
management and substantial financial re-
sources, the opportunity to purchase ad-
ditional properties as evidenced by the
acquisitions during the year ended De-
cember 31, 2013,” according to the re-
port.

ELS management personnel went on
to say, “According to the Recreation Ve-
hicle Industry Association (RVIA),
nearly one in nine U.S. vehicle-owning
households owns an RV and there are
currently 8.9 million RV owners. The 77
million people born from 1946 to 1964
— or “Baby Boomers” — make up the
fastest-growing segment of this market.

“According to 2010 U.S. Census fig-
ures, every day 12,500 Americans turn
50. We believe that this population seg-
ment, seeking an active lifestyle, will pro-
vide opportunities for our future
cash-flow growth. As RV owners age and
move beyond the more active RV lifestyle,
they will often seek more permanent re-
tirement or vacation establishments,”
ELS said in the report.

RV sales figures also play into the ELS
strategy, according to the company. “We
believe that consumers remain concerned
about the current economy, and by
prospects that the economy might remain
sluggish in the years ahead. However, the
enduring appeal of the RV lifestyle has
translated into continued strength in RV
sales despite the economic turmoil. Ac-
cording to RVIA, RV ownership has
reached record levels: 8.9 million Ameri-
can households now own an RV, the high-
est level ever recorded, which constitutes
an increase of 12.7% since 2005. RV sales
could continue to benefit as aging baby-
boomers continue to enter the age range

in which RV ownership is highest."
And ELS is trying to reach those RVers.

“In the spring of 2010, we introduced
low-cost membership products that focus
on the installed base of approximately
nine million RV owners. Such products
include right-to-use contracts that entitle
the customer to use certain properties.
We are offering a Zone Park Pass
(“ZPP”), which can be purchased for one
to five zones of the United States and re-
quires annual payments.” There’s no ad-
ditional cost to stay at ELS properties in
the zone, and “modest” payments can get
users into additional zones. In 2013, ELS
sold 15,500 of those passes, in part by
teaming up with RV dealers, according to
the company.—Justin Leighty   WCM

Park Acquisitions —from page 3

‘RV Doctor’ Creating Videos for AmeriGo RV Club
AmeriGO RV Club announced that it has commissioned Gary Bunzer, the “RV

Doctor,” to create a series of 12 informational videos exclusively for AmeriGO RV
Club.
For more than 40 years, Bunzer has been an integral part of the ever-evolving RV

industry, working closely with the Recreation Vehicle Industry Association (RVIA)
and the Recreation Vehicle Dealers Association (RVDA) to provide original content,
editing textbooks and other curriculum material. He creates informational videos
and technical articles for RV owners, suppliers and manufacturers, as well as con-
tent for RV service technician training efforts. Bunzer has also produced, directed
and published numerous short, informative RV videos regularly found on YouTube
and many other RV-related websites.
Members can access Bunzer’s video series exclusively via the AmeriGO RV Club

member site. The yearly membership fee is $9.95. Visit www.AmeriGOrv.com for
more information or to sign up. WCM

www.evergreenusa.com
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Providing Easy Access To Key Information: A Main 
Reason NCA’s Conference Still Works 50 Years Later
More than 400 attendees at this year’s conference — including 154
exhibitors and personnel from 99 campgrounds — had a wide va-
riety of topics from which to choose, including seminars on cash
reserves, risk management, park design, turning unsold nights into
revenue and using e-mail and social media to market campgrounds
While there’s plenty of fun and socializing

that takes place during the Northeast 
Conference on Camping & Trade Show, the
conference at its heart provides a chance
for RV parks and campgrounds owners and
operators from 11 states — Maine to Mary-
land — to learn about what’s important in
making their businesses work.
In addition, the 50th Northeast Confer-

ence on Camping & Trade Show, held Mar.
20-22 at the Sturbridge Host Hotel & Confer-

ence Center in Stur-
bridge, Mass., again
gave park operators a
chance to shop for 
a wide variety of 
business goods and
services in a laid back,
one-on-one, no-pres-
sure, fact-finding 
atmosphere, reported

Cyndy Zbierski, executive director of 
the sponsoring Northeast Campground 
Association.
While many of the conference’s semi-

nars are led by vendors who serve the in-
dustry and display at the trade show,
Zbierski is steadfast in her insistence that
those sessions be structured so as to bring
intelligence and not simply serve as infomer-
cials. ”It’s a topic, it’s a general topic, it is not
a promotion,” she said. “I feel like we’re
doing the right things. We’re constantly

parks a well as thousands of hotels, retail
stores and food service locations.
Ganley asserts that people don’t just want

access — they want
easy, stable, fast ac-
cess to the Internet
while on vacation. “The
reason we need more
speed is video, video,
video,” Ganley said. To
put things in perspec-
tive, he pointed out,
streaming one movie

from Netflix, the leading provider of 
on-demand movies over the web, is the
equivalent amount of data use to sending or
receiving four million e-mail messages. While
that creates challenges for RV park and
campground owners, it also means there may
be more solutions today than there used to
be. “Most major service providers are upping
their game,” Ganley said.
At the same time, Ganley noted, parks that

have had their Wi-Fi systems in place for
years may need to revisit what they offer,
adding that due to power-saving efforts, 
Wi-Fi radio equipment in laptops today is
often weaker than it was 10 years ago and
smartphones and tablets don’t exactly have
a lot of transmission power.
Other issues he said park operators ought

to think about include:
• Instead of connecting your various 

Wi-Fi hotspots by radio, run fiber-optic cable
between them when at all possible. Hot spots
should be within 150 feet of users. 
• Putting wireless hotspots in the “sweet

spot” of about 20 to 30 feet off the ground 
because signals often get lost when they’re
positioned above or below that level.
• Checking with your Internet service

provider about not only upgrading speed, but
maybe adding additional lines of service to
your park/campground as well. Ganley sug-
gests that park owners also check with other
service providers. The rule of thumb, he said,
is that you need “one megabyte of speed for
every 10 campsites, minimum.”

More than 400 people packed the trade show floor at the 50th Northeast Conference on Camp-
ing and Trade Show in Sturbridge, Mass., with displays overflowing into the parking lot.

Participants at the conference got together for several meals during the Northeast Confer-
ence, put on by the Northeast Campground Association, a multi-state gathering of associa-
tions and campgrounds.

Cyndy Zbierski

Jim Ganley

evolving, and it’s very exciting.”
That’s why the 401 people attending this

year’s conference — 154 exhibitors and 247
representing 99 campgrounds — had a wide
variety of topics from which to choose, in-
cluding seminars on cash reserves, risk
management, campground design, safe
drinking water, data security, converting 
unsold nights into revenue and using e-mail
and social media to market RV parks and
campgrounds.
Then, there were the three relevant 

sessions that Woodall’s Campground Man-

agement Editor Justin Leighty attended and
for which he assembled the following report:
Wi-fi access, maintaining site electrical
service and succession planning.

Why Wi-FI Must Fly
The demand for Wi-Fi access is changing

as customers become accustomed to ac-
cessing more things online and utilizing the
Internet in general, according to Jim Ganley,
managing partner at CheckBox Systems, a
Gray, Maine-based company that provides
Wi-Fi hotspots for campgrounds and RV
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• Making sure you have terms of service
for guests that prohibit illegal downloads on
your network.
• Managing guests’ expectations from the

outset. “This is the hardest part, managing
people. Find out the realistic capabilities of

what you can give them,” he said, that way
guests can’t walk away feeling misled.
• Considering the possibility of offering a

“freemium” access model — free access for
everyone on a lower-speed level, with higher-
speed service offered to paying customers.

Keeping Electricity Humming
Electrical codes are one of those things

like sewage-handling and water supplies:
They aren’t sexy, but they’re crucial for camp-
ground and RV parks to operate.

Paul Croteau, senior engineer with Utility
Supply Group of Kingston, Wash., said USG
personnel have seen a variety of electrical 
issues with some park operators — which is
why he and his boss, USG Owner Wade 
Elliott, who sits on the National Electric Code
(NEC) board, believes some NEC changes are
in order.
While the details get technical, the gist (as

Elliott had elaborated in a recent WCM col-
umn — see the April 2014 issue for more in-
formation) is basically that the assumptions
on which minimum electric requirements are
set for RV sites are completely outdated.
Today’s RVs, with things like electric floor

heat, multiple televisions and electric refrig-
erators, simply use more power. The way 30-
amp service standards are designed, for
instance, they’re more likely to burn out the
boxes serving individual sites.
Add those up, and it’s time for a change in

their view so that campground and RV park
operators can make more realistic moves
when they expand or upgrade campsites.
With the rise in receptacle failures,

Croteau suggests:
• Adding individual meters at sites to en-

courage conservation. Just adding them cuts
electrical usage by 15% to 25% on average,
he said.
• Encouraging propane usage by guests

instead of electricity.
• Installing power-factor-correction equip-

ment to help make campground equipment
such as pool pumps and big refrigeration
units more efficient.
• Considering a move to more efficient

equipment such as light-emitting-diode (LED)
bulbs, solar lights and solar water heaters.
• Checking with your electric utility to see

what sort of assistance they offer to increase
your energy efficiency.
• Establishing an electrical maintenance

program — and sticking to it to stay ahead of
potential problems. 

more things change, the more they’ve
stayed the same.
“In looking back,” she said, “it’s amazing

to me at how much has not changed. The
workshops they did in ’65, we’re still needing
to talk about the same topics. People need
to know that with these topics — electric,
whatever it might be — the details change,
but they still need to be making sure they
have the most up-to-date information so
they’re doing the right things for their camp-
grounds. The topics have changed but are
still so important: How to deal with 
customers, what recreation activities to
have, the size of a site, how to finance new
construction.”
Even though only campgrounds in the

northeastern states — campgrounds that
are part of their state associations if they, in
fact, have a state trade group — can be part
of NCA, everyone’s welcome to attend the
conference, Zbierski stressed. “I get people
from, say, Ohio, asking, ‘Can I be part of your
association?’ The answer is ‘no,’ but every-
one can come. We have a wonderful 
support system for those campgrounds 
that have been passed on generation-to-
generation in the Northeast.”
The NCA includes state associations

from Massachusetts, Maine, Connecticut,
New Hampshire, Vermont, Pennsylvania,
New York, New Jersey and Maryland, plus
campgrounds from Delaware and Rhode
Island.

Major Personal Milestones
While the 50th conference coincided with

several 50th anniversaries for campground
associations in the Northeast, it also coin-
cided with a personal change in leadership.
It was Zbierski’s first conference as 

executive director, having taken over from
her father, Dave Tetrault, who held the post
for 23 years.
But It was a comfortable change for

Zbierski, who last served on staff as execu-
tive assistant for NCA and has been around
the conference — and more importantly,
the people — most of her life. “It’s a differ-
ent responsibility,” she said. “But I know
these people. I know that as I have their
best interests at heart, that sincerity goes
both ways.”
Meanwhile, Nelson Gustine of Nelson’s

Campground in Connecticut was there for
the first conference, and he was there
again for the 50th.
However, one long-time conference 

Plan to Leave The Business
Everyone who gets into campground

ownership, just like any other business,
eventually gets out. It’s just the way things
work. “There are three ways to exit: Selling,
giving to family or dying,” said Mia Caetano
Johnson, an attorney and real estate broker
with a business — Northeast Campground
Brokers— specializing in buying and selling
campgrounds. “So, it’s important to pre-
pare.”
The best time to decide on a strategy, she

said, is when you start out, adding that, “you
need to know what your exit plan is when
you get in.”
Caetano Johnson, for her part, thinks

people ought to take the time to sit down and
listen to experts in their respective fields.
Meanwhile, she suggests:
• Sitting down with an accountant or fi-

nancial planner to talk tax details of getting
out of the business. While it may cost some
money up front, “if you have the right plan in
place, it can literally save you hundreds of
thousands of dollars in taxes. You’re always
going to have to pay some type of tax, but
you want to limit it.”
Federal capital-gains taxes can run from

15 to 20%, she noted, while Obamacare adds
a 3.8% tax on the total sale price of a park or
campground — and when you factor in
state capital-gains taxes, “you can have
over 34% in capital-gains taxes.”

• Developing a will
and an estate plan.
While parks are some-
times passed along
from generation to
generation, “a lot of
owners I talk to, the
kids don’t want it. They
grew up in the busi-

ness and they want to do their own thing.”
And if a campground owner dies unexpect-
edly, “you could leave your family in a diffi-
cult position,” Caetano Johnson said. Heirs
can wind up owing both estate taxes and in-
heritance taxes. “The states get you. If the
IRS doesn’t, the state does,” she said.
• If you think you’re going to sell your

campground or RV park, do a good job of 
reporting your income and keeping detailed
financial records. “Lenders and buyers want
three years of tax returns and financial 
receipts,” she said, adding that park owners
can often do more to market their parks.
“Get a new website,” she said. “I see web-
sites out there that are atrocious.” Also, 
patience is advised; plan on it taking 

anywhere from six months to two years to
actually sell your park.
• If you want to transfer your business to

family members, think about what makes
sense. “A lot of folks I work with, this is what

they’ve worked for, and if they give it to their
kids, what are they going to live on in retire-
ment?” Plus, giving a campground to family
members can take years in order to avoid
federal taxes due to dollar limits on tax-free
gifts every years. But, Caetano Johnson
added, “there’s a lot of different ways you
can structure it with your family if you need
to get money out.”

“Every family’s situation is a little differ-
ent, every corporate situation’s a little 
different,” observed Caetano Johnson,
whether it’s structured as a trust, a self-
directed individual retirement account, a
limited-liability corporation or a subchapter
S corporation. “It’s complicated stuff.

“It’s going to cost some money,” she told
the seminar attendees. “But you know
what?” she asked, rhetorically. “Spending
$5,000 now can save tens of thousands later,
plus heartache and aggravation. An estate
plan should run from $3,000 to $7,000, but it’s
worth every penny.”

NCA’s Zbierski’s Looking Ahead
Zbierski came away from this year’s con-

ference with a few interesting ideas for next
year’s seminars — based largely on the 
surveys she got after this year’s event — 
including the addition of a session on food-
service options and another on the dynamic
use of Microsoft Excel. “We work from

those comments,” she said. “The seminars
are for them.”
Yet, Zbierski noted, some of today’s im-

portant topics echoed back to the very first
Northeast Conference. In other words, the

Participants had a variety of informational events, both formal and informal, during the conference.

David Berg (left) and Lucas Hartford
headed up the auction at the Northeast
Conference, an event which raised more
than $22,000 to support the association.

Mia Caetano Johnson

NCA Conference – continued on page 32

51st Northeast Conference Moves to New Hampshire
Four days after wrapping its successful 50th Northeast Conference on Camping & Trade

Show, the Northeast Campground Association (NCA) announced a new site for next year’s
conference and show. The conference is leaving the Sturbridge Host Hotel & Convention
Center in Sturbridge, Mass., and heading north.
“I am thrilled to announce to everyone that NCA’s 51st Annual Northeast Conference on

Camping & Trade Show will be held at the Radisson Hotel Nashua in New Hampshire,” said
Cyndy Zbierski, executive director of NCA.
“The Radisson Hotel Nashua is a full-service hotel with 334 guest rooms and suites. It

features the Shade Restaurant, a new sports club and spa with an indoor pool, complimen-
tary parking and WiFi, along with ample space for our NCA Trade Show and Conference
Program within its majestic castle walls,” Zbierski said in the written announcement to her
members.
Manchester/Boston Regional Airport is located 23 miles north of the hotel and Logan 

International is 40 miles south of the property for those flying to the conference.
A few weeks after the announcement, Zbierski told Woodall’s Campground Management

that response to the announcement was largely positive, even though there was a long 
history with Sturbridge Host.
“It wasn’t an easy decision. I had my wedding reception there, my kids had their first

swim in that pool and many of our attendees had a similar story. It wasn’t an easy decision
but it was the right one, and it opens up exciting possibilities for the future,” Zbierski said. 
“This was a positive move and it’s exciting,” she continued. “I think the Raddison Nashua

will fit us to a ‘T.’”
Next year’s conference will run March 19-21. WCM
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Spring Trade Shows Offer a Wide Variety of Products for Campgrounds and RV Parks

Hundreds of RV park and camp-
ground owners gathered in March for
conventions put on by the Wisconsin
Association of Campground Owners
(WACO) and the Northeast Camp-
ground Association as the upper Mid-
west and the New England states just
started to thaw after a long winter.

Woodall’s Campground Management
Editor Justin Leighty and Writer Barb
Riley walked the trade shows at the two
events, talking to vendors about what
they have to offer as the busy summer
season draws near.

Archery Tag
Younger attendees of WACO’s Kids

Kamp worked for one vendor by playing
with its product display. 

Grant Weber, operations and sales
manager for Archery Tag, had no prob-
lem persuading them to demonstrate the
Hoverball Shooting Gallery for atten-
dees. They launched Archery Tag’s
patented NonLethal Arrows, with their
marshmallow-like tips, at small balls
floating above four air spouts — hence
the “Hoverball” label — inside the inflat-
able target range. 

Approximately 180 Archery Tag li-
censees worldwide use targets like this,
Weber said, to entertain kids of all ages
at events like church and summer
camps, festivals, sports events, fundrais-
ers and private parties. And the next en-
tity to get in on the fun is Archery Tag
itself. 

“We’re building the first indoor
archery tag arena in Indiana,” Weber
said. The arena will be on State Road 4
near their headquarters out-
side Fort Wayne, Ind. “It’s to
showcase both our equip-
ment and business. As leaders
in the market, we thought it
only right that we have our
own facility so people can see
how the game operates. We
want to open it up to the pub-
lic and build the sport of
Archery Tag.”

An integral part of building
up the sport was attending
the WACO show, their sec-
ond. “We picked this show
because we heard it’s one 
of the best ones, and it really
is great,” he said. “The people here 
are friendly, and we’ve gotten repeat
business.”

Randy Sondalle from Pineland
Camping Park in Arkdale, Wis., was
one of those returning customers and
had nothing but positive remarks about
his Archery Tag equipment. “We thought
it would be a great activity, and it has
been absolutely fantastic. There’s a line
of kids all the time,” he said, noting there
are also plenty of grown-ups vying for a
turn. “And we like this because it’s really
nice and safe. We’ve never had any prob-
lems whatsoever.” 

Those interested in becoming a li-
censee can call toll free at (855) 694-
6784 or visit www.ArcheryTag.com.

TengoInternet
In addition to the Wi-Fi systems for

which TengoInternet is known, the
Austin, Texas, company is branching
out. “We’re working with a national part-
ner who’s helping us with ISP (internet
service provider) searches. Particularly
for people who live in remote areas who
don’t know what their options are, we
can help them understand fully what
their options are for an ISP. Alternatively,
give them some better pricing through
our relationships, some good ROI (re-
turn-on-investment) tools, some tools to
help them decide what kind of band-
width they want to offer based on their
demographic,” said Catherine DeSta-
sio, who handles marketing for the com-
pany. 

TengoInternet personnel are also
communicating with customers about
pricing options, like a “freemium” model
— where a park will offer a certain level
of service for free, but a higher level for

a price. “We’re doing more things like
that to position ourself better as a con-
sultant in the short and long term. We’re

Kids take a shot at Archery Tag’s Hoverball activity with its patented NonLethal arrows.

getting ready to have another growth
spurt,” DeStasio said.

That doesn’t mean they’re abandoning
the business of building Wi-Fi networks
for campgrounds and RV parks. “Our
new build-a-network tool online is let-
ting people put their information in,
specifically their address. It pulls up a
Google map of their property
and they’re able to easily drag
and drop coverage circles, so
they’re building their own
network.

“We start the process that
way, we can give them a
quote. They may understand,
‘That’s my ideal network, but
it’s probably, based on the
ROI calculator, not in my
price range,’” but camp-
ground owners can then ad-
just for their needs.

For more information, call
(512) 469-7660 or go to ten-
gointernet.com.

Tornado Fire Starters
As the old saying goes, if life gives you

lemons, make lemonade. That’s kind of
what the Wilson family of Monson,
Mass., has done in coming up with Jack
‘n Isabelle’s Tornado Fire Starters, of-
fering them to NCA show attendees with
a marketing line of “Something good
from twisted wood.”

“We’re making fire starters out of
wood recycled from a tornado that came
through this area,” said Amy Wilson,
mother to Jack and Isabelle and wife to
Seth. “There was a lot of damage, tree

damage in our area. We were trying to
figure out what we were going to do with
this mess. We have all this wood, and we
decided to make fire starters. The best
part is they work really well. Obviously
there are a lot of fire starters on the mar-
ket. Ours are made from this recycled
wood, sawdust and food-grade wax,” all
in a small cup. You tear the edge of the
cup, light it and “it’s going to burn com-
peletely with an 8-to-10-inch flame for
five minutes,” she said. “It’s food-grade
wax so your food’s not going to taste
funny. You just touch the match and go.
It’s very easy, we do private labeling for
campgrounds. We sell them in five packs
or we sell them in boxes of 200 loose.”

Jack said, “We actually made these for
our grandparents for a long time, so we
just put two and two together” after the
tornado came through. Preteen siblings
Jack and Isabelle also are involved in the
company, going to trade shows and help-
ing develop the labels.

For more information, go to tornad-
ofirestarters.com, e-mail tornad-
ofirestarters@gmail.com or call (413)
219-7060.

Laser Tag Pro
Turning virtual reality into authentic

reality is Laser Tag Pro, a two-year-old

company whose reps dazzled WACO at-
tendees with their equipment’s futuristic
design and capabilities. Their goal is to
lure gamers away from their consoles
and into the great outdoors — so they
can plug into a real-life version of their
games. 

“There’s been a big movement in
video games like Call of Duty, Halo, that
sort of thing. The problem is, it just gets
kids sitting in front of the TV; they don’t
really do anything when they’re playing.
But they like to keep score with each
other, and they get really good at the

game,” explained Joe McGe-
orge, COO. “We’re basically
trying to create that game ex-
perience in the real world.”

To that end, this isn’t Dad’s
old-school, 1980s laser tag
with cartoonish toy guns; this
is “tactical laser tag” with the
realistic military look and feel
of the Battle Rifle Pro. Then
there’s the in-development
“Briefing Room” application
that shows weaponry and sta-
tistic data transmitted by the
guns’ WiFi and Bluetooth
technology. LTP vests include
a pouch for phones and other

devices to allow in-game use of the app’s
voice chat feature.

The company’s founder, Aaron Fis-
cher, emphasizes innovation after a few
years of working in the industry made
him dissatisfied with how “stale” it had
become. “Really, there was no forward
thought. It was always the same gun and
technology, and there was no interest in
moving forward with anything, so he
went on his own,” explained McGeorge,
who himself brings a background in avi-
ation design and technology to the com-
pany.

Because they’re continually testing
and improving their products, LTP built
their guns to “evolve” with every new
development; customers need only con-
nect their weapons to the Internet to
download updates and new features.
“We’re very forward-thinking; it’s some-
thing of a goal for us to get one new big
thing each year. Everything is built with
the future in mind,” McGeorge said.

Jack and Isabelle Wilson and their mom, Amy, were selling
Tornado Fire Starters at the Northeast Conference.

Aaron Fischer and Joe McGeorge, CEO and COO of Laser Tag
Pro, showcase their new tactical laser rifles.

TengoInternet’s Catherine DeStasio said at the NCA gather-
ing that her company is in a growth spurt.
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Campgrounds are shifting more to
laser tag as a recreational activity, he said,
because it’s something they can offer for
the whole family to play together. Off-
season, campground owners can run a
mobile laser tag business to be used at
indoor venues.  

For more information, call (888) 798-
9616, e-mail sales@lasertagpro.com or
visit www.LaserTagPro.com.

Campground Trek
Tim Cook thinks the growth of per-

sonal technology positions the camp-
ground industry for a new form of
entertainment for guests. Cook, presi-
dent of Franklin, Mass.- based Trek-
solver Inc., came to the Northeast
Conference to unveil CampgroundTrek,

a package campground owners can use
to create geocaching games at their sites.

Not sure what that is? Think scav-
enger hunts with smartphones or tablets
that have GPS (global positioning sys-
tem) capabilities.

Treksolver creates a framework and
works with campground owners to build
a string of clues for guests to solve as
they go through the campground and RV
park. They help market the game, too.

“Guests download the app and they
get to go on and play a fun game that can
tell them about the campground or
wherever they are,” said Pam Vigil. “We
have over 400 backgrounds to choose
from. You can choose different themes,”
she said. “Pictures can be in the clue.
You can even ask a survey question in
the game to get feedback,” said Vigil.

At the end, guests can get a reward.
“Whatever you feel like — a coupon, ice
cream, free soda,” Vigil said. 

For more information, visit muse-
umtrek.com, or call (868) 855-8735.

All Things Jerky
If you’re craving a taste of kangaroo,

ostrich or antelope, All Things Jerky has
just the thing. Their sample plate at the
WACO show was hard to keep full; once
a passerby was brave enough to try a
piece of alligator, they’d often come back
for seconds (or more). That’s why the
three-year-old company has been so suc-
cessful in such short time, according to
co-owner Jessica Ellenbecker; they’ve
already grown to two retail centers and
recently added a second concession
truck.

Even apart from its exotic-animal in-
gredients, All Things Jerky isn’t your av-
erage snack. “We don’t carry the
gas-station kind of jerky,” she stated. “All

the jerkies we carry are better quality.”
All varieties contain about 10% beef, and
“they’re made with North American beef,

not Brazilian beef or Chinese beef. We’re
kind of picky about what we carry.”  

They’re also picky about who carries
All Things Jerky; she said you’ll never
see it in bars or convenience stores. “We
don’t want to flood the market to the

point that our customers can’t
make a good profit,” ex-
plained Ellenbecker. “We
want [consumers] to visit the
people we’ve sold to and buy
from them. If we oversell, we
just drive our own profit
down. It doesn’t help any-
one.”

Plus, she said, camp-
grounds are just “a great fit”
for All Things Jerky. “The
kids will buy some and share
it back at their campsites, and
then the next day they all
come back for more from an-
imals they didn’t try yet,” El-
lenbecker related. “It’s a

unique product and it tastes good, so it
gets a lot of repeat sales.”

For more information, visit
www.AllThingsJerky.com or call (920)
830-4170.

Colorful Fire
“Really, at the end of the day, every-

body wants to have a fire.” Gus Phillips
knows what he’s talking about. He’s the
co-creator of Colorful Fire flame col-
orant packets, which he said are unique
because they’re long-lasting — 30 to 60
minutes, as opposed to other colorants’
much shorter duration of 15 minutes
down to just a single flash of light — and
varying colors depending on the fuel.

“Colorful Fire reacts completely dif-
ferently with different woods,” he said.
“You never get the same fire experience.”

Since the whole packet goes into the
fire, there’s no direct contact with the
chemicals inside. Because they produce

no smoke, odor or noxious fumes,
they’re even safe for indoor fires, he said;
and the packets burn off completely,

leaving no mess or harmful substances
behind.

But what Phillips was really excited
about as he distributed sample packets
to WACO attendees was the fact that
every bit of the Colorful Fire business is
manufactured in the U.S.

“This is the only fire colorant made in
the states like this,” he said,
explaining all others have at
least some portion of their
production overseas, mostly
in China. That means he and
Martin have “total control”
over both what goes inside
the packet and on it.

“We can customize this
product. If you want blue and
white fires for your local
sports team, for example, or
you want a color set that
matches your campground
logo, we can adjust the chem-
ical content and make that for
you,” stated Phillips. Cus-
tomers can also customize the
packaging on product packets
and displays to create their
own branding. “We’re the
only ones who do everything
in the USA, so we’re the only
ones who can do all this.”

For product and ordering informa-
tion on Colorful Fire, visit www.color-
fulfire.com or call (847) 282-0204.

Kidstuff Play Systems
“We are a playground manufacturer,

and we do arrange for installing if you

need it installed. We cover the entire
world,” said Cheryl Hagelberg, wife of

Kidstuff Playsystems Inc.
CEO Richard Hagelberg, on
the floor of the trade show at
the Northeast Conference.

“We do lots of different
things. We started in wood”
equipment for young chil-
dren, “but now we mainly do
steel and plastic. We also have
a range of surfacing,” from
rubber options to wood fiber
to synthetic turf, she said.

“We have health tracks for
adults, we have handicap-ac-
cessible. Whatever you want,
we can do. We can build for
10 kids or for 60 kids, differ-
ent age groups.” The com-

pany, based in Gary, Ind., has been
around for 32 years. They offer modular
options to allow campground and RV

park owners to customize their play-
grounds.

For product details or to order, call
(800) 255-0153, go to www.kidstuff-
playsystems.com or e-mail
rhagelberg@kidstuffplaysystems.com.

RMS North America

Jerome Staverosky said at the North-
east Conference that RMS North Amer-
ica is improving its software offerings
for campground owners and RV park
operators.

“The online booking pages are being
rewritten, redesigned. We’ll have more of
the functionality so when a guest makes

a reservation, it’ll ask the
length to match the length of
the vehicle to the length of
the site so you don’t have rigs
that don’t fit.

“We’re also adding in the
ability to offer additional up-
selling services once you get
past the point of making the
reservation itself. You’ll be
prompted, ‘Do you want to
book a golf cart for the day?’
Or bicycle rentals or paddle-
boat rentals, anything you
offer at your park as services,
something like, ‘Do you want
to have us deliver campfire
wood?’” In addition, “you can
put that in the guest profile.”

They’re also streamlining the steps in
reservations in their software, especially
in making group reservations,
Staverosky said.

“The next thing for us will be looking
at expanding our POS Lite product later
this year, adding inventory management
to it,” he said.

Online bookings are growing. “We
want to educate the parks on how to do
that,” he said. Roughly half of online
bookings are made in the evening or
night. “Parks have to recognize that they
can’t just ignore that,” he said.

Online booking is cheap, he said. “We
can charge that $1 or $2 back to the
guest. Guests will pay that. Let them
book now, let them book that paddleboat
while they’re at it.”

For more information contact
Staverosky at (561) 472-8805, option 1,
e-mail jerome@rmsnorthamerica.com or
go to www.rmsnorthamerica.com. WCM

Pam Vigil talked about CampgroundTrek’s new offering the
company unveiled at the Northeast Conference.

Campgrounds can stock Colorful Fire’s multi-hued flame col-
orant or create custom color combinations and packaging.

Kidstuff Play Systems offers a diverse line of options for
campground playgrounds.

RMS North America is upgrading its software offerings for
RV parks and Campgrounds.
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Time For New Outdoor Furniture? Here 
Are Some Of This Year’s Big Options
As RV parks and campgrounds gear up

toward the summer camping season across
the northern U.S. and Canada and things
wind down across the sun belt, it’s a time
when many RV park and campground oper-
ators may be thinking about adding or 
replacing outdoor furnishings. Woodall’s
Campground Management contacted sev-
eral of the companies who serve the out-
door hospitality industry to highlight some of
the products they’re offering. Here’s what
you’ll find.

Model 110 Picnic Table Frame

Chadwick’s Model 110 Picnic Table Frame
is designed for stability, convenience and
years of use. The one-piece welded end
frames are 1 1/2-inch, 14-gauge tubular steel
and utilize cross braces to a center support
channel that provides stability as well as pre-
venting warping. The bracing is designed for
five 2-inch-by-10-inch planks that are 6 feet
in length, but 5-foot and 7-foot lengths can
also be used. Other configurations include a
longer brace and center channel designed
for 8-foot tables, hot-dipped galvanized 
versions, and ADA-compliant designs with a
24-inch overhang. The hoop-style base 
allows for easy movement of the table. Chad-
wick Manufacturing, (800) 732-4602,
www.chadwickmfg.com.

Bicycle Rack
Frosty’s describes its galvanized bicycle

racks as attractive, durable and easy to as-
semble. The frame is made of 1 5/8-inch

(outer diameter) steel pipe and all pipe ends
are capped. The vertical tire spacers are 5/8-
inch rods. The base can be permanently an-
chored to the ground or hard surface or can
be left mobile to make it easy to move when
mowing. Racks are available in 10-bike or 
20-bike models. Frosty’s Park Equipment,
(423) 586-1280, www.parkequipment.com.

Dog Agility Equipment

In addition to dog trash containers and
dog park benches, Jamestown Advanced
Products has a complete line of dog agility
park equipment to meet the growing demand
for this market. Individual items are available
or as complete packages, ranging from 

beginner to expert. The beginner package,
Jamestown Advanced argues, is a great way
to get pets acclimated to park equipment,
burn off that excess energy and it also helps
promote your RV park as a cut above the rest.
This package includes an adjustable dog
bone jump, adjustable tire jump, 16-inch wait
table and a post-mounted double bag 
dispenser to help dispose of whatever Fido
leaves behind. Intermediate and expert pack-
ages add additional components, each 
of which can be individually added to a 
beginner package later if desired. Various
components are either powder coated or
thermoplastic coated for durability and 
appearance. Jamestown Advanced 
Products, (716) 483-3406 Ext. 259,
www.jamestownadvanced.com.

Contemporary Steel Park Bench
Pilot Rock’s Model B-122 Contemporary

Steel Bench blends comfort and appearance
with a durable design. Available in 4-foot, 

6-foot and 8-foot widths, the comfortable
contoured expanded steel seat is coated with
thermoplastic in the customer’s color choice.
The steel frames and armrests are all powder
coated and can also be coated in the cus-
tomer’s choice of color. Seats can be made
from ¾-inch expanded steel, 14-gauge perfo-
rated steel, 10-gauge cut steel plate or

welded steel strap. Benches can be portable
or surface mounted. Pilot Rock, (712) 225-
5115, www.pilotrock.com.

Model 160 Park Grill

Chadwick’s Model 160 Park Grill offers 280
square inches of cooking space. The grill
bars are half-inch round steel rod on 1 1/8-
inch centers. The top adjusts to four levels for
heat control and tilts back for ease of access
when building the fire or removing ash. The
grill is designed so that it cannot be removed
from the fire box and the grill handles swing
down when in use to allow them to stay cool.
The firebox is made of 3/16-inch steel 
and measures 20 inches wide by 14 inches
deep by 8 ¼ inches high. The grill is available
with a 42-inch pedestal that can be set 
in concrete or a portable model with a 24-
inch pedestal and 16-inch square base.
Chadwick Manufacturing, (800) 732-4602,
www.chadwickmfg.com.

Varmint Defiant Trash Can Covers
Pilot Rock’s CN-VDT Varmint Defiant Trash

Can Covers keep all kinds of varmints and
other assorted pests out of the trash. The
heavyweight-steel cover is designed to sit
down on top of the trash can. When the front
door is opened to deposit trash it closes the
throat and keeps critters out of the trash 
container. The weight of the top plus the steel
retainer ring keeps the container in place so

Campfire Ring
Pilot Rock’s Model FA-30/7/TSB campfire ring offers the pleasure of a campfire as well as

the ability to cook over an open flame. The FA-30 is made of heavy-gauge 3/16-inch steel plate
with a 1-inch wide top flange to provide additional strength and retain its shape in the face of
intense heat. The cooking grate features double-welded solid-steel bars for long life and dura-
bility and the ability to withstand abuse and vandalism. The grate’s handles are turned outward,
away from the fire, for safe handling, while the height of the grate is infinitely adjustable from
the top of the ring up an additional 7 ¾ inches. When you just want an open fire, the grate easily
tips out of the ring and folds back to provide unencumbered access to the fire ring but is 
permanently attached to the grill so that it cannot be stolen. The 30-inch-inside-diameter ring
comes in a number of heights, ranging between 7 inches to 11 inches. Various anchor methods
are available to ensure your fire ring remains in place: the standard tilt-back anchor pins can
be set in concrete or spade type anchors in either a tilt-back or fixed version can be used 
to ensure that your fire ring remains secured in place without requiring concrete. Pilot Rock,
(712) 225-5115, www.pilotrock.com.

www.rmsnorthamerica.com
www.rmsnorthamerica.com
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that animals can’t knock it over. The 3 ½-inch
steel mounting post can be embedded into
concrete or is available in a bolt-down-base
configuration. Brown powder-coat finish is
standard but other powder-coat finishes are
also available. When it’s time to empty the
trash the top can be unlocked and tipped
backward until it latches in the open position.
Once the container has been emptied, the lid
is lowered and can be locked into place with
a padlock, which is included. Pilot Rock, (712)
225-5115, www.pilotrock.com.

Fire View Campfire Ring

The Fire View Campfire Ring is unique to
Jamestown Advanced Products. In addition
to being ADA compliant, the Fire View Camp-
fire Ring allows all those who are gathered
around it to get a 360-degree view of the fire
due to its unique cutout design. An ADA-com-
pliant swivel grate requires less than five
pounds of force to move it, which can easily
be done with one hand. The 270 square
inches of cooking surface swivels 180 
degrees so that it can be removed from over
the fire for ease in fire building. The cooking
grate’s handle is positioned so that it is not
over the fire and is fitted with spring grips in
order to remain cool. Rather than use a con-
crete or stone bed, the Fire View’s log grate
is welded in place at 9 inches of height, which
saves money and allows more mobility in 
locating the fire ring. The height also com-
plies with ADA guidelines. The non-toxic
black-powder-coated unit is 30 inches in 
diameter and is fitted with lugs for ground
staples that secure the fire ring in place, yet
allow it to be tilted back for easy clean-out
and maintenance. Jamestown Advanced
Products, (716) 483-3406 Ext. 259,
www.jamestownadvanced.com.

Galvanized Walk-Thru Picnic Table
Frosty’s galvanized walk-thru picnic tables

utilize short-radius bends, which provide a
stable design. The 1 5/8-inch pipe frames are

galvanized to prevent rust or corrosion while
center braces are 1-inch galvanized pipe.
This open design provides easy trip-free ac-
cess to the seating area while the skid-style
base allows ease of mobility when mowing.

Available as a frame-only kit for use with 
customer-supplied boards or as a complete
6-foot long assembly with pressure-treated
boards. Frosty’s Park Equipment, (423) 
586-1280, www.parkequipment.com.

Steel Wheels Bike Rack
Pilot Rock’s Steel Wheels Bike Racks are

something that everyone will instantly recog-
nize as a bike parking area. The BR30 is rem-
iniscent of the original bicycles with one huge
wheel in the front and a small wheel in the
rear and can park up to two bicycles, while

the BR31 is a modern-day bicycle shape with
wheels of equal size, capable of parking up
to four bikes. All types of locking devices can
be used. Each rack is fabricated with 1.66-
inch 10-gauge steel tubing for the bike frames
with 3/16-inch steel angles welded to each
wheel that provide eight anchor points per
rack for a stable and secure installation. The
entire rack is welded and powder coated in
the customer’s choice of colors. Pilot Rock,
(712) 225-5115, www.pilotrock.com.

Adjustable Grill with Cover
Frosty’s 14-inch-by-20-inch adjustable grill

with cover helps to hold in heat and smoke
and keeps rain out. The cover is made of 16-
gauge steel with quarter-inch handles for
easy lifting. The grill adjusts to four different
cooking heights. The wrapped-steel, stay-
cool handles allow adjustments while cook-
ing but remain away from the fire. The grill

connects to the mounting post with a hex-
head-set screw to prevent wobbling and
deter theft. Equipped with an ash retainer out
front, it also has draft and drainage access
front and rear. The 10-inch high sides are
made of 10-gauge steel while the bottom is
3/16-inch steel. The half-inch steel bars of the
grill are spaced only 5/8 of an inch apart and
the entire cooking surface flips back but 
cannot be removed. The unit is dipped in
heat-resistant, non-toxic black paint. The grill
comes with a 42-inch long, 1 3/8-inch  sched-
ule-40 steel pipe. Frosty’s Park Equipment,
(423) 586-1280, www.parkequipment.com.

Utility Table
Pilot Rock describes the company’s

Model ULT-4 Utility Tables as a great en-
hancement to campsites and picnic areas.
These steel tables provide a work area per-
fect for food preparation or small grills so that
the picnic table can be kept clean and away
from excessive heat. The 18-inch-deep-by-
30-inch wide table is made with thick 3/16-
inch steel plate with formed 1 1/2-inch
flanges on all sides to reinforce the top for ad-
ditional strength. The front flange is turned
down for ease of access while the remaining
three flanges serve as ledges to help retain
the contents. The table attaches to a 3-1/2-
Outdoor Furniture – continued on page 30

www.redrovercamping.com
www.hireaworkamper.com
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iButtonLock.com, which was the hands-
down favorite idea of the night.
Other “it worked for me” tales came

from an owner who has an exterminator
spray her park’s building exteriors and
lights each month to keep them looking
“pristine,” especially valuable to waterfront
properties that tend to accumulate masses
of insects like mayflies. 

Another recommended “spying on your-
self,” secret-shopper style. He said to find
a camper you can trust who will be very
candid with you and who blends in, and
have them fill out a questionnaire after ex-
periencing everything about your camp-
ground from the beginning to the end. The
feedback, he said, can be very interesting

and even surprising.
The show isn’t exclusive to WACO mem-

bers or even Wisconsin in general. A sub-
stantial portion of the vendors serve
customers nationwide from headquarters
all over the U.S., and Severson said, “it’s
gotten to be quite a yearly thing” for regis-
trants from several surrounding states. 

Jay Maier, operations manager at Sunset
Lakes Resort in Hillsdale, Ill., said the WACO
show is an invaluable resource to him.
“Each year I weigh the budgeting issue

and taking/finding the time to travel to the
WACO show, and I always remember that I
come back with at last three or four solid
ideas that pay back time, effort and money
tenfold. In some cases, such as in learning
how to properly utilize Facebook for our
park, the returns are in the tens of thou-
sands year-over-year,” he stated. “Simply
put, the best time and money I’ve put into
my campground in the last five years has
been attending the WACO convention.”  
Severson also noted that the WACO

convention is a great chance for RV park
and campground operators to learn from
each other. “The networking is always a big
hit. This is the campground owners’ oppor-
tunity to ask any questions they like,” she
said. “It’s super-helpful for new members
and it also helps us understand who has
done research on which areas — who our
different ‘experts’ are.”
But she said the biggest surprise hit was

the CSI Educational Tour. Participants vis-
ited three area businesses and critiqued
their marketing, ambience, service, clean-
liness, general set-up, etc., all for purposes
of critiquing their own facilities from a cus-
tomer’s point of view. Riding along were
representatives from tourism and business
organizations, ARVC President Paul 

Bambei and television star George Wendt.
The tour’s participation and response were,
according to Severson, “phenomenal.”
“I was amazed,” she said. “We had

hoped we’d maybe get enough for 30 peo-
ple to go on that little bus for our recon mis-
sion; and oh, my goodness, we ended up
with almost 84 people and filled two buses!
We were thrilled with the outcome.”
While it was originally conceived as a

one-off for this year, the tour will make a re-
turn appearance in 2015 because of its pop-
ularity and the positive after-effect it had on
the whole convention. “I think that piece
made a big difference,” Severson said.
“We have a fun show and it’s where

people come to get energized for the sea-
son,” she remarked. “Especially after this
winter, everybody was just ready to get
some new ideas and get to work.”—Barb
Riley  WCM

WACO Convention —from page 3

Gilbert Brown (left) and William Henderson
take a photo with (standing, from left)  Sarah
Brish of Stevens Point Convention and Visi-
tors Bureau, Wisconsisn Secretary of Tourism
Stephanie Klett and Sarah Klavas of the Wis-
consin Department of Tourism.

Jason Vaughan, president of the Pennsylva-
nia Campground Owners Association, pauses
with WACO Executive Director Lori Severson
and Don Bennett Jr., president and CEO of
Campground Owners of New York, during the
WACO show.

www.rmsnorthamerica.com
www.raindeck.com
www.raindeck.com
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17.15 inches, shattering several records.
Rainwater swelled rivers and creeks, over-
topped dams, flooded basements and
washed out roads. From Sept. 10-15, the
Boulder National Weather Service office 
issued 64 flash-flood warnings and 38 flood
warnings.
As you might expect, recovering from

these natural disasters was a focal point of
the 2014 Rocky Mountain Conference & Ex-
position, hosted by CCLOA. The conference
took place in Estes Park, which is located
within the Front Range and suffered some of
the worst flood damage. Appropriately
enough, the conference started with 25 atten-
dees participating in a service project in
nearby Glen Haven, helping residents clean
up from floods that pushed houses off their
foundations and scattered debris everywhere.
“That was really powerful. That was us say-

ing we stand in solidarity with other members
of the hospitality industry in Colorado,” Mari
Garland, a CCLOA board member and owner
of Junction West RV Park in Grand Junction,
told Woodall’s Campground Management. 
The conference was a success by any

measure. Sponsored by Cruise Inn, which
provides membership opportunities to RV
park and campground owners and develop-

ers, 89 people — triple the number who 
attended last year’s conference — and more
than double the number of last year’s vendors
enjoyed two days of expert seminars on a 
variety of topics including customer service,
online marketing and, most appropriate, crisis
communications.
“That one was really beneficial,” said

Josh Keltner, CCLOA executive director. “But,
really, we’ve been able to get through this be-
cause campground owners are naturally very
helpful people. We’ve pulled together and
helped each other.”
According to Garland, the feedback from

attendees was overwhelmingly positive. She
credited the work of Keltner and the staff 
of Civica Management, with which CCLOA
contracted last year.
“The quality level of our seminars was

phenomenal,” Garland said. “Everyone
walked away with practical knowledge and
inspiration to do some things you know you
should be doing, like digital marketing and
managing your online reputation.”
Garland and Keltner both said many

campground owners they’ve talked with are
expecting a terrific camping season — in-
cluding Riverview RV Park & Campground in
Loveland, just 23 miles down the Big Thomp-
son River from Estes Park. It’s in an ideal lo-
cation, just minutes from Rocky Mountain
National Park. Unfortunately, Big Thompson
was one of the many rivers that flooded, and
Riverview Campground was a sitting duck.
Roy Youree, who has owned Riverview for

15 years, said the flood hit the campground in
the middle of the night like a “freight train.”
The river, normally three feet deep, had risen
to 20 feet.

“The water kept rising, but it didn’t seem
all that bad,” Youree said. “Then, in the mid-
dle of the night, it hit us. It sounded like a
freight train. All the electricity was off so it
was pitch black and I couldn’t see how bad it
was. I mean, there was water all over the
place where it shouldn’t be, so we knew we
had a problem of some kind. But it wasn’t until
daylight until we could see how bad it was.” 
Anything within 100 feet of the river was

washed away, destroyed or affected in some
other way, including 40 full-hookup sites, 25
tent sites, 12 water/electric sites, three rustic
cabins and two park model cabins – almost
half his 175 total campsites. All told, Youree
said he’s looking at $350,000 in damages.
After a long winter of anxiety, Youree’s

mindset now is to turn lemons into lemonade.
He and an army of helpers are putting the
campground back together. Much of the nat-
ural debris, such as downed trees, that

washed onto his campground is being used
to rebuild the riverbanks. He hopes Riverview
will be better than it was before the flood. —
Rick Kessler  WCM

CCLOA President, Rick Stauter, owner of
Cutty’s Hayden Creek Resort in Coaldale, Colo.,
and Bryan Tolli of Evergreen USA were part of
a 25-person crew that participated in a service
project prior to the CCLOA conference.

Attendees at the CCLOA gathering had a lot to talk about with the fires and floods of the last couple
of years, but the resilient group looked ahead in hopes of a calmer season.

WACO Conference —from page 3

www.yourelectricalsolutions.net
mailto:sales@yourelectricalsolutions.net
www.bookyoursite.com


24 -  May 2014                                                                                                                                                                                               Woodall’s Campground Management

our guests entertained,” said Julie
Corcimiglia, one of the park’s owners, with
a gift for understatement. “However, they do
also enjoy going to local attractions.” Those
include the Fremont Outlet Shoppes and
Shipshewana Amish shopping and flea 
markets, hiking and biking trails, golf, 
museums, wineries, a zoo and the Wild
Winds Buffalo Preserve. 

Then, too, guests’ RV needs are provided
by sister business Barton Lake RV Sales &
Service next door. The dealership includes
full-range RV service and a large store with
RV parts and camping accessories.
Corcimiglia said the dealership is a big draw
that’s appreciated by their customers. 

“Our campers utilize it tremendously. We
have sold many new units to seasonals in 
the park and other guests,” she said. “It has
definitely been a positive thing.”

Even with so much on their menu, Barton
Lake Jellystone doesn’t actually bring
campers from far and wide. “Staycation” is
more reality than buzzword here.

“We have mainly families with children
and grandparents with grandkids, with most
of them coming from Michigan and Ohio.
We’re starting to bring in more Chicago-area
families as well,” Corcimiglia said. “I would
say most of our guests are within a three-
hour range.” 

The park does, however, attract employ-
ees from different locales. “We have about
100 to 120 summer employees and seven
year-round full-time employees, plus our
family members,” she explained. “We use
quite a few work-camper couples and a lot
of local teens. We also hire our housekeeping
staff (students) from overseas through (non-
profit international work exchange program)
InterExchange.org.”

Barton Lake’s ownership and manage-
ment staff is similarly numerous and diver-
sified. There’s a total of seven family

CAMPGROUNDPROFILE

members who both own and work a piece of
the business. Founders Roger and Anna
Barrywork the campground with their three
children — Dave, Julie and Andy — along
with Dave’s wife, Julia, and Julie’s husband,
Tim. 

“With our four families as co-owners, we
each hold about 25%,” said Corcimiglia.
They all have their own areas of supervision
and involvement: Dave and Andy Barry and
Tim Corcimiglia also own Barton Lake RV
Sales and Service, with Dave Barry handling
its day-to-day operations.

This group has a thick collective dossier,
as well. The Barton Lake Jellystone Park
owner-operator crew consists of people who
have earned bachelor’s degrees in civil engi-
neering, marketing and management, served
as Steuben County (Ind.) Commissioner,
board members of the Indiana Manufac-
tured Housing Association - Recreation
Vehicle Indiana Council (IMHA-RVIC),
National Campground Owners Associa-
tion (NCOA) and National Association of
RV Parks & Campgrounds (ARVC), mem-
bers of the Yogi and IMHA-RVIC Advisory
Councils, graduates of Yogi University and
the C.A.M.P. program for new Jellystone
franchise owners, and five Certified Park 
Operators, two of whom are lifetime CPOs. 

They’ve poured that combined education
and experience into the park, resulting in in-
tense growth and depth that has captured at-
tention and accolades on a national scale.
The latest is the 2013 Camp Resort of the
Year award, the highest honor given by
Leisure Systems Interactive Inc. (LSI),
franchisor of the Jellystone Park system –
and the park’s third. Other titles from LSI in-
clude the Pinnacle Club and Facility of the
Year, with a smattering of more awards for
everything from customer service and gen-
eral excellence to landscaping and the best
store design. 

A simple drive through Barton Lake
Jellystone Park in Fremont, Ind., could
leave visitors with whiplash from trying to
take in everything there is to see and do. 

Campers can occupy 541 campsites and
42 cabins, and they can partake of literally
dozens of pastimes. The list of activities and
amenities fills a page — in two columns and
very small type — enumerating recreation

enjoyed outside or indoors (from gem min-
ing and jumping pillows to the arcade and
lakeview lounge), on the water or in it (from
fishing and boating to beach swimming and
three pools) and ranges from slow-paced to
action-packed (from ceramics and Bible
school to dodge ball and the adjoining Zoom
Flume water slide park). Guests can cruise
around on wheels big and small — from
strollers, wagons and kiddie trains to pedal
carts and golf carts. 

“I would say we have a lot here to keep

Wealth of Activities Fuels Popularity of Barton Lake Jellystone
Three pools, a splash park and miniature golf are some of the amenities that make Bar-
ton Lake Jellystone a big draw in northern Indiana and Ohio and southern Michigan.

‘I would say we have a lot here to keep our guests entertained,’ noted Julie Corcimiglia, one of
the award-winning park’s owners. Situated on the shore of Barton Lake, this northern Indiana
resort has grown from a few cabins into a three-time recipient of LSI’s Camp Resort of the Year.

That’s on top of being named the 2013
Best Family Camp Resort of Indiana and
voted as one of the nine best campgrounds
in the United States by Grandparents.com.  

The single-most lauded feature of Barton
Lake Jellystone, though, is its recreation pro-
gram. Daily family-friendly activities are
scheduled during peak season from morning
to night with activities like sand art, kickball,
lunch with Yogi Bear, tie-dye classes and
Wet-n-Wild Flag Football. Themed week-
ends all season include Casino Night, Christ-
mas in July (complete with ice skating and
snowball fights), a camper-generated flea
market, pudding wrestling and a chocolate-
eating contest during Chocolate Lovers
Weekend. 

There also are Midwest-flavored special-
ties like cornhole tournaments, a petting zoo
with baby farm animals and the Apples Ga-
lore Weekend that smacks of local fruit fes-
tivals with its caramel apples and apple pie
contest. Moms will appreciate being treated
to free champagne and pancakes for break-
fast during Mother’s Day Weekend, while
Father’s Day Weekend includes horseshoe
tournaments and adults-only horse races for
dads. Not surprisingly, Barton Lake boasts 11
Recreation Programming Awards from LSI. 

But it’s not just the park itself that’s well-
decorated; the people behind the wheel 
are, too. 

Roger Barry has received awards includ-
ing the IMHA-RVIC’s Tim Hardy Award
for service and commitment and LSI’s pres-
tigious Chairman’s Award, presented only
once every five years to someone who has 
influenced other franchisees “through their
effort, their deeds and their example, and
demonstrated what it means to be a true
leader among their peers.” The whole family
received the Jim Webb Spirit Award for
major contributions to the success of the 
entire LSI system through their enthusiasm
and commitment.

Their recipe for success has kept Barton
Lake Jellystone growing — and the campers
coming back — for almost 50 years now.
One of the main “secrets to success,”
Corcimiglia said, is continual development.
Long-term projects include construction 
of a “Spookwalk” area for their popular fall
Halloween activities, but immediate plans
are already in the works for 2014.

“Over the last 49 years, we have contin-
ued to reinvest in new amenities and park
upgrades. We usually have something new
every year and our guests really appreciate it.
Having lots of fun amenities and activities
and our location on Barton Lake is key,” she
said. “This year, we’re putting in a large aqua
playground with a lot of interactive water
features and kiddie area; this will be a huge
addition to our included amenities for

Three generations of the Barry and Cormi-
ciglia families work at family-owned Barton
Lake Jellystone Park.

Non-RVing visitors can stay in Barton Lake
Jellystone’s basic cabins (shown here) or the
park’s deluxe cottages.



Campground Overview
Name: Barton Lake Jellystone Park
Address: 140 Lane 201 Barton Lake,
Fremont, IN 46737
Number of sites: 540 campsites, about
170 seasonal, with 21 cabins and 21
deluxe cottages.
Water attractions: 100-acre spring-fed
fishing lake with sandy beach, swim-
ming, boat launch and rowboat and
paddleboat rentals; Water Wars, three
outdoor pools, indoor pool and splash
playground, with waterslides next
door (extra admission fee).
Recreation: Mini golf, gem mining,
two jumping pillows, five play-
grounds, kiddie train rides, wagon
rides, lighted basketball court, sand
volleyball court, horseshoes, ball field
and pedal cart rentals. Game room,
TV/lounge area and large recreation
building.
Convenience amenities: Free Wi-Fi
hotspots at Ranger Station and rec
building, laundry room, general store,
snack bar, convenience store, dump
station, honey wagon service, wagon
and stroller rental, and next-door RV
sales and service. 
Season:Mid-April to Mid-October 

Rates: Day use: $10/person on week-
days, $15 on weekends. Rustic, W/E
and full hook-up campsites, $24-$69;
rustic 4-6 person cabins, $55-$99;
deluxe 6-8 person cottages, $100-$205
(plus sales and lodging taxes). Camp-
site rates based on 5 people ages 3+
and two vehicles; $12/night for addi-
tional people and $7/night for extra
tents. Weekly and seasonal rates and
partial-season package rates available.    
Website:www.jellystonesbest.com
Contact information: Reservations,
(800) 375-6063; information, (260) 833-
1114; information@jellystonesbest.com
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campers. We are also completely replacing
one of our playgrounds this year with one
that is handicapped-friendly.”

The mindset of never being “done” car-
ries over into their marketing, said
Corcimiglia; one can never take name recog-
nition and word-of-mouth as a given, so they
make sure to maintain a presence with their
target audience.

“We do a lot of RV shows — Cleveland
and Toledo in Ohio, Grand Rapids and Novi
in Michigan, Fort Wayne in Indiana and
Rosemont in Illinois. We still feel it is impor-
tant to go to the shows and keep our name
out there. We still do rack cards and distri-
bution. But with 90% of our guests being 
repeat or referral, we don't do a lot of other
advertising,” she explained; and apparently,
that’s plenty. “We fill our park up every
weekend in the summer peak season.”

Barton Lake Jellystone Park also boasts a
significant online presence, having densely
populated its virtual real estate just as much
as the physical. The graphic-rich www.jelly
stonesbest.com website includes a virtual
tour, online reservations and links to nearly
every social media channel there is, inviting
surfer interaction with park staff and other
guests on Facebook, Twitter, Google Plus,
Pinterest, Instagram and YouTube. Or, if
you want to go old-school, you can sign up
for the e-mail newsletter. 

Gina Hole of Campground Solutions
was hired in 2010 to start the park’s social
media program, and she said it’s been one of
the most results-oriented elements of the
business.

“The last three summers have produced
an ROI (return on investment) of 231% just
in reservations alone. That’s not including
whatever they’re spending in the park at the
store, snack bar, arcade, water slides, crafts,
etc., or any day-use visitors,” she said. “The
social media program has been very benefi-
cial for this park.”

Clearly, the Barry and Corcimiglia families
aren’t shy about the future or afraid of trying
new things. There are 70 more acres that can
be developed for the park, Corcimiglia 
reported, and the next layer of offspring is
learning the ropes. “All the grandkids have
worked at the park,” she said, “which 
is nice.” 

More plans. More acreage. More heirs to
the legacy. It’s only a matter of time before
the next generation takes the reins. 

That’s fine with them, because the long-
range family binoculars don’t just point for-
ward. They look back to 1965, when Roger
and Anna Barry decided to create a few sum-
mer campsites as a modest supplement to
their greenhouse business, and back even
further to the real beginning of the story of
this family and this land, all the way to 1860
with a young man named Barton Collins
who was a homesteader here — he was also

Barton Lake Jellystone also offers RV storage during the fall, winter and spring off-season months.

Roger Barry’s great-great-great-grandfather
and Barton Lake’s namesake. 

“As a family ourselves, we would have to
say that watching our campers grow up and
return with their own families has been so
rewarding. We have guests that have been
coming here nearly since we started 49 years
ago,” Corcimiglia said. “People have come to
know us personally as we all work here on
the grounds, so we have been a part of all
these families who have come here and made
some wonderful memories.” —Barb Riley
WCM

www.dogipot.com
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One of the largest private campground
chains in the country is getting bigger —
and the chain’s operators attribute that
growth in part to an increased craving for
wholesome, face-to-face, family oriented
activities.
“The dramatically increased use of

hand-held electronic devices has left many
families craving more face time with one
another,” said Rob Schutter, chief operat-
ing officer of Milford, Ohio-based Leisure
Systems Inc. (LSI), which franchises Yogi
Bear’s Jellystone Park Camp-Resorts
across the U.S.

But camping is all about “togethering,”
spending quality time with family and
friends, LSI noted in an announcement
about the company's growth.
“When you go camping,” Schutter said,

“you have the opportunity to spend quality
time together. You sleep together, eat 
together and have more face-to-face com-
munication than you normally have during
the course of the work week. And when
you throw in increasing variety of healthy
and wholesome family oriented activities
that we offer at Jellystone Parks … the net
result is a fun and memorable bonding 
experience that can’t be achieved with text
messages and Facebook postings alone,”
Schutter said.
Jellystone Parks are known for provid-

ing fun, family activities and themed week-

ends that include everything from crafts
and games to wagon rides, birthday parties
with the bears and daily appearances by
Yogi Bear.
In addition to activities with Yogi Bear,

Boo Boo, Cindy Bear and Ranger Smith,
Jellystone Parks offer themed weekend
activities, such as Death by Chocolate
weekends which often include chocolate
Slip ’N Slides, chocolate pudding wrestling
or chocolate eating contests; Mardi Gras-
themed weekends, with parades, cookouts
and dances; Christmas in July weekends,
with campsite decorating contests, camp-
site caroling, cookie- and ornament-mak-
ing activities and visits by Santa Claus; and
the increasingly popular Halloween
themed weekends, which include costume
and campsite decorating contests and
trick-or-treating activities.
The Yogi Bear themed network is also

increasingly offering planned activities that
encourage a greater awareness of the
need to protect our environment, using
curriculum developed by 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.
Schutter said consumer demand for the

wholesome activities that Jellystone Parks
provide is on the rise. Revenues and occu-
pancies are also growing at Jellystone
Parks across the country, and more 
independently owned-and-operated
campgrounds are joining the Jellystone
Park network.
LSI achieved an annualized revenue

growth rate of about 8% in 2013, while its
vacation rental occupancies increased by
8.5% and traditional sites by 3.4%, when
comparing same-park data, Schutter told
Woodall’s Campground Management dur-
ing LSI’s most recent Symposium.
In the past three years, 14 campgrounds

in 11 states have become Jellystone Parks,
including campgrounds in Elberta, Ala;
Gloucester Point, Va.; Harrisville, Pa.;
Madison, Maine; Milford, Del.; Montrose,
Colo.; Pittsfield, Ill.; Bloomington, Ind.;
South Haven, Mich.; Tyler, Texas; Freder-
icksburg, Texas; Uniontown, Ohio; Mount
Gilead, Ohio and Big Prairie, Ohio.
And, while most Jellystone Parks are

owned and operated by husband-and-wife

LSI Attributes Jellystone Chain Growth to
Family Interest In Wholesome Activities

Jellystone Parks are capitalizing on the trend by offering
an increasing variety of activities and rental accommo-
dations; 14 campgrounds in 11 states have joined the
Jellystone Park network in the past three years

Rob Schutter
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families. More than anything, Jellystone
Parks speak to families and attract that
kind of clientele.”
Merchandise also adds another lucra-

tive dimension to Jellystone Parks.
“That’s one thing that went way beyond

my expectations,” Bryant said. “The mar-
ketability of all things related to Yogi and

Campgrounds are changing. They are no
longer simply places where people pitch a
tent or park their RV. Growing numbers of
campgrounds also rent furnished cabins,
cottages and even yurts and teepees.
Rentals have, in fact, been a staple of the

growing Yogi Bear's Jellystone Park Camp-
Resorts.
“We’ve been offering rental accommo-

dations for 45 years,” said Michele Wisher,
director of marketing for Leisure Systems
Inc. (LSI), the Milford, Ohio-based company
that franchises the parks.
Jellystone Parks offer a wide variety of

rental accommodations, which now ac-
count for 2,000 sites across the Jellystone
Park network.
“Rentals are key because they enable us

to make our parks accessible to families
who haven’t camped before or who don’t
have their own camping equipment,”
Wisher said, adding that cabins and other
rental units provided 26% of Jellystone Park
revenue in 2013, even though they only ac-
counted for 12% of LSI’s 17,000 sites sys-
temwide.
“Rental units contribute a large portion

of income to our network. Occupancy levels
in rental accommodations are also higher
than the typical RV site,” Wisher said.
Several Jellystone Parks have signifi-

cant numbers of park model cabins with
fully furnished kitchens and bathrooms, in-
cluding the park in Warrens, Wis., which
has 66 of them, and the Jellystone Park in
Canyon Lake, Texas, which has 38 park
models.
Many Jellystone Parks are also finding

it worthwhile to add more cabins, cottages
and park models, including parks in the lo-
cations listed below.
• Akron / Canton, Ohio: This park has

added two deluxe cabins.

• Amboy, Ill.: This park is adding five park
models.
• Canyon Lake, Texas: This park already

has 38 park models, but is adding 2 more
this year.
• Elmer, N.J.: This park is adding 10 new

park model cabins and one teepee.
• Fremont, Wis.: This park has recently

winterized seven cottages to accommodate
ice fishing and snowmobile enthusiasts.
• Hagerstown, Md.: The park has 13 park

models but is adding 12 more this year.
• Milton, Penn.: This park is adding two

new cabins and one lakefront bunk cabin
that sleeps eight.
• Mount Gilead, Ohio: This park has

added two new cabins.
• Pelahatchie, Miss.: This park is adding

a cabin.
• Pittsfield, Ill.: This park plans to add

eight lakeside cabins.
• Quarryville, Penn.: This park added five

loft cabins last August and this year has
added 11 more premium loft cabins. The
park has also built a group lodge this year
that can sleep 20.
• North Java, N.Y.: The park already has

49 park models, but is adding 10 more this
year.
• South Haven, Mich.: This park already

has two park models, but is adding six
more this year. Combined with the park’s
other rental units, the South Haven Jelly-
stone will have a total of 23 rental units this
year.
• Waller, Texas: This park just added 28

rental cabins.
Cabins and park-model RVs aren't the

only rental options in the Jellystone net-
work, either. Several Jellystone Parks also
offer yurts, including parks in Harrisville,
Penn.; Larkspur, Colo.; North Hudson, N.Y.;
and Tabor City, N.C. WCM

Rentals a Growing Business for Jellystone Park Camp-Resorts

teams, Jellystone Parks are also increas-
ingly being acquired by other campground
networks, which see them as valuable 
investments.
Several Jellystone Parks have been ac-

quired by Chicago-based Equity Lifestyle
Properties (ELS), a publicly traded real-es-
tate investment trust; Texas-based Legacy
RV Resorts, a private company that owns
14 campgrounds across the country; 
and Grandville, Mich.-based Northgate
Holdings LLC, which owns and operates
four campgrounds across the U.S.
“In our due diligence of numerous parks

across the country, we've discovered that
the Jellystone Parks are some of the 
best-operated, highest-grossing and most-
profitable RV parks,” said Northgate Hold-
ings CEO Zachary Bossenbrock.
“Furthermore, the Jellystone Park brand

and franchise standards have a tremen-
dously loyal following. Not only are Jelly-
stone Park guests loyal to a specific
Jellystone Park, which oftentimes experi-
ences 50% or better repeat business, but
to the Jellystone system in general. We
see great value in having a customer base
that is loyal to the Jellystone brand.”
Converting an existing campground to a

Jellystone Park can also result in substan-
tial gains in revenue of 20 to 30% annually,
largely because of Jellystone’s name
recognition and its focus on families.
“I was really surprised by the amount of

business it generated almost immediately
after converting our Milton, Pa. location to
a Jellystone Park,” said Legacy owner
Bruce Bryant. “Being a Jellystone says to
people in general that ‘This is a family park’
and, to me, the future of camping is 

LSI – continued on page 29
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GUEST VIEW

offer his opinions, as well.

Mary: The Buyer/Seller Perspective
My husband and I bought our business

with an end-goal of selling, so we closely
monitored the entire process while buying.
We witnessed:

• How sellers provided valuable informa-
tion and operational details (or didn’t).

• How burn-out creates deterioration
(we counted how many sticks of dynamite
would be needed for us to turn some places
into worthy operations).

• Ego-priced properties and, flipside, ap-
praisal-priced properties.

• Incomplete books (“Oh, we bring in a
lot more than we report!”).

• Incomplete lists (“All the stuff in the
garage” isn’t a list).

Having reviewed more than 100 proper-
ties as prospective buyers, we unwittingly
began formulating how we would handle
our sale. We created our exit strategy even
before becoming owners. Years later, med-
ical reasons persuaded me to list. With the
assistance of my handy exit-strategy mate-
rials, my broker led me through the listing
process to ensure we had a grip on the full
sales package we were creating. 

Once listed, my primary job reverted
back to park operator, not seller. I was pre-
pared to give a prospective buyer my undi-
vided attention, but I couldn’t give it to
every walk-in or phone call. My broker was
responsible for qualifying the buyers and for
scheduling appointments. 

More than a year later, I re-evaluated life
and removed the listing. I chose to operate
it for another four to six years until one day,
about two years later, I received a call from
my former broker. A few months later I be-
came a former park owner. 

Lesson #1: Everything’s always for sale.
Lesson #2: A professional broker who is

dedicated to bringing a buyer together with
the right business knows the inventory of
properties that are out there, and keeps tabs
on properties and owners.

Rob: A Broker’s Perspective
I concur. In 27 years of industry service,

I have visited virtually every campground,
RV resort, manufactured-home development

and mobile home com-
munity in Florida. In
that time, I’ve:

• Sold some proper-
ties more than a few
times.

• Made cold calls to
unsuspecting owners
only to hear their

voices lift with joy over the idea of selling.
• Assisted former buyers close on multi-

ple properties.
And I know many industry brokers who

have their similar stories. When a broker
meets a new buyer, the mental race begins
— tracking through not just current list-
ings, but mental inventory. Aside from prop-
erty opportunities, the mental tracking
evaluates recent conversations with: 

• Professionals who are tracking the pop-
ulation’s demographics, demands and
trends.

• Bankers who are in sync with current
financial standards and practices.

•Upcoming newcomers who are filled
with exciting new ideas.

• Owners currently running their busi-
nesses.

Dedicated brokers keep their sellers in-
formed and alerted to new economic condi-

tions, so those recent conversations also
spur visits or correspondences with sellers. 

Let’s focus on the seller. I encourage sell-
ers to list for the buyer, ensuring the buyer
comprehends the full value of the full sales
package.

As Mary alluded, even with an exit strat-
egy, implementation requires intense effort.
No one is as intimate with a business as its
owner — and the broker’s prospective
buyer wants to become nearly as intimate
before making an offer. A deal works only
when it benefits both parties. Asking $6 mil-
lion for a package that’s worth $3 million
isn’t exciting for anybody. 

Sellers enhance salability by offering full-
or partial-seller financing. This brings the
highest price, and inspires the largest per-
cent of buyers. 

Complete listings drive excitement. Con-
sider this hypothetical example:

A pre-screened buyer in Manchester
N.H., on a wintry evening sees your listing
with its few sentences and non-descript pic-
tures. What motivates him to remember
that listing in the morning? Then he sees a
listing with pictures of landscaping, people
enjoying amenities, interior shots of rental
units, an inviting pool and a nice owner’s
home with fantastic space. Excitement
builds. The buyer reads seller comments
about potential improvements and senses
opportunities for growth. The list of equip-
ment is outlined and the value is starting to
sink in. 

Anonymity? Industry brokers are very
familiar with this — but it puts listings at a
disadvantage over other commercial list-
ings. List for the buyer. Some sellers assure
current clientele that the business is listed,
adding that everything is being done to en-
sure the buyer understands the current
clientele. You can ease fears by explaining
that a buyer needs the continued financial
support so they can maintain the place. If
seller financing is involved, you will want to
encourage the current clientele to continue
patronizing your business. But anonymity is
widely practiced, if that’s required.

Sell by owner?With the tools of the In-
ternet, it’s an option — but you abandon:

• Access to pre-screened buyers.
• Wealth of knowledge provided by bro-

kers to the seller and buyer.
• Guidance to assure your full sales

package meets or exceeds standards.
• Tremendous advertising through the

brokerage firm.
• Intermediary services, especially dur-

ing negotiations.
• Assistance to gain the highest price

with the shortest sales completion timeline.
Other things to keep in mind:
• Some buyers are prepared to act as

soon as the right property is located. 
• A major factor in the timeline is the full

sales package: Financial Sales Package + Op-
erational Sales Package. 

• List before burn-out!
• Everything’s always for sale.
• When it’s time to sell, do unto others

as you would have wanted done unto you.

Mary Arlington, a former campground
owner, is an industry consultant and execu-
tive director of the Kansas Association of RV
Parks & Campgrounds. Rob Smith, a broker
with more than 20 years of experience, is
president of Fortune Real Estate in Braden-
ton, Fla. He also owns three Florida resort
communities and serves on the board of the
Florida Association of RV Parks & Camp-
grounds. WCM

Mary
Arlington

Buying or Selling a Campground? Now Is a Good Time

With the rebounding economy, now is a
good time to sell an RV park or campground
— and it’s an equally good time to buy an-
other property. Here’s why:

• Bankers have eased their grip.

• Capital gains taxation is still at 15%.
• Interest rates are low — even lower

now than before the recession.
• Buyers are more secure with today’s

economic financial offerings.
• Industry statistics show occupancy is

on the rise. 
As an industry consultant who has been

through investment purchases and sales,
I’ve seen both the good and the bad during
campground ownership transitions — and
I thought I’d share my viewpoints. To give
a different perspective, I also asked Rob
Smith, President of Fortune Real Estate, to

Rob Smith

www.envirodesignproducts.com
mailto:wwatts@gate.net
http://southeastpublications.com


Families visiting Leisure Systems Inc.’s
Yogi Bear’s Jellystone Park Camp-Re-
sorts often get more than a family time
themed with cartoon fun — they get an
international experience.
“We have more than a dozen parks

that supplement their local employees
with foreign college students,” said
Michele Wisher, director of marketing
for Jellystone. “They can really enhance
the camping experience and give our
guests a chance to meet people from all
over the world.”
“Our guests just love them,” said Bob

Yaquinto, who along with his wife, Diane,
is a national supervisor for Legacy RV Re-
sorts, which owns five Jellystone Parks in
five states, including Cherokee, N.C.; Mil-
ton, Pa.; Pelahatchie, Miss.; Waller, Texas;
and Warrens, Wis.
The students are pre-screened by

Chicago based CCI Greenheart, which
specializes in recruiting foreign college
students for temporary work assignments
in many positions, such as amusement
parks, grocery stores, water parks, ski re-
sorts, concessions, as well as RV resorts
and campgrounds.
“You can hire the students off CCI’s job

board or you can Skype with them. But
we like to prescreen them in person
when possible,” Yaquinto said, adding
that he and his wife have hired students
from all over Europe, the Middle East and
China. “Last year we hired students from
Turkey and Jordan. We also hired from
Ukraine.”
In late January, the Yaquintos traveled

to the Dominican Republic to interview
students there. They also plan to travel to
China in the spring, where they will inter-

view student job applicants in Chanchun,
Haikou and Guangzhou.
Altogether the Yaquintos plan to hire

about 100 students for the 2014 summer
travel season. Yaquinto said they travel
overseas because they cannot hire
enough local college students to fill their
labor needs, which peak between Memo-
rial Day and Labor Day.
But Yaquinto said foreign college stu-

dents do more than satisfy labor needs.
They also enrich the experience for
campground guests in many ways.
“Everyone wears a name tag in our parks
with their name and their country. Our
guests see that and want to talk to the
students,” Yaquinto said.
The students also benefit from their ex-

perience of working and interacting with
Americans. “They don’t just want to im-
prove their English,” Yaquinto said, “they
want to learn about our customs. In Texas
they learn about boots, cowboys, and bar-
becues. We try to provide them with a
wide range of field trips during their stay
so they can attend ball games, museums,
national monuments and, of course, shop-
ping malls. The students also participate
in campground potlucks and cook dishes
from their native countries.”
Yaquinto said he also likes to hire 

students from many different countries 
to further enrich the cultural experience
for the students. Students are given 
flags from their country to display outside
their cabins, which gives an international
feel to the campground. “Sometimes 
two or three students from different
countries will share the same housing
and have different flags posted outside,”
he said. WCM
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Jellystone is absolutely incredible. The
kind of sales generated in our stores is
nothing short of phenomenal. As people
come in to buy those kinds of souvenirs,
they almost always buy additional items.
That’s been one of the unexpected benefits
of being a Yogi franchisee.”
Schutter said he anticipates continued

growth in revenues and occupancies 
at Jellystone Parks this year, as well as
continued growth in Jellystone network as
more independently owned and operated
campgrounds become Jellystone Parks.
There are currently more than 17,000
campsites in the Jellystone Park network,
including 12,000 traditional campsites,
3,000 seasonal campsites and more than
2,000 rental units. WCM

LSI —from page 27

International Staffs Add to Camping Experience at LSI’s Jellystone Parks

RV Industry Partners Launch “Win 
A Coleman Camper” RV Giveaway

Manufacturers of Quality Recreation FUNniture

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

2061 Sulphur Springs Rd
Morristown, TN 37813

Coleman Tent Campers by Livin’ Lite, Yogi
Bear’s Jellystone Park Camp-Resorts and RV
Trader.com are launching a nationwide give-
away of a $10,000 Coleman ultra lightweight
automotive tent camper. 
In addition to the 2014 Coleman camper

grand-prize winner, there will also be 12 weekly
winners who will receive a two-night camping
stay at any of the 81 Yogi Bear’s Jellystone Park
Camp-Resorts in the U.S. and Canada. The pro-
motion runs for 12 weeks and ends June 30. A
winner will be selected for the grand prize at
the conclusion of the contest period and will
be notified by July 15.
The Coleman camper, an automotive tent

camper that can be easily pulled by an array of
vehicles, opens up to an interior that can sleep
up to six people. Made of lightweight aluminum
and composites, the camper offers exteriors in
a wide selection of colors. Coleman tent
campers are sold exclusively in Camping
World locations. Register for the promotion at
www.WinaColemanCamper.com. WCM
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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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inch steel post with swivel attachment. The
post can be embedded in the ground or is

available with a steel base for bolt-down 
installation. Pilot Rock, (712) 225-5115,
www.pilotrock.com.

Model 180 Campfire Ring and Grill

Chadwick bills their Model 180 Campfire
Ring and Grill as the ideal combo unit for any
camper. The 29-inch-diameter fire ring is lo-
cated adjacent to a 15-inch deep by 21-inch
wide firebox where coals can be moved to fa-
cilitate cooking. The fire ring and box are
made from 3/16-inch steel. A 286-square-inch
non-removable grill over the firebox can be
slid back to remove the food from the heat or
to facilitate easy access to the firebox. Tie-
down anchors allow the entire assembly to be
tipped back for easy ash removal and also
prevents theft. The unit is finished in non-toxic,
rust-resistant enamel. Chadwick Manufactur-
ing, (800) 732-4602, www.chadwickmfg.com.

Customizable Benches
The opportunities to custom brand your

campground are endless when you take ad-
vantage of Jamestown Advanced Products’
in-house laser capabilities. Customizable
benches are cut from the Decorative Contour

Bench selections. Benches are available in 
4-foot, 6-foot and 8-foot lengths and can be
customized with your own logo, memorial or
any other design. Benches are thermoplastic-
powder coated and available in yellow, red,
blue or forest green as well as optional cus-
tom color choices. The contoured benches
are comfortable as well as durable. The sturdy
framework is equipped with mounting flanges
to securely mount your bench. Jamestown
Advanced Products, (716) 483-3406 Ext. 259,
www.jamestownadvanced.com.

Litter Receptacle
Frosty’s Litter Receptacles can replace

ugly steel trash cans. These receptacles will
hold a 55-gallon drum, supported by a strong
steel base surrounded by 21 2-inch-by-4-inch
boards held in place by a pair of heavy quar-
ter-inch-thick steel rings. Three of the boards

are 6 inches longer to serve as legs. The re-
ceptacle can be permanently mounted or left
as a portable unit. Frosty’s Park Equipment,
(423) 586-1280, www.parkequipment.com.

Caterpillar Picnic Tables

Pilot Rock’s T600 Series Caterpillar Tables
utilize an elevated open-span frame design
which creates a clear open area beneath the
table. In addition to easing cleanup tasks, this
also provides ADA-compliant wheelchair ac-
cess at each end of the table. The framework
is made of 2 3/8-inch welded steel pipe and is

available either powder coated or hot-dip 
galvanized. The table can be 6-, 8- or 10-feet-
long with various seating configurations, in-
cluding walk-in seating. Multiple material
choices for both the seats and table top 
include 2-inch-by-10-inch untreated or pres-
sure-treated southern yellow pine lumber and
thermoplastic coated expanded or perforated
steel. The thermoplastic coatings, as well as
the powder-coated frames, can be selected
in the customer’s color choice. Pilot Rock,
(712) 225-5115, www.pilotrock.com.

Fire Ring Grill
Firewood and hot dog sales will pay for

your fire ring, according to Frosty’s. Frosty’s
Fire Ring Grill combines a 30-inch-diameter

fire ring with a steel cooking grate that pro-
vides 207 square inches of cooking space and
flips back out of the way when not needed 
or when tending the fire. The 10 ½-inch by 19
¾-inch cooking grate is 8 inches high. The 
unit is painted with heat-resistant, non-toxic
black paint. The entire unit can flip back 
for easy cleaning and ash removal but is 
permanently attached to the ground with
ground-staple anchors. Frosty’s Park 
Equipment, (423) 586-1280, www.parkequip
ment.com. —Mark Quasius  WCM
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TO PLACE YOUR AD IN
THIS SPECIAL SECTION:

Beverly Gardner & Associates
574-266-7980•Fax: 574-266-7984
akollat@g-gmediagroup.com
wthorne@g-gmediagroup.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

Central NY Campground
Do you love nature and want land? Then this campground is for you.
Almost 200 treed acres with 99 sites, a pool, large pond and near a
lake/resort area. A well constructed A-frame building which has a rec.
hall, store, office, laundry, restrooms and apartment. Also a large pole
barn and playground. All sitting on a knoll with no worries of flooding
on one parcel of land. Plus, an extra parcel included in the price with
expansions galore!

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

29+ acre campground in beautiful
Langlade County, Wisconsin

Trout stream, wooded and open terrain.
11 sites with  room for expansion. Electric
and water to most sites. Office with show-
ers and state-licensed kitchen. Pavilion,
and 1 bedroom cabin. Near lakes, Wolf

River, ATV, horse, and bike trails. $175,000.

info@glacierwildernesscampground.com
or 608-574-4806

CAMPGROUND INVESTMENT OPPORTUNITIES

$885,000.00 • Call 315-675-8100

mailto:johngrant@earthlink.net
www.parkbrokerage.com
http://parksandplaces.com
www.campgroundsforsale.com
www.campgroundbrokers.com
www.hcrealestate.com
www.buyacampground.com
mailto:don@buyacampground.com


CALENDAR OF EVENTS

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

AUGUST

5-7: Tennessee Association of RV-
Parks & Campgrounds Conference
& Trade Show 
Contact: Rob Halcrow (865) 685-5339
tnarvc@campintennessee.com

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

16-18: Elkhart RV Open House 
RV/MH Hall of Fame. Forest River’s
Dynamax facility and various other 
locations around Elkhart, Ind.

23-24: Virginia Campground 
Association State Meeting 
Cherrystone Campground
Cheriton, Va.
Contact: tovca@aol.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

NOVEMBER

9-11: Pennsylvania Campground
Owners Association Convention &
Trade Show 
Penn Stater Hotel, State College, Pa.
Contact: Bev Gruber, (610) 767-5026
info@pacamping.com

DECEMBER

2-5: 2014 National Association of
RV Parks & Campgrounds Outdoor
Hospitality Conference & Expo
Rio All Suites Hotel & Casino
Las Vegas, Nev.
Contact: Lisa Maurer, (303) 681-0401
lmaurer@arvc.org WCM

attendee, Dick Hartford, a veteran NCA and
industry supporter wasn’t there because
Hartford, former president of Evergreen USA
Insurance (formerly Hartford Insurance)
passed away last year. “I knew Dick since
1983 at my first conference,” Zbierski said. “I
was a young teenager.”
Hartford’s son, Lucas Hartford, now pres-

ident at Lewiston, Maine-based Evergreen,
wasn’t there because he wasn’t big enough
at the time, said Zbierski.

“They’ve (the Hartfords) done things out-
side the conference and have been friends to
the conference in everything we do,” said
Zbierski. “Dick was absolutely a part of the
Northeast Conference. He was our auction-
eer, he did a great, great job and raised a lot
of money over the years. His initial endow-
ment established the scholarship fund.”
“Everything Dick did, he did with sincer-

ity,” she added. “He was sincere about help-
ing other people and he did it because he
wanted to do it. It wasn’t because anyone
asked him to do it. For NCA, he saw that it
was the right thing to do for all of these states
to come together, and that’s why he sup-
ported us. That wasn’t a business decision, it
was the guy he was.”
Hartford’s friend, David Berg of Red

Apple Campground in Maine, stepped into
the auctioneer duties, with Lucas Hartford 
helping Berg run the show at the front of the
room. —Justin Leighty   WCM
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Newport; Bend/Sisters Garden RV Resort, Sisters;
Casey's Riverside RV Park, Westfir; Pheasant
Ridge RV Resort, Wilsonville.

Pennsylvania: Lake-In-Wood Resort, Nar-
von; Shenango Valley RV Park, Sharon.

South Carolina:Hilton Head Harbor RV Re-
sort & Marina; Hilton Head Island Motorcoach
Resort/Outdoor Resorts; Willowtree RV Resort &
Campground, Longs; Cypress Camping Resort,
Myrtle Beach; Ocean Lakes Family Campground,
Myrtle Beach.

South Dakota: Hart Ranch Camping Resort
Club, Rapid City.

Tennessee: Smoky Bear Campground,
Gatlinburg; Twin Creek RV Resort, Gatlinburg.

Texas: K.E. Bushman’s Camp, Bullard; Mill
Creek Ranch Resort, Canton; Shallow Creek RV
Resort, Gladewater; San Jacinto Riverfront RV
Park, Highlands; Advanced RV Resort, Houston;
Buckhorn Lake Resort, Kerrville; Fernbrook
Park, Longview; Bentsen Palm Village RV Resort,
Mission; Forest Retreat RV Park, New Caney;
Northshore RV Resort, Onalaska; Rayford Cross-
ing RV Resort, The Woodlands; Oak Creek RV
Park, Weatherford.

Utah:Mountain Valley RV Resort, Heber City. 
CANADA
British Columbia: Holiday Park Resort,

Kelowna.
Ontario: Fisherman’s Cove Tent & Trailer

Park, Kincardine; Bissell’s Hideaway Resort, Pel-
ham; Woodland Park, Sauble Beach.

Quebec: Camping La Cle Des Champs RV
Resort, Saint-Philipp. WCM
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