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Not being a salesman by nature, I tend to get uncomfortable when
anybody starts issuing “fantastic” and “marvelous” news reports
about much of anything. But I’ve got to admit that the upbeat news
right now out of the recreational vehicle side of the business, which
we monitor closely as publishers of RVBusiness magazine and its
daily website, RVBUSINESS.com, is decidedly positive.

There’s no question about it.
That conclusion was underscored by the hard facts and over-

whelmingly optimistic atmosphere at the RV Industry Power
Breakfast that our company hosted May 8 at the RV/MH Hall of
Fame in the RV-building hub of Elkhart, Ind. 

We did so with the support of an array of industry people as well
as the Recreational Vehicle Industry Association (RVIA), the Recreation Vehicle Dealers Asso-
ciation (RVDA) and an impressive contingent of sponsors including Dicor Corp., Dometic Corp.,
Forest River Inc., GE Capital, Jayco Inc., Kampgrounds of America Inc., Thor Industries Inc.
and Spartan Motors Inc.

The 2nd Annual Power Breakfast included remarks from KOA Chairman and CEO Jim Rogers
and RVIA President Richard Coon as well as teleconference appearances by U.S. Sen. Joe Donnelly,
a centrist Democrat from nearby South Bend, and U.S. Rep. Jackie Walorski, a conservative Repub-
lican who subscribes to some of the budgetary philosophies of the Tea Party. And looking back at the
whole sequence of events, you couldn’t help but appreciate the gravity of the RV industry’s resurgence,
especially around northern Indiana from which more than 85% of shipments are currently generated.

And from what we’re seeing in the general — yet inconsistent — upswing of the U.S. economy and
from our vantage point in the RV park and campground business, it sure looks like this fortuitous
trend will continue to spill over into the accommodations side of the business, an opinion based in
part on the kind of forward-thinking comments made in this issue of Woodall’s Campground Manage-
ment by National Association of RV Parks & Campgrounds (ARVC) Chairman Marcia Galvin
and ARVC President Paul Bambei in an informative article by WCM Editor Justin Leighty.

Galvin’s seeing “a big uptick” in reservations at her park, Normandy Farms Family Campground
in Foxboro, Mass., while Bambei, who’s trade association is headquartered in Colorado, concurs.
“We’re seeing the beginning of the year to be another growth year,” he told WCM. “We’re watching
the manufacturing results of RVs enjoying a record start, and that translates to more camping at our
private parks. Early year indications are that we’re going to see a repeat of last year’s performance.”

Hard as it is for me to stomach all this good news, it all amounts to more optimistic signals for the
2014 camping season for North America’s more than 8,000 private campground operators. WCM

Upbeat RV Industry News Should be a Good Omen 
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Midway between its 2013 and 2014 con-
ventions, the National Association of RV
Parks & Campgrounds (ARVC) expects a
good year for the U.S. campground industry
and plans to have some detailed research
ready for members at this year’s convention
in Las Vegas in December.

While the convention is ARVC’s time to
step to center
stage as an organ-
ization, ARVC’s
leaders gave
Woodall’s Camp-
ground Manage-
ment a detailed
look at what
they’re doing in
the field and at the
association’s head-
quarters in Ever-
green, Colo.

Marcia Galvin,
chairperson of the ARVC board this year,
said that when the board met in April, they
talked about a wide variety of things, some
of which she detailed and the rest of which
ARVC President Paul Bambei laid out.

Bambei  said the “state of the association
is very positive. We had one of the best con-
ventions ever in Knoxville in terms of atten-
dance and vendors” last November. 

“This year operationally we’re quite
happy. Membership is up, the supplier coun-
cil is up to about 123 — significantly higher
than the 77 posted just a couple of years ago
— so we’ve added vendors and suppliers to
our council,” Bambei said.

“On the marketing front, we’re seeing
traffic on our consumer-oriented website,

gocampingamer-
ica.com, up 50%
year-over-year,
and that’s a terrific
thing to be seeing.
We believe the
adoption curve
for new technol-
ogy generally
takes about three
years, so we’re
just now seeing
our consumers
begin to embrace
all the new features. We’re hoping it’s the tip
of the iceberg,” he added.

The association’s site for members,
ARVC.org, has also seen successful growth,
with members actively engaging with each
other in the “ARVC Exchange” forums.

Bambei said things are also progressing on
target for ARVC in other areas as the north-
ern 2014 camping season gets under way.

“The programs we’ve put in play in the
last year or two are being utilized. Usage of
the music-licensing program, now in its sec-
ond year, is up about 25% over last year,” he
said. “The outdoor hospitality education
program is growing nicely with enrollment
around 250,” he said.

In March ARVC rolled out a new member
program with FirstData for credit-card-pay-
ment processing, something Bambei said
was a “fantastic member benefit.”

FirstData has an account manager dedi-
cated to ARVC members, Bambei said, and
“compared to the average merchant credit-
card processing fees that are out there, our

An Early Prospectus from ARVC
on Cusp of 2014 Camping Season

Citing Stiff Competition, Long-Time Campground
Insurer Evergreen USA to Cease Writing Policies

dustry had almost nowhere to turn for insur-
ance. Rates were high and the coverage
was terrible. Poor customer support made
business more challenging. “Evergreen
USA changed all that," the company said in
the announcement.

“Unfortunately, by showing the insur-
ance world that campgrounds could be a
good risk, we now face stiff competition
from extremely large companies with the
resources to beat our rates and provide in-
centives we can’t always match,” said
Lucas Hartford, Evergreen USA president.
“In these times, price is more important than
ever to our customers’ success.”

As a result, the Evergreen USA board of
directors voted to strike a deal with Leavitt
Recreation and Hospitality Insurance to
provide renewal options to replace the
Evergreen USA coverage when it expires,
Evergreen explained in its written 
announcement.

Evergreen will continue to honor all poli-
cies in effect until they expire. Notification
will be sent out well in advance of this, and
Leavitt Recreation will be working with
those customers in conjunction with the no-
tification. While Evergreen USA is leaving
the insurance business it will continue to
honor all policies and all future claims.

“Because we have competed for years
with Leavitt Rec, we know they represent

Southeast Publications Raises 
$30,000 For KOA Care Camps

Southeast Publications announced that
during its 2014 National Awards and
Training Conference (NATC) in Nashville,
Tenn., in April, the company raised more
than $30,000 for KOA Care Camps, a charity
which funds oncology camps for children
with cancer. The money came from sales as-
sociates during the conference, and the
raised funds were then matched by CEO
Wally Warrick.

“While Southeast Publications’ legacy has
been the industry leader in producing the mil-
lions of guest guides each year for RV proper-
ties across the nation, our company is honored
to support KOA Care Camps again,” said
Warrick. “It was great that the CEO of KOA
(Kampgrounds of America Inc.) Jim Rogers
was on hand to see the passion and commit-
ment our sales associates have for this incred-
ible program.” Rogers also was a guest speaker
at the conference and recognized Southeast
Publications and its sales force as one of the
top contributors to the KOA Care Camps pro-
gram. According to Southeast Publications,
the company has raised more than $500,000
for KOA Care Camps since 1994.

During the 2014 Conference, sales asso-
ciates were rewarded for their efforts during
the 2013 calendar year. In all, 83 associates
attended the event, which also offered train-
ing in the expansive electronic offerings from
Southeast Publications, based in Plantation,
Fla. During the 2014 Conference, longtime
associates Roxanne and Sam Waugh were
recognized as the “Top Sales Associates of
the Year.” WCM

many great companies and will work hard
and be successful providing our clients with
great coverage, affordable pricing and the
good service they’ve come to expect,” Hart-
ford said.

Chris Hipple, managing general partner
of Leavitt Recreation & Hospitality, said they
were preparing for the transaction. “Good
competition keeps you very sharp, and
while we’re saddened at the loss of an ex-
cellent, and honorable competitor, we are
very excited to bring some of their staff on
board as part of the transition.

“Our goal is to make this transition as
smooth and seamless for the customers as
possible. This change will be a big one, but
we feel that by communicating with our
clients and working with our carrier-part-
ners, we can make this as positive as pos-
sible.”

Customers with questions can either
contact Evergreen USA as they normally
would or they can contact Hipple at Leavitt
Recreation & Hospitality Insurance at (800)
525-2060 or at chris-hipple@leavitt.com.

In addition, three account executives
who previously worked at Evergreen — Guy
Gagnon, Nichole Poisson and Bryan Tolli
— are now working at Leavitt Rec. Ever-
green founder Dick Hartford died last year.

According to the company's official his-
tory, in the aftermath of the insurance crisis
of 1985, few insurance companies were
willing to provide coverage for camp-
grounds and RV parks. The unavailability of
insurance coupled with the high cost of

Evergreen USA – continued on page 29

The company’s board of directors strikes a deal with 
Leavitt Recreation and Hospitality Insurance to provide 
renewal options to replace expiring Evergreen coverage

Mark Anderson (left) and Matt Anderson (right) of Camp Chautauqua present a check to James
McCauley of Camp Good Days. CONY members have raised more than $100,000 for the charity.

After more than 20 years in the RV park
and Campground Industry, Evergreen USA
Risk Retention Group Inc. (Evergreen USA)
will cease writing new policies immediately
and will cease renewing existing policies
effective July 15, 2015, the company said in
an announcement.

“Current customers can rest easy know-
ing Evergreen USA is still fully behind their
policy until it expires,” the company noted.

When Evergreen began, the camping in-

CONY Members Again Come to
Aid of a Kids’ Oncology Camp

ARVC – continued on page 26

Lucas Hartford

Marcia Galvin

Paul Bambei

Camp Good Days helped 1,500 children last year, and
CONY raised $57,000 last year to further that mission

“We set what we thought was a modest
goal of $25,000,” she said. “We rallied our
campgrounds to participate by selling paper
balloons you write your name on and they
get displayed. We’ve got change boxes from
Camp Good Days. We encourage our camp-
grounds to plan special events. The first year
we actually raised close to $45,000.

“The second year dovetailed with CONY’s
50th anniversary as a trade association, so
our rallying cry was $50k in 50 years,” Bixby
said. “We raised $57,000, I think, last year. In
two years total we’ve raised over $100,000
through the efforts of our campgrounds and
our campers. This is our third year, and we’re
letting people know.”

CONY – continued on page 29

For the third year in a row, Campground
Owners of New York (CONY)member camp-
ground operators are working to raise
money to benefit one of the first oncology
camps in the country — Camp Good Days
and Special Times.

Through the effort, running from May
through October, CONY hopes to continue to
grow the amount the organization is able to
raise to help the nonprofit organization ease
the burden of cancer for families across
New York.

In the first two years, CONY raised more
than $100,000, said Suzanne Bixby, CONY’s
marketing and communication director, look-
ing back at 2012, the first year they decided
to raise funds for Camp Good Days.
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KOA’s Mulvaney Chairs
Committee For NFPA

Doug Mulvaney, director of facil-
ities development for Kampgrounds
of America Inc. (KOA), has been
named chairman of the National
Fire Protection Association (NFPA)
Recreational Vehicle Committee.
This committee is responsible for the
revisions to two standards docu-
ments, NFPA 1192, and NFPA 1194.
The committee oversees changes to
standards for recreational vehicles, as
well as for RV parks and camp-
grounds throughout the U.S.

Mulvaney has been with KOA for
the past six years, and works directly
with KOA owners and managers to
develop and enhance campground fa-
cilities at the 486 KOA locations
throughout North America. He also
serves on several additional national
committees charged with setting and
maintaining electrical codes and stan-
dards for the American National
Standards Institute and is a voting
member of Panel 19 of the National
Electrical Code for the NFPA. WCM

It was all about the positive at the Texas As-
sociation of Campground Owners’ (TACO) an-
nual Spring Meeting and Trade Show, which
took place April 27-29 at Guadalupe River RV
Resort and Inn of the Hills in Kerrville.

Attendance was up 10%, seminars were
enlightening, awards were presented and
campground owners fresh off a successful
winter season were all smiles, said Brian
Schaeffer, TACO’s executive director and CEO. 

“It was excellent,” Schaeffer said, adding
that TACO members are reporting an increase
of 15-20% in advance bookings. 

Schaeffer said TACO members had a large
number of Winter Texans — known as snow-
birds in the Midwest and elsewhere — this
past season. A lot of that could be attributed to
the unusually harsh winter that struck most of
the United States.

“Even though the weather here was weird,
our campgrounds had a great season. I mean,
it was like, ‘What are we going to do? Go back
to Minnesota?’” Schaeffer joked.

TACO’s three-day meeting featured ses-
sions on legislative and law-enforcement is-
sues as well as more traditional topics
synonymous with running a campground, such
as customer service, best practices, rates
analysis and maintenance programs.

“It was quite a variety,” Schaeffer said.
“There was good discussion and it was very
educational, especially when it came to own-
ers sharing ideas.”

The legislative agenda included Sen. Glenn
Hegar. Schaeffer said Hegar is a friend of the
RV parks and the show was an opportunity for
TACO members to become acquainted with the
candidate for Texas comptroller. 

“We’re making new friends,” Schaeffer
said, referring not only to Hegar but an entire
slate of candidates seeking most of the state’s

top offices in 2015. He added that TACO is in-
troducing political candidates to the federal
“NFPA 1194: Standard for Recreational Vehicle
Parks and Campgrounds” document, which
regulates the safety-related design and con-
struction features of recreational vehicle parks
and campgrounds as the preferred statewide
benchmark.

TACO’s legislative consultant, Ron Hinkle,
and the association’s attorney, Casey Erick,
answered questions about legal and legislative
issues involving Texas campgrounds. A hot
topic was how some local municipalities are
incorrectly determining water rates. 

The meeting included a presentation by
Kevin Sullivanof Popp Hutcheson, a company
that helps clients reduce their property taxes.

“RV parks in Texas have been getting hit
pretty heavy with high property tax bills, some
double or even triple what they were before,”
Schaeffer said. 

Kerr County Sheriff W.R. “Rusty” Hierholzer
discussed law enforcement of RV park legisla-
tion that TACO has been instrumental in pass-
ing during the past decade. Specifically,
Schaeffer pointed to legislation that allowed
campground owners to have long-term
campers sign a monthly site service agree-
ment. That allows law enforcement to threaten
jail time for campers who haven’t paid their
fees rather than dismissing the matter as a
landlord-tenant dispute, which typically can
take months before the matter is settled.

Hierholzer also educated TACO members
on trespassing laws, Schaeffer said. Prop-
erly applying this law means unwanted
guests can be threatened with jail if they re-
fuse to leave the property after an owner has
asked them to do so.

Larry Brownfieldof Kampgrounds of Amer-
ica (KOA) had two presentations, one about the

Texas Campground Owners Have ‘Excellent’ 
Spring Meeting, Look Forward to Summer 

related planning.
The two-day meeting concluded with a trip

to a local gun range where association exec-
utives got a chance to fire several different
types of weapons, including a .357 magnum,
a .40 Glock, a .22 Beretta, a .22 semi-automatic
rifle and a 9mm Smith & Wesson. The shoot-
ing adventure was followed by a barbecue at
the home of Brian Schaeffer, TACO’s execu-
tive vice president and CEO.

CAMP’s executive committee includes
President Don Bennett of Campground Own-
ers of New York (CONY); Vice President
Michael Moore of TACO; Treasurer Debbie
Sipe of the California Association of RV 
Parks & Campgrounds (CalARVC); Secretary
Gruber; and Past President Lori Severson of
the Wisconsin Association of Campground
Owners (WACO).

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

“The purpose of our meetings is to get to-
gether and talk about the pertinent issues fac-
ing each of our associations,” Moore said.
“We typically have the same issues and we
try to discuss solutions we’ve come across.
We’re the only ones that know what the other
state associations are going through. So our
CAMP meetings are always a good way to
network and share ideas on what’s working
and what’s not.”

Sponsors of the spring CAMP meeting in-
cluded Lewiston, Me.-based Evergreen USA;
Adventure Systems, a reservations platform
based in Pittsford, N.Y.; and AGS, based in
Crowley. For more information, visit camp-
groundexecs.org. WCM

State campground executive directors from around the U.S. raise their glasses during the
recent CAMP meeting at the North Texas Jellystone Park Camp-Resort in Burleson.

CAMP Reports On Successful Spring Meeting

Lou Figueroa, an inspirational speaker
who lost his legs in a train accident, gave a
powerful presentation to campground asso-
ciation executives during their annual spring
meeting in Texas in late May.

“Lou’s presentation was a highlight of our
meeting,” said Michael Moore, vice president
of Campground Association Management
Professionals (CAMP), which held its May 13-
14 meeting at the North Texas Jellystone Park
Camp-Resort in Burleson, according to a
CAMP announcement.

Figueroa, who is based in Los Angeles,
teaches principles and life lessons involving
perseverance, fear and how to overcome
obstacles. He strives to help his audiences
find their “reset button” in life, the release
noted.

The CAMP meeting also included a series
of information-packed seminars designed to
help state campground association execu-

tives improve their management and over-
sight skills.

• Bob Harris, an association management
expert, gave a presentation on how associa-
tion executives can effectively work with their
boards of directors while improving their
strategic planning and risk management.

• Ron Hinkle, the legislative consultant to
the Texas Association of Campground Own-
ers (TACO), talked about his work with state
campground associations and the best way
to engage a legislative consultant.

• Clyde Taylor, a Fairport, N.Y.-based mar-
keting consultant, gave a presentation on
leveraging leadership and the six best prac-
tices for improving communication for mem-
bership.

• Beverly Gruber, the state executive for
the Pennsylvania Campground Owners 
Association (PCOA), provided a seminar on
conference facility selection, contracts and

difference between customer service and hos-
pitality and the second having to do with iden-
tifying and analyzing certain indicators to
improve their business.

A panel discussion prompted a spirited ex-
change among TACO members who shared
what works, and doesn’t work, for them, Scha-
effer said. Among the best practices shared
were a Workamper who trained several people
at a campground to provide RV repairs, and
how one campground, Parkview Riverside RV
Resort, purchased and installed 100 100-pound
propane tanks so motorhomes wouldn’t need
to travel for more fuel.

Panelists included: Brownfield; Joe Moore
of The Vineyards Campground & Cabins on
Grapevine Lake; Gwen Craig of Rayford Cross-
ing RV Park; and Parkview Riverside RV Park
in Rio Frio.

A number of awards were presented and
two parks, Johnson Creek RV Resort & Park
and The Vineyards Campground & Cabins,
were named small and medium RV Parks of the
Year, respectively.

“We were pretty excited when we heard,”
said Lisa Cauthen, who along with her hus-
band, Tom, owns Johnson Creek RV Resort. “It
makes us feel good because so many people
work so hard to make this place No. 1.”—Rick
Kessler  WCM

TACO President Don Temple (left) with Joe
Moore of The Vineyards Campground & Cab-
ins, which was honored as the association’s
medium RV Park of the Year.

N.Y. Building First State
Campground In Years

New York parks officials are building
a new campground on a Hudson River
island just south of Albany, the Associ-
ated Press reported.

The 63-site campground on
Schodack Island is the first new major
campground built by the state parks de-
partment in decades. It’s still under con-
struction and is slated to open next
spring. The island is off the eastern
shore of the Hudson River. The 1,052-
acre park is bounded by about seven
miles of Hudson River and Schodack
Creek shoreline and includes a canoe
and kayak launch site. Part of the park
is designated a Bird Conservation Area
that’s home to bald eagles and great 
blue herons that nest in cottonwood
trees. WCM

www.minigolfinc.com
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Campgrounds in Ohio, Indiana, Additions
to LSI’s Growing Jellystone Park Network

kitchen, TVs and restrooms.
Future amenities will include a signifi-

cantly improved free Wi-Fi network, a
jumping pillow; a two-mile scenic walking
path; mountain bike trails; as well as golf
cart and mountain bike rentals.

The park has long been a popular camp-
ing destination because of its natural
amenities, which include a 100-acre forest
with hiking and mountain bike trails and
an eight-acre fishing lake with pedal boat
and kayak rentals. The campground has
nine cabins and five luxury cabins under
construction.

However, as part of the Jellystone Park
network, Whispering Hills will significantly
expand its offering of organized family ac-
tivities. “Our goal is to diversify the makeup
of the camper and focus on the weekend
and the weekly camper, including young
couples with families, and provide ameni-
ties for the kids,” Curt Murray said. For
more information, visit the park’s website
at www.whisperinghillsrvpark.com. 

Dogwood Valley
Dogwood Valley Camping Resort is

starting the 2014 camping season with
more than $1 million in improvements and
a new identity. The 202-site park opened in
late April as the second Ohio campground
to join the Jellystone Park network this
year, according to LSI.

“The excitement and reservations have
grown exponentially over the previous
year’s totals and you can hear it in the
voices of our campers and our staff,” said
park co-owner Nancy Felber. “We can
hardly wait to begin the season.”

Nancy and Richard Felber purchased
Dogwood Valley Camping Resort five years
ago and were invited to join the Jellystone
Park system after making more than $1 mil-
lion in im-provements to the park. The im-
provements include new water and sewer
service connections, a 2,000-square-foot
store and office and two new swimming
pools, complete with a 250-foot waterslide
and a 75-foot tubular slide.

“The business has been doing very, very
well,” Nancy Felber said of the park, which
she and her husband manage with the help
of her daughter, Sara, and son-in-law, Nick.

Leisure Systems Inc. (LSI), the Ohio-
based franchisor of Yogi Bear’s Jellystone
Park Camp-Resorts, announced three ad-
ditions to their system in the spring.

Two of the new parks are in Ohio, and
the third is an Indiana park. 

Jellystone Parks tout themselves for
providing fun family activities and themed
weekends that include everything from
crafts and games to wagon rides, birthday
parties with the bears and daily appear-
ances by Yogi Bear.

In addition to activities with Yogi Bear,
Boo Boo, Cindy Bear and Ranger Smith,
Jellystone Parks offer themed weekend ac-
tivities, such as a Chocolate Lovers Week-
ends with candy bar bingo, a chocolate
craft and chocolate Slip N Slide; Mardi
Gras-themed weekends with parades,
cookouts and dances; and the increasingly
popular Halloween-themed weekends,
which include costume and campsite-
decorating contests and trick-or-treating
activities.

Whispering Hills
Whispering Hills RV Park has been

owned and operated by three generations
of the same family since Wayne and Ruth
Murray opened the park in 1969 outside
Shreve, a town in northeastern Ohio.

But after having its own identity for 45
years, the 220-site park reopened April 25
as the third Yogi Bear’s Jellystone Park
Camp-Resort in Ohio, according to LSI.

“It’s time to take the next step,” said
Curt Murray Jr., grandson of Wayne and
Ruth Murray. “By being part of the Jelly-
stone Park network, we will be able to sig-
nificantly increase consumer awareness of
our park in Ohio and across the country.”

Murray and his brother-in-law, Matt
Smith, have already made significant im-
provements in anticipation of converting
Whispering Hills to the Jellystone Park sys-
tem, including replacing the existing swim-
ming pool with a newly designed heated
swimming pool with hot tub and spray
grounds; doubling the size of the camp-
ground office and store; remodeling the cafe
into a new arcade and lounge, and trans-
forming an existing building into a climate-
controlled lounge area with fireplaces, a

“We’ve just been growing and growing.”
The Felbers said they weren’t sure if they

needed to be part of the Jellystone Park
franchise system because their business had
been doing well on its own. But after learn-
ing that CampJellystone.com, the Jellystone
Park franchise website, received 1.6 million
visits last year, the Felbers realized they
could grow even more by joining the fam-
ily-oriented campground network.

“There’s no way we could generate that
kind of website traffic,” Nancy Felber said,
adding that joining the Jellystone Park net-
work will put the Mount Gilead park on a
national platform and give it greater expo-
sure than the central-Ohio park could ever
hope to achieve on its own.

Joining the family-oriented Jellystone
Park network also gives the Felbers a
chance to further refine and improve their
family activities. “We’ve been changing our
clientele to family clientele. So joining Jelly-
stone was an opportunity to match our
clientele and grow our business.

“The marketing, activity level, and the
branding featuring Yogi Bear and his family
of characters have really ramped up the
reservations for the coming season,” Felber
said.

For more information, visit the park’s
website at www.dogwoodvalleycamp-
ground.com.

Hickory Hills
Hickory Hills Campground has been

owned and operated by the same family for
41 years in Spencer, Ind. But this year
campground owner Vickie Maxey is step-
ping up her focus on family activities and
entertainment in a big way by becoming the
eighth campground in Indiana to join the
Jellystone chain.

“Joining Jellystone will give us a broader
marketing capability,” said Maxey, the
daughter of Victor and Maxine Holt, who
built the park in 1973.

Maxey and her brother, Jerry Holt, pur-
chased the park from their parents in 2003,
but Vickie bought out her brother’s interest
and has been running the park on her own
since 2007.

And while the park has focused on sea-
sonal campers who rent campsites for
months at a time, Maxey said the conver-
sion to a Jellystone Park will enable her to
shift her business more to overnight and
short-term family campers.

“We have a social director and have ac-
tivities, but we’re going to be raising the bar
quite a bit,” she said.

The campground borders Mill Creek
with horseback riding, hiking, and boating
close by. For more information about the
Jellystone Park Camp-Resort in Spencer,
visit the park’s website at www.hickory-
hillscamp.com. WCM

CONY Releases
2014 Directory

The 2014 Directory of Campgrounds
and RV Parks, published annually by
Campground Owners of New York
(CONY), is now available for free upon
request online at www.nycamp-
grounds.com, sending mailing informa-
tion to info@nycampgrounds.com, or
calling toll-free (800) 497-2669, accord-
ing to the association.

In addition to detailed service and
amenity information for 200+ CONY
campgrounds and RV parks, readers will
find engaging editorials exploring culi-
nary travel in New York state.

According to Suzanne Bixby, CONY
marketing and communications direc-
tor, “There have been renewed and in-
creased efforts in our state’s tourism
industry to promote the culinary bounty
of our state, such as our farmers mar-
kets, locally-produced food products,
and thematic trails and events. So
whether campers want to have quality
food and beverages for their picnic ta-
bles, or go out for a great foodie experi-
ence, we’ve consulted with “the locals”
for their recommendations and included
them throughout our camping guide.”

Bixby said the camping guide also in-
cludes useful tips on setting up camp
from GoRVing.com, geared toward first
time campers, and advertising for New
York destinations and attractions. WCM

www.bbelec.com
mailto:sales@bbelec.com
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Call today for a brochure:

1.800.944.0240
www.yurts.com

Cottage Grove, Oregon The Original Modern Yurt

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

week website page).
Thursday – Sausage, brews, Santa,

summer. XYZ is the place to be this week-
end (include link to the event if available).

• Two Pinterest postings: (Sunday and
Thursday evenings)

Sunday – pin image from local event.
Thursday – pin image from your web-

site or blog.
Replicate this plan for each week of

your marketing season. You may adjust
frequency and content for your shoulder
and off seasons. Commit these plans to
a calendar layout, assign responsibility,
record passwords and share the plan
with any others in your organization that
have a hand in your marketing program.

Tools to Try
Once you’ve got the plan in place, in-

cluding written posts, utilize a schedul-
ing tool such as HootSuite or Buffr.
This will allow you to create and sched-
ule posts on most social networks as
well as allow you a window to monitor
interaction. Keep in mind that in addi-
tion to posting content according to
your plan, you must interact and re-
spond to comments, inquiries, etc. as
your audience posts them. 

You’ll also want to measure and
record the reach of your content. What
percent of “opens” did you receive, so-
cial engagement, sharing, likes, retweets,
comments, etc.? Has your subscriber
base grown, stagnated, or shrunk? Take
advantage of the power of each plat-
form’s reporting tools as well as Google
Analytics.

Get It In Writing
Whether you design an intricate plan

with plenty of bells and whistles or you
choose to go bare bones, get it in writing.
Create a notebook that can be easily ac-
cessed. Record your goals for each plat-
form and make notes on a regular basis.
Print and file applicable reports. After a
few months you’ll begin to see a pattern
emerge. Take some quiet time each quar-
ter and adjust your plan as needed. 

Think of this process as the best va-
cation of your life. After all, having a
plan in place will allow you ample free-
dom from the drudgery of every day
content creation, freeing you up to run
your day-to-day operation.

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

Setting out on vacation is usually ex-
citing — and sometimes stressful. Very
likely you’ve done quite a bit of research,
choosing what you expect to be the per-
fect place to stay, the ideal route and what
you’d like to see. You’ve made plans, but
are open to adjusting them based upon
what you find at your destination. If
you’re thrilled with the experience, you
may want to do it again; perhaps you’ll
book the same hotel or campground and
try new adventures — a new restaurant,
a different hike, something that “wowed”
you once you arrived. 

Of course, if things didn’t pan out as
expected, next time you’ll make different
arrangements. 

Interestingly, when we talk about set-
ting out on one of life’s biggest adven-
tures — starting, running and marketing
a successful business — it turns out that
aside from the required planning docu-
ments for financial institutions, many
spend more time planning a vacation
than planning how to build and grow
their business. 

According to my inaugural Digital
Marketing Benchmark Study, only 26% of
respondents have an active marketing
plan and a mere 21% have a content mar-
keting plan. While it should be shocking,
that number does not surprise me. Park
owners and operators have so much on
their plates. They must be familiar with
— and wear — every hat in the shop,
from operations to facilities to financials
to marketing. It’s a big job, but it can be

made easier with proper planning.

Preparing to Plan
I’ll be the first to admit that develop-

ing a marketing plan and its close com-
panion, a content-marketing plan, is a
time-consuming process. However, what
may seem like a waste of time is one of
the most productive business processes
you will go through. Why? Instead of
having to choose marketing platforms,
make decisions, come up with topics,
create content and justify your success
(or lack thereof) on the fly during your
busiest operational season, you’ve done
the hard work up front. 

While a marketing plan lays out an
overall picture of your marketing pro-
gram and sets specific, measurable goals,
a content-marketing plan is a deep drill
— a very detailed document denoting
what you’ll communicate, how and
where you will use the content, even
down to the precise communiqué. 

This planning is especially valuable in
light of study results noting that more
than 54% of owners/operators are re-
sponsible for facilitating their digital-
marketing programs. Having a solid
content-marketing plan can eliminate
the ever-present dilemma, “What do I
post?” It can also provide a framework
for which platforms to use and frequency
and reduce the daily stress of enacting a
successful digital-marketing program.  

Sample Plan
Getting in front of the content eight-

ball will allow you to not only maximize
your message by allowing you fore-
thought and reflection, but it can help
you take a single piece of content and
use it in a number of different ways on a
number of different platforms. 

Let’s take a fictional week in your
summer camping season and create a

Evanne 
Schmarder

How to Create a Weekly Content-Marketing Plan
content-marketing plan for the week.
We’ll assume you’ve identified where
your customers are most likely to reside
online — in this case you’ve got an active
opt-in e-mail list, a blog, you are on
Facebook, Twitter, and Pinterest —
and what topics are relevant to your tar-
get market.
July 14-20 — XYZ Summer Season

Park — “Christmas in July” Theme Week
Published once a month*: E-mail

newsletter, YouTube video, guest influ-
encer article/post, contest, podcast, etc. 

• Monthly e-mail newsletter out*
(Sunday evening):

Four articles include upcoming theme
weeks, local experiences/events, staff
spotlight, upcoming YouTube video spot-
light, podcast promotion, etc. *rotate the
monthly content in this slot

• Blog (Sunday evening): Post one ar-
ticle from e-newsletter and include an
image. 

• Three Facebook postings (Monday
and Wednesday afternoons, Friday
morning):

Monday – theme week post: Celebrate
Christmas in July. See Santa, make ginger-
bread houses, play in the snow. Site decorat-
ing contest and reindeer rides. Don’t miss out,
Rudolph’s waiting for you (link to your theme
week website page).

Wednesday – email newsletter out:
Sun is shining and there’s fun to be had.
Take a look at what’s news at XYZ in this
month’s newsletter (include link to email
newsletter).

Friday – It’s Summer Sausage Sizzle
Brewfest in our beautiful Town Square this
weekend. Come for dogs, drinks, stay and
play (include link to the event if available).

• Two Twitter postings (Tuesday and
Thursday afternoons):

Tuesday – It’s July and Santa Claus is
coming to town. Ho! Ho! Ho! Have you
been naughty or nice? (link to your theme

Manufacturers of Quality Recreation FUNniture

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

2061 Sulphur Springs Rd
Morristown, TN 37813

www.yurts.com
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INSITES

David 
Gorin

However, reading a bit further it ap-
pears that Xantarra will be shutting
down the park for all except Xanterra
employees. Xanterra recently was
awarded the main lodging and bus con-
cession in Glacier National Park and will
use the property to provide RV sites and
possibly other housing for its Glacier
employees.  

The loss of the sites in the highly pop-
ular area are likely to be picked up by ex-
pansion projects at nearby campgrounds
and possibly by a new campground
being proposed in the area.

The sellers did not sell the park busi-
ness, just the property. I would expect
they retained the most if not all of the as-
sets of the business including the park
name, phone number, website and other
intellectual property and probably some
equipment.  

It’s another twist in the ever-evolving
park business.

County Seeks Adventure Tourism
Designation: Marion County, Tenn., is
seeking state approval for a new desig-
nation — Adventure Tourism District —
to stimulate visitation to an area known
as Raccoon Mountain, a 500-acre area
crisscrossed with trails, filled with
wildlife and offering vistas of the Ten-
nessee River Gorge where hikers, bikers,
nature watchers and off-roading enthu-
siasts could seek outdoor adventures
within a 15-minute drive of downtown
Chattanooga. The area draws about
100,000 visitors annually.

The owners of Raccoon Mountain

Caverns and Campground on adjacent
land feel “that the ‘adventure tourism’
designation really opens a lot of oppor-
tunities. It’s literally anything outdoors,
whether it’s kayaking, bird watching,
hiking. It’s just meant to encourage peo-
ple to go outside and be active and enjoy
nature,” said one of the owners.

Neat idea.  Is anyone out there famil-
iar with other areas that might have such
a designation?  

LOI In Place to Purchase Camp-
ground: On a personal note, I’m excited
to have a signed Letter Of Intent to pur-
chase an RV park and campground in
Virginia Beach, Va. North Landing Beach
Campground is a 200-site park with con-
siderable expansion possibilities. It is a
riverfront park on the North Landing
River, part of the intercostal waterway
system with access to the Atlantic
Ocean. The park features its own beach
and boat launch.  

Plans call for a mid-summer closing
on the sale. I’m expecting the park to
evolve into a multi-use, year-round RV,
cabin, tenting and glamping resort offer-
ing a quieter and secluded alternative to
the in-town Virginia Beach campgrounds
and attractions while being close enough
to go back and forth to the beaches and
activities.  

The search is under way for a highly
qualified general manager and manager.
Anyone interested? Drop me an email at
david@davidgorinassociates.com.

David Gorin is the former president of
ARVC and is the principal of David Gorin
Associates LLC and president of the on-hold
Best Parks in America. Contact him at:
david@davidgorinassociates.com. WCM

A Few ‘InSites’ Heading Into the Camping Season

The spring/summer/fall camping sea-
son is upon us — at least in most of the
country. The sun belt areas are winding
down, in some cases gearing up for the
holiday weekends and peak summer
school vacation periods. And the north-
ern tier parks are cleaning sites, stocking
stores, fighting off the black flies and
mud season, and so forth.

I hope it was a great season for the
winter parks and that 2014 summer is a
banner year for camping across the U.S.
With RV sales continuing to surge up-
ward, the economy holding steady for
the most part and camping and RVing
almost universally recognized both as a
great experience and affordable for
many, many Americans, the summer
season portends good things for the en-
tire industry.  

A Few InSites and commentary 
that may be of interest

A Fee Story: The Bureau of Land
Management recently announced that
camping fees at a couple of their Mon-
tana campgrounds are being increased
to $8 to $10. The increase stemmed
from an analysis of campground fees

and a comparison with other federal,
state and municipal campgrounds in
north and north-central Montana with
similar amenities. Talk about affordabil-
ity! Some campers from the Big Sky
Country must experience serious sticker
shock when they move out to Montana
KOAs or other parks.  Can you hear it
now? “$38 for a night?  We usually pay
$8 to $10.”

New Twist on a Park Sale: For
years, we’ve heard stories of camp-
grounds and RV parks being sold for a
higher and better use, usually housing
or commercial purposes. But a recent re-
port noted one company taking things
in a different direction. It seems that
campground owners in Columbia Falls,
Mont., sold their campground after 24
years, purchased an RV and were head-
ing down the road to retirement. The
buyer? Xanterra Parks & Resorts, a
major national concession company op-
erating lodging and guest service facili-
ties in such destinations as Crater Lake,
Death Valley, Grand Canyon, Mount
Rushmore, Yellowstone, Rocky Moun-
tain and Zion national parks, as well as
a variety of Ohio state park lodges, and
other resorts, cruises and tours through-
out the US. 

My first reaction was “Here we go
again — another large national company
has discovered the RV park business and
is taking advantage of the growing ex-
citement in the outdoor hospitality busi-
ness. It’s great for park owners to have
another major buyer in the market.”

www.rmsnorthamerica.com
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When the phone rings at Bonita Mesa RV
Resort in Yuma, Ariz., it’s a good bet that in-
quiring campers will ask if the park has Wi-Fi
service.

“Oh my gosh, a good 90% ask if we have
Wi-Fi, and they want it for free,” said Pat
Chaboude, the park’s finance manager.

Indeed, one of the most frequent questions
faced by private park operators across North
America is whether they have Wi-Fi service.

Campground and RV park operators have
consequently recognized that if they don’t
have a good response to consumer questions
about Wi-Fi, prospective guests might look for
another park. But, as many park operators
have also learned over the years, providing
good Wi-Fi service isn’t as easy as it seems.

Parks can install Wi-Fi equipment on their
own or hire outside professionals to install
and manage their systems. But their Wi-Fi
work is never really done because Ameri-
cans’ appetite for electronic devices and on-
line communications is continually growing.
And camper demand for Wi-Fi service may
not only exceed the Wi-Fi system’s capabili-
ties, but, in some cases, the amount of band-
width coming into the park.

Obtaining access to sufficient bandwidth
can be particularly challenging for parks in
rural areas, said Jim Ames, co-founder and
CEO of Airwave Adventurers Inc. in Napa,
Calif.

He noted that cable provides the most
bandwidth, followed by DSL lines and T1 lines,
while satellites provide the least amount of
bandwidth. 

Much of the rising demand for Wi-Fi is
being fueled by the proliferation of electronic
devices.

Years ago, park operators saw families
traveling with a single laptop that wanted to
be able to check their email. Today, each RV
may not only have multiple laptops, but cell-
phones and tablets.

Austin, Texas-based TengoInternet has
cited research by Deutsche Bank, which es-
timates that by 2017, the average person will
have 2.5 wireless devices. That means that a
150-site park with an average of 2.5 people
per RV could conceivably have as many as
975 devices connected to the park’s network.
And they’re not just checking email, but
watching movies, listening to music, playing
online games or making international phone
calls or video calls — all of which require
huge amounts of bandwidth.

Vacationers with increasing appetites for
online communications aren’t solely causing

this rising demand for Wi-Fi.
“So many people are telecommuting

now,” said Jim Ganley, co-owner of Check-
Box Systems LLC in Gray, Maine, who noted
the rising numbers of people who work at
least part time while they travel.

Ganley estimates that demand for Wi-Fi
has quintupled among his campground
clients during the past five years. That figure
is similar to what other Wi-Fi providers are 
reporting, including Austin, Texas-based 
TengoInternet.

“We’re seeing that the bandwidth require-
ments are one-and-a-half times what they
were just six months ago,” said Dan
Tronolone, director of IT and engineering for
TengoInternet, which has 845 campground
and RV park customers in 49 states, Canada
and Mexico.

Campground Wi-Fi systems are also facing
the introduction of new services, like Aereo,
which allows people to watch TV over the In-
ternet. “You can actually stream the TV when
you are away and watch local channels over
the Internet connection,” Tronolone said.

The challenge for campgrounds isn’t just
to provide enough bandwidth to accommo-
date demand, but to provide consistent Wi-Fi
signals throughout their parks to eliminate
dead spots. That means parks often need to
install more Wi-Fi access points. They also
need to upgrade their Wi-Fi systems to ensure
that they are mobile-friendly device.

“We’ve seen a big push in demand for
roaming,” Tronolone said. “People want to be
able to connect to their device and walk
around wherever they are in the park. People
want to be able to walk across the camp-
ground and not lose their connection.”

Indeed, if the Wi-Fi signal drops, that can
lead to frustration for park guests — and visits
to the front desk or phone calls to Wi-Fi
providers — if the problem cannot be solved
easily.

Demand For Wi-Fi Continues To Grow 
Across RV Parks And Campgrounds

All this rising demand is good news, of
course, for Wi-Fi service providers like Air-
wave Adventurers and CheckBox Systems,
who tell Woodall’s Campground Manage-
ment they are seeing not only rising demand
from existing parks, but demand for Wi-Fi
services from parks that have not offered Wi-
Fi service before.

“We’re still getting new customers all the
time — about five to 10 new customers a
month,” said Tronolone of TengoInternet.

And while the Heartbleed bug has
prompted consumers around the world to
change their passwords to protect their per-
sonal data, Wi-Fi providers said the virus has
not posed problems for campground Wi-Fi
systems. The bigger challenge for park oper-
ators, they say, is simply keeping up with the
rising Wi-Fi demands of their guests. —Jeff
Crider  WCM

TengoInternet personnel work on Wi-Fi
signal equipment at an RV park.

Shiloh Luck, a field and design engineer
for TengoInternet, works on a system.

www.redrovercamping.com
www.phelpshoneywagon.com
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ON CAMPGROUNDS

Reports from 
the field: 

Bob Ashley

Barefoot Bay Resort Growing Into Its Texas Roots

Don Talley had a lot of work to do when
he bought 25-site Barefoot Bay Marina &
Resort on Lake Bob Sandlin in Pittsburg,
Texas, about 140 miles northeast of Dallas,
in 2011.

Since then, he’s more than tripled the
number of sites to 80 — 25 of which are
next to the 9,000-acre lake — added Wi-Fi,
remodeled the bathrooms and fixed up six
existing cabins, including a four-bedroom
lodge.

“We remodeled all of them; they look
brand new,” Talley said. “Now we’re in the
landscaping mode, adding trees and azaleas.
And we’ve got a walking trail that we are
working on. Then, we’ll be pretty much fin-
ished.”

Talley, 70, acquired the heavily wooded
park on 15 acres as part of a 900-acre land

deal. “We bought the land for the timber,”
he said. “We’re mostly a tree farm. But the
park was already here and I love the lake.
It’s a labor of love. And you can’t beat the

Talley said.
Last year was particularly good for busi-

ness from workers putting together the
southern portion of the Keystone pipeline.
“That built up our occupancy quite a bit last
year,” Talley said.

* * * * *
The flight of snowbirds to the north was

just about over at River Park RV Park in
Valdosta, Ga., as April became May.

“I get a lot of snowbirds, a lot of them,”
said Randy Williams, manager of the 122-
site park a stone’s throw from I-75. “This is
my last big rush.”

River Park, built in 1968, keeps about 60
sites open for overnight travelers, with the
others taken up by seasonal or semi-perma-
nent campers.

Business also picks up, he said, when the
Family Motor Coach Association (FMCA)
has its national reunions at the Georgia Na-
tional Fairgrounds & Agricenter in Perry,
the most recent being in mid-March.

“I had 18 of them going up to Perry,”
Williams said.

And while River Park gets RVers travel-
ing south in the fall and north in the spring,
with moderate winter temperatures, the
campground also gets a fair number for the
winter.

“I get people who come here and stay for
five or six months in the winter — from
Michigan, Indiana, places like that,”
Williams said. “Normally, the lowest it will
get during the winter is in the high 20s and
by noon it's up to 60 degrees.  If you’re from
Michigan, 60 degrees in February sounds
pretty good.”

Despite temperatures that fell into the
teens for extended period this year, “It was
a pretty good winter,” Williams said.

* * * * *
On California’s north coast three hours

north of San Francisco, the summer season
is stacking up well at Pomo RV Park &
Campground in Fort Bragg.

“We already are half full,” said Janet
Carter, who has operated the park with her
husband, Ray, and son, Larry, for 15 years.
“That’s pretty good for this time of year.”

The reason: “Good weather and a few
more people who have retired,” Carter said.
“And the Mendocino Coast formations are
really beautiful.”

With large sites shielded from each other
by trees and shrubbery, “our park is a little
different than the parks around here,”
Carter said.

The heavily wooded park is popular with
RVers visiting the area for its distinctive Pa-
cific Ocean coastline, wine production and
redwood forests. There's even a “Skunk
Train” that takes tourists through the red-
woods.

Pomo Park doesn’t have a swimming
pool and has no plans to add one, Carter
said. “We have an ocean,” she said. “A pool
is a drawing card, but it’s a big liability. And
with a pool, people expect you to babysit
their kids.”

While 30-amp electrical service comes
with each full-hookup site, there is an ad-
ditional charge for 50-amp service, which
some RVers try to avoid paying. “The 30-
amp circuit breakers go off quite often,”
caused by people who need 50-amp service
trying to fudge a little, she said.

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

lake for fishing.”
Operating out of an office in Longview,

Texas, about an hour from Barefoot Bay, Tal-
ley said that although he’s officially retired,
redeveloping the park and marina have kept
him active. “It’s been a major project,” he
said. “We do a little and then think of some-
thing else that would be nice to have.

“I get over there three
or four times a week. I’ve
been the general contrac-
tor and it’s kept me real
busy. People, after they sit
down and retire, they rust
up.”

Lake Bob Sandlin is
popular for bass and crap-
pie fishing and also for
bow hunting enormous al-
ligator gars, one of which
came out of the lake
weighing 20 pounds.
“That is a Texas record,”

Talley said.
The park draws a mixture of RVers, in-

cluding fishermen attracted to the six miles
of Lake Bob Sandlin shoreline. Others are

families — most of which live within 50
miles — who are looking to relax by the
side of the lake.

“We try to do something to appeal to
everybody,” Talley said.

Barefoot Bay Resort has two beaches on
the lake and operates a well-stocked con-
venience store. The marina has 40 slips and
is equipped with a fuel station. There’s en-
tertainment in an on-grounds sports bar
with an inside grill on Friday and Saturday
nights.

While the campground is busy, Talley
still would like to expand Barefoot Bay’s
reach.

“We’d like to get some snowbirds to
come in here,” Talley said. “We are a desti-
nation place and people need to want to
come here. We are not on a major highway
where they will drive by and see a sign and
pull in for the night.”

Nonetheless, as summer approached in
late April, Barefoot Bay RV & Marina was
half full and anticipating a good season, par-
ticularly from RVers participating in fishing
tournaments.

“We get a lot of business from them,”

Lake Bob Sandin is a popular attraction
at Barefoot Bay Marina & Resort.

Beaches are a big draw for recreation
at Barefoot Bay in north Texas.

www.campgroundmanager.com
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GUEST VIEW

The latest generation of website traffic
has become increasingly challenging in
recent years. The field has become more
crowded, fewer people turn to search en-
gines for reference and the position of
any particular business in those decreas-
ing numbers of searches has steadily de-
teriorated. The factors that heavily
influenced search engine position just a
few years ago — keywords and a web-
site’s related META content (a comput-
eresque reference to data stored in tags in
a document that help your computer
classify the document) — no longer enter
into the latest ranking algorithms.

In desperation and out of confusion,
many businesses fall prey to a host of
companies (who generally initiate contact
through spam or from a telemarketing
boiler-room operation) offering so-called
“guaranteed” search-engine placement. I
actually received a telemarketing call yes-
terday from a company in India called “BS
SEO.” The name says it all!

However, with the decreasing role of
search-engine traffic, the cumulative traf-
fic from established referring sites be-
comes more and more important, both in
terms of that traffic’s influence on search-
engine rankings and the direct impact of
the traffic itself. With that in mind, one
of your goals should be to ensure that
your website is listed in as many directo-
ries — that are relevant to your business
— as possible.

The best way to start is to compile a
list of resources where your business
should already be listed as one of the
benefits of membership. Never assume
that these listings are correct and up-to-
date. Check them individually, and you
will often be surprised by outdated con-
tent that could be negatively impacting
the effectiveness of your listing. Start this
list with your membership listings on any
local, regional or state chambers of com-
merce and tourism boards to which you
belong. Check for details like current e-

mail addresses as well as your correct
web address, ideally including a direct
link to your website.

Next on the checklist for camp-
grounds and related businesses are the
state, regional and national associations
where your business maintains member-
ship. These include the National Asso-
ciation of RV Parks & Campgrounds’
(ARVC) GoCampingAmerica.com web-
site, your state association website and
any applicable regional associations such
as the Northeast Campground Associ-
ation (NCA), which serves northeastern
states from Maine to Maryland. Each of
these has a member services website,
usually password-protected, where you
can enter any listing information that
may be incorrect, incomplete or entirely
missing.

Those are the obvious resources where
your campground would expect to be
listed. Next, it is time to get listed in any
of a wide range of specialized directories
that relate to your business. Start with the
websites of your vendors. In many in-
stances, campground industry vendors
also will list online directories of parks
that have purchased their products.
These might include Wi-Fi service
providers, cabin manufacturers, park
model RV manufacturers, specialty-food
distributors, literature-distribution serv-

ices, site-map designers and reservation-
service providers. 

Do not forget performers who are
scheduled to appear at your park — al-
most all of them have their own websites,
where they list their booking schedule.
Provide links to them on your website’s
activities schedule, then insist that they
provide reciprocal links to your site.
Many fans of these performers follow
their schedules and could become first-
time guests at your park.

Don’t Forget the Dog-Friendly
Online Directories

There are many websites that list
campgrounds that cater to specific types
of camping. Some, for example, list
campgrounds with yurts. Others list
campgrounds with free Wi-Fi service.

Others list campgrounds that are pet-
friendly — and I will concentrate on
these. Pets are indisputably the new fam-
ily members. If you run a pet-friendly
park, there are many online resources
that will help you to spread the word.
Some of these sites even offer free listings
or free trials. To save you time in re-
searching these resources, I have com-
piled a comprehensive list of sites that
cater to pet-friendly travel (I have ex-
cluded any sites that appear to be down,
list only hotels, or are tied into another
paid service).

In the accompanying chart, I listed the
website’s URL, its number of yearly visi-
tors (as shown at StatShow.com), its an-
nual listing fee and the cost-per-thousand
(CPM) for yearly visitors. This last num-
ber is an apples-to-apples way of compar-
ing the cost-effectiveness of each site.

Somebody searching for camping ac-
commodations on one or more of these
sites is an excellent prospect to become a
guest at your campground — probably a
camper who has not stayed at your park
before and would be unlikely to choose
your park without this referral “nudge.”
Since most people probably refer to only
one of these resources — rather than
searching through multiple resources —
listing your park on more than one site
is probably going to significantly expand
your reach.

Building your presence on referral
sites is only one of many ways to attract
new guests. Now that you have this in-
formation at your disposal, put it to use!

Peter Pelland is the CEO of Pelland Ad-
vertising, a company that he founded in
1980 and that 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 print advertising. Learn more
about Pelland Advertising at www.
pelland.com or www.facebook.com/Pelland
Advertising. WCM

Peter
Pelland

Attract New Guests With ‘Referring Site’ Traffic

URL Yearly Visitors Annual Fee CPM

GoPetFriendly.com 280,320 Free $0.00
DogFriendly.com 1,540,665 $119.00 $0.08
BringFido.com 1,177,855 Free three-month $0.21

trial, then $249.00
PetsWelcome.com 592,760 $150.00 $0.25
PetFriendlyTravel.com 598,965 $199.00 $0.33
TakeYourPet.com 77,745 $129.00 $1.67

www.rmsnorthamerica.com
www.yourelectricalsolutions.net
mailto:sales@yourelectricalsolutions.net
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Pointing to the vice president of com-
pany-owned properties, Rogers said,
“Terry Shade has worked for the com-
petitor. He was a franchisee at KOA; he’s
on the company-owned staff. You go into
these characters who designed this —
there’s nobody in the world who has the
expertise, and we built it from the
ground up. It’s cutting-edge, it’s a collab-
orative effort, it’s a team effort. Every-
body contributes.”

Turning back to Kelch, the field direc-
tor for KOA-owned properties, Rogers
said, “There’s a story that goes beyond
nails. It goes back to the DNA that you
and Terry and Pat (Hittmeier, KOA
president) possess.”

Kelch detailed the green efforts that
went into the design. From features de-

The Cape Hatteras KOA Resort has plenty of fun for children, including a pool, water slides and
a pirate play area, thanks to Hatteras Island’s historical link with famous pirate Blackbeard.

stringent requirements of the three
brands KOA rolled out in 2013, followed
by KOA Holiday and KOA Journey.

Adding to the drama of the story at
Cape Hatteras KOA, where senior exec-
utives of Billings, Mont.-based KOA con-
vened for an early May grand opening, is
the fact that Hurricane Irene nearly
wiped the park off the map in 2011 by
pushing a wall of water across Hatteras
Island. The water washed in from the
sound to the west and rose to a height of
several feet as it slammed across the
campground, stopped only by the dunes
along the Atlantic side of the island.
When it receded, nearly everything was
destroyed, though KOA personnel man-
aged to salvage a few rental units.

KOA invested $6.5 million into re-
building the campground to the criteria
of the KOA Resort brand, and company
personnel held the formal grand reopen-

ing celebration where they showed off all
the amenities of the resort: An expanded
pool, improved RV and tent sites, deluxe
cabins elevated enough to park a car be-
neath them, food service and, of course,
the hotel-like suites.

“We are redefining it: What is camp-
ing? Camping is not about the buildings
or the pools, it’s about people and the
way we act,” said Jim Rogers, standing
near the pool with a steel drum playing
in the background during the open
house.

“What we’re doing is attracting a mix
of people who have never been
to a campground,” Rogers told
Woodall’s Campground Manage-
ment.

“We call it genuine engage-
ment. Fundamentally, it’s pro-
viding something that’s
missing every day. We’ve
locked ourselves up, we’ve
hooked ourselves up to a
phone or an iPad or whatever,
and we don’t have that genuine
engagement. Campgrounds
do,” Rogers said.

Rogers is clearly proud of
the way KOA’s team redefined
camping in the Outer Banks.

“You have the brightest peo-
ple in the industry, the guys
who did this,” Rogers con-
tends. “The guy that built it?
His family’s been in this busi-
ness for 50 years. Eric Kelch’s
father was one of the most in-
novative campground owners
in Pigeon Forge (Tenn.). His
mother still owns the park. He
grew up on that park and he’s
the guy that oversaw the con-
struction.”

Kampgrounds of America Unveils First Company-Owned

‘KOA Resort’ Property, at Cape Hatteras, North Carolina

‘What is camping? Camping is not about the buildings or the pools; it’s
about people and the way we act,’ said KOA CEO Jim Rogers. ‘What we’re
doing is attracting a mix of people who have never been to a campground.’

KOA executives on hand for the grand reopening of the Cape Hatteras KOA Resort included (L-
R) CEO Jim Rogers, Regional Vice President Robyn Kromhas, President Pat Hittmeier, Construc-
tion Manager Eric Kelch, KOA owner Oscar Tang, Vice President Terry Shade and CFO John Burke.

The tower at the corner of the main building offers rocking
chairs and a view of the entire campground and the ocean
both to the east and west.

Sandy Rogers, wife of Jim Rogers,
the CEO of Kampgrounds of America
Inc. (KOA), summed up the unique
quality of the Cape Hatteras KOA Re-
sort by posing a question as she pushed
a button on the ground floor of the large
clubhouse at the seaside facility. 

“How many campgrounds have eleva-
tors?” she asked, knowing that the an-
swer is about the same as the number of
parks that, like the Hatteras camp-
ground, include a top-floor series of
eight suites. 

Welcome to Cape Hatteras KOA Re-
sort, the newest property to adopt the
KOA Resort brand — and the first com-
pany-owned campground to do so.

A “KOA Resort” designation, part of a
sweeping rebranding that KOA is intro-
ducing throughout its nearly 500 parks
— the bulk of which are owned by inde-
pendent franchisees — has the most
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where to go. I believe we are transform-
ing our system into more modern, up-to-
date, more targeted to guest needs.”
—Justin Leighty   WCM

across North America already using the
brands, said Hittmeier.

“I’d like to see that we get, by the time
of our convention this year, about 200.
It’s gaining. It’s important that we keep
the momentum going on the process,”
Hittmeier explained.

The branding idea had two main
thrusts, according to Hittmeier. “One is
the better information it’s going to pro-
vide our guests; and, two, is it gives di-
rection to our campground owners for
facility development.”

As for the general public, Hittmeier
insisted that “It’s not about our existing
market, people who’ve stayed with us.
It’s really about people who’ve never
stayed with us, to try to define who we
are to them.”

KOA didn’t start reaching out to con-
sumers with information on the brands
until this spring, so it’s too early to judge

consumer responses to the brands, he
said.

The brands may be most helpful to
KOA owners, Hittmeier said. “Within
each brand position there are a number
of requirements for providing focused
services to a targeted market. This direc-
tion provides them with some ideas on
how to make improvements to proper-
ties. When you have a system that was
developed in the ‘70s and ‘80s, it’s a con-
stant need to modernize and to improve
the facilities,” he explained. “How you go
about that has to be dedicated to the kind
of guest we’re serving today, and this re-
ally defines that market.”

Even the Cape Hatteras KOA Resort,
essentially a newly built property, wasn’t
built as a prototype so much as it was
guided by the criteria of a KOA Resort,
Hittmeier said.

“There won’t be a lot of KOA Resorts.
The term, as we’ve defined it, is more

product, more services, heavy accommo-
dations, recreation and food service,”
said Hittmeier.

“The Journey would probably have
the least amount of facil-
ities on the property, the
Holiday would have
more facilities and serv-
ices and the Resort
would have the most,”
the KOA veteran ex-
plained. “But the quality
and the service compo-
nent that you have across
the board, when we look
at our guest responses
and satisfaction, remains
the same regardless of
the brand position,” he
said.

Relying on those crite-
ria, Hittmeier said, “pro-
vides focus for the
campground owners to
say, ‘This is the kind of
park I am, this is the kind
of customer I’m going
after. Therefore, these are
the services and the facil-
ities that meet the needs
of that particular guest. It
makes things easier to
decide what to do and

The new KOA features eight luxury suites, which KOA CEO Rogers believes will help introduce a
new audience to camping and the RV lifestyle.

signed to block storm-swept waves to
the main building’s water being heated
entirely by the sun to waterless urinals
and LED lighting, Kelch said, “Every-
thing sparks something else.”

Rogers talked about color variations
on steps to make them easy to see, and
he talked about special door sensors that
keep children out of the pool area with-
out hindering adults. “It’s never one
thing; it’s thousands of little things. It’s
the best that can be done in our industry.
The little details are here that the bright-
est minds in the camping industry —
and now in the hospitality industry —
were able to incorporate. And they did,”
he said.

Now that the Hatteras project is done,
Kelch is working on the Nashville,
Tenn., KOA. As Rogers said, “Now he’s
going on to another place that floods —
Nashville. Does he bring some of the

ideas from here to there? The things he
carries, the common factors he now pos-
sesses, nobody else has it. It’s competi-
tive advantage.”

In the end, Rogers observed, the
North Carolina location benefits from
the work done by KOA’s 85 employees
in Billings, Mont. “What you’re seeing
here is innovation as it relates to outdoor
hospitality,” Rogers said. “There may be
individual components that have been
used in other industries, but we’re bring-
ing them into the outdoor-hospitality
world. That makes it very distinct.”

The Branding Effort Continues
So far, Cape Hatteras joins one KOA

Resort in Michigan and one in Ohio, but
KOA spokesman Mike Gast said more
will soon be announced.

Many more have adopted the KOA
Journey and KOA Holiday brands, with
about 110 of the roughly 500 KOAs

Dare County Commissioner Warren Judge and Karen Brown, president and CEO of the Outer Banks
Chamber of Commerce, joined KOA’s Jim Rogers (right), Terry Shade and Pat Hittmeier (left) to
cut the ribbon at the Cape Hatteras KOA Resort.

Nearly everything at the campground has been replaced since
water washed across the island in 2011 during Hurricane Irene.

KOA Rides Technology Into the Future of
the North American Campground Market

As the campground business continues
to evolve across the continent, CEO and
Chairman Jim Rogers thinks Kampgrounds
of America (KOA) will become more attrac-
tive to independent operators, due largely
to the growth of technology.

“We’re a mom-and-pop industry. That’s
the way we evolved. A lot of little operators
across the United States had no consis-
tency. Those people all have this incredible
pride. This is the true entrepreneur.  We
came along in the ‘60s and said, ‘Hey,
there’s some commonality we could benefit
from’ — McDonald’s and Wendy’s saw the
same sort of thing — and we can move
ahead faster together than apart. But some
of those folks have continued to sustain and
do very well as independents,” said Rogers,
a veteran of the casino-hotel industry.

“What’s happened today is called tech-
nology. The independent who could paint

their building as bright as ours, or could buy another yellow shirt or could get the same
toilet, they can’t get the same technology,” Rogers explained. It’s not just about a software
system, either, he said — it’s technology that drives customer engagement. “If you pulled
into Wilmington last night, you pulled in in an Airstream, your dog was named Fluffy,” Rogers
said, because the KOA staff there noted those facts. “If you pull in here today, we know
that. Independent owners can’t get that technology. We can.”

In those situations, bigger is better, he suggested. “We can invest in it because we have
500 campgrounds that are helping generate it, plus we know where to get the expertise to
bring it to us that the independent operator will never find in a Workamper” — though
Rogers is a big fan of Workampers — “or their son, their daughter who are now part-time
managing their website because they had a class in school that taught them to do web-
sites,” Rogers said.

That advantage has the potential to draw more and more campgrounds into the KOA
system.

“Toby Hedges, our vice president of marketing, is spending her time figuring out how to
get greater utilization on KOA.com. It’s a science. You need a first-class pilot. You can’t do
it part-time. That’s the difference, and that’s where I think a lot of these guys are coming in
and saying, ‘I want to take it to the next level,’” Rogers said.

It’s even more than that, though. “We think of technology as something we plug into the
wall, but technology goes into the decision of the color of those paints, why these buildings
are different colors  — there’s different models in each of them, so the employees under-
stand that one building has two bedrooms, another one’s going to be handicapped, which
one’s the biggest — so there’s technology in the discipline and design of what we’re doing
as well,” Rogers explained. “It’s not just about the computer that we’re plugging in.”

Rogers said that large organizations like KOA are appealing to campground entrepre-
neurs. “The independent campground owner has the aptitude and intellect; they want to
go further in the business. They want other people who can talk about the business the
way they do.” —Justin Leighty   WCM

Jim Rogers
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Features like this pool with a zero-entry end and the cen-
ter park-model unit, built at the minimum height allowed
and with gentle ramps up to it, improve accessibility op-
tions for everyone at RV parks and campgrounds.

You Think About Site Access For RVs — But 
Have You Considered Access For Your Guests?
RV parks and campgrounds need to think about the ADA when plan-
ning upgrades, suggests Mark Douglass of the RV Accessibility Group

Private campgrounds and RV parks have
some time before they have to comply with
new federal accessibility guidelines, but as
Mark Douglassof the nonprofit RVing Acces-
sibility Grouppointed out, “you have time, but
how time flies. It was just 23 1/2 years ago
when the Americans with Disabilities Act

(ADA) came
into reality.” 

As a civil
rights law,
its purpose
was to pro-
vide equal
enjoyment
and oppor-
tunity for
people with
disabilities
to enjoy the
same expe-

riences as those without disabilities, accord-
ing to Douglass. The bottom line, he said, is
that owners have had more than two
decades to work on accessibility for their
customers with disabilities. 

It’s a message he’s taken around the
country, meeting with individual campground
owners to evaluate their sites, and he’s also
attended conferences and trade shows to try
to help raise awareness. Not only do camp-
ground upgrades help protect owners from
lawsuits and get them ahead of federal reg-
ulations, they also tap into an underserved
market of people who would like to camp de-
spite disabilities.

Douglass, a Colorado resident who serves
as an access consultant for campgrounds
and RV parks across the U.S., strongly rec-
ommends “that newly designed RV parks and
campgrounds, or existing ones undergoing
renovation, look to the new standards for fu-
ture compliance. If one is going to build it, it
might as well be built with the future require-
ments in mind. It’s more cost-effective to do
it the first time than to have to re-do construc-

tion a second time only a few years later.”
Some of these guidelines have been

around for at least 15 years, while others
went into effect in November, 2013. The
guidelines evolved as a result of numerous
government and non-government organiza-
tions collaborating on what was considered
“best practice” for outdoor recreation acces-
sibility, according to Douglass. “Some of the
entities involved in this process include the
National Center on Accessibility, KOA
(Kampgrounds of America Inc.), the U.S. Ac-
cess Board, U.S. Forest Service, U.S. Dept. of
the Interior, Association of the Blind, and
many more organizations.”

He continued, “Most elements in a camp-
ground already have to comply with the law
and building codes, such as plumbing, park-
ing spaces, reach ranges, door-opening
hardware, washers and dryers, showers and
store shelving, to mention a few. Now we
have what is ‘best practice’ and currently
lawful compliance for Title II and soon Title III
entities,” including private RV parks and
campgrounds.

While private operators don’t have to meet
the guidelines yet, Douglass — who has a
personal passion for RVing while dealing with
his own accessibility difficulties — noted that
the more campground owners and operators
work to get ahead of the guidelines, the less
they have to worry about potential lawsuits
from guests with accessibility needs.

Examples of the New Outdoor Developed
Guidelines include the number of required
“accessible” campsites — tent pad, RV sites,
and cabins — based on the total number of
camping facilities. A camping facility is a
group of camping units in a given area in the
park. For example, Section A might have 20
RV sites (units) in the Section A camping “fa-
cility,” now requiring a minimum of two ac-
cessible sites, Douglass said. 

Campground and RV park owners should
evaluate their campsites for accessibility and
whether they foster independent use by peo-

ple with disabilities. According to the National
Survey on Recreation and the Environment,
78% of people polled in the U.S. actively pur-
sue outdoor activities, with camping being
identified as one of the most popular.

According to Douglass, there are three
critical items for consideration when plan-

ning for accessible campsites:
• Dispersion: Having accessible sites in

various parts of the campground enhances
the opportunity for an individual with a dis-
ability to choose the campsite to his/her lik-
ing. 

• Site Type: An accessible RV site should
be on a firm and stable substrate, minimum
20 feet wide for use of a wheelchair lift
and�access around the RV during hookup and
during a stay. Cabin spaces are regarded as
part of the “built environment” and are re-
quired to be accessible according to the ADA
Accessibility Guidelines (Section 9, which
covers transient lodging). If parking is pro-
vided, it is required to meet accessibility
guidelines and there needs to be an acces-
sible route from the accessible parking to the
accessible entrance of the cabin. Tent pads
and platforms are designed for use by non-
motorized staked tent camping, including a
minimum 48 inches of firm and stable clear
space surrounding the tent so that people
who use wheelchairs or crutches can access
each side to stake the tent. Aggregate mate-
rial can be firm and stable if compacted cor-
rectly, or the surface can be sand, dirt or
grass — as long as the surrounding surface
is firm and stable. In addition, each of these
campsite types has slope standards. 

• Program Access:Accessibility informa-
tion should be easy to locate and regularly
available for site users. A camp office or
store is an ideal place for site maps,
brochures and other media that provide in-
formation on campground accessibility.
Campgrounds with only the minimum num-
ber of accessible sites need to develop
reservation policies for those sites. Ameni-
ties at accessible campsites should all be
accessible, providing a minimum 48 inches
of clear ground space on all useable sides of
the amenity — grill, fire ring, picnic table. In
addition, the amenities now have certain
standards on height, depth, reach, etc. Other
“programs” include things like outdoor
sports court activities, swimming, soaking
and play areas, and they all have standards
for accessibility. —Justin Leighty   WCM

Pilot Rock, Like Many Suppliers, Offers
Accessories Meeting ADA Guidelines

Campground owners are getting a big
assist from suppliers to the outdoor hospi-
tality industry when it comes to making
parks ADA-compliant. Pilot Rock, for one,
offers brand wheelchair-accessible camp-
site and park equipment, from picnic tables
to trash and recycling receptacles to grills
and fire rings.  

According to Bob Simonsen, marketing
manager at R.J. Thomas Manufacturing
Co., all Pilot Rock accessible equipment
meets ADA guidelines for height require-
ments and knee and toe clearances — but

park owners get extra value because the equipment is particularly enjoyed by all campers.
Tables can be portable or stationary, rectangular, round or square, with side or end access

on square or rectangular shapes. “Many tables offer the 19-inch knee clearance, but most
miss the extra toe clearance. To be ADA-compliant, a table must offer a total of 24 inches of
under-table clearance,” he said. 

It’s the end-accessible picnic tables, he said, that are at the top of park owners’ lists. “We
take a 6-foot picnic table and extend the top 2 feet at one end. Some people also like the design
for the extra top space available when a wheelchair is not involved.”

As for trash receptacles and grills, said Simonsen, it’s the reach and operation that make a
difference in design and construction. “Our newest charcoal grill was specifically designed to
meet ADA guidelines for cooking grate height, reach ranges and operability. The cooking grate
swivels horizontally, requiring only one hand to operate and less than 5 pounds of force to
move,” he described. “It’s on a post, so approach to the grill and cooking grate is unhindered.
It’s been a very popular grill because it can be used by anyone.”

Simonsen said wheelchair-accessible campfire rings are also “a very popular campground
site element” that are especially appreciated since the campfire is a quintessential part of the
camping experience. The Pilot Rock accessible product line also includes park benches, utility
tables and camping lantern poles. More information can be found at www.pilotrock.com or by
e-mail at pilotrock@rjthomas.com. — Barb Riley WCM

Mark Douglass
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Online reservation service
providers used to say that camp-
ground operators were about 10
years behind the hotel industry
when it came to adopting new
technologies.

But some former hotel indus-
try executives beg to disagree.

“I’d say it’s closer to 15 years,”
said Scott Anderson, president
and CEO of Cruise Inn RV Parks,
a network of RV parks and resorts
that was recently launched by for-
mer hotel industry executives.
Woodall’s Campground Man-

agement caught up with Anderson just as
Cruise Inn was preparing to launch its web-
site at CruiseInnRVParks.com, which has an
online reservations capability.

He said the company selected RMS
North America of La Jolla, Calif., to handle
the system. “One of the reasons we selected
RMS is their ability to have connectivity with
third-party sites,” he said.

Cruise Inn RV Parks has an agreement to
receive reservations that consumers make
through booking.com, an online travel
agency (OTA). Anderson added that Cruise
Inn RV Parks is negotiating with additional
OTAs to increase the network’s potential
marketing platforms for online reservations.

Other online reservation service
providers are providing similar access to
OTAs for campground operators, including
San Francisco, Calif.-based Front-
DeskAnywhere.com, which has estab-
lished relationships with Expedia,
booking.com, Travelocity, Orbitz and is
a TripAdvisor Tripconnect partner.

FrontDeskAnywhere President Thomas
Lyle said the company was established in
2006, but has been making a big push into
the campground business during the past
year. The company offers a cloud-based, in-
tegrated online-reservations service as well as
full property management software that was
originally designed for the hotel industry.

“It gives guests a good experience online
and provides an efficient way for the busi-
ness owner to seamlessly manage inventory
from the cloud,” Lyle said.

Deb Kohls, who handles business devel-
opment for FrontDeskAnywhere, said the
system is also easy for campground opera-
tors to use. “It’s a compact property-manage-
ment system that gives you all of the
most-commonly used tools in functionality
with a very easy user interface,” she said,
adding, “You can give it to staff members
who do not have much formal education or
to older employees who may have some hes-
itation with technology. The typical training
session is about 45 minutes. That’s how
well-laid-out it is.”

Meanwhile, Niagara Falls, Ont.-based
Mission Management Information 
Systems Inc. has been busy making its
BookYourSite.com reservation portal com-
patible with mobile devices.

“With our system, you can book online
through the app,” said Mission Management
President Jim Amadio.

The company also offers a front-desk-
management system, which it markets using
the Campground Manager brand name.
“We were one of the first to offer a cloud-

Online Reservation Systems For
Campgrounds, RV Parks Mature
From campground maps to connections with Travelocity
and Orbitz, the options in the RV park and campground
sector are starting to move toward what travelers are used
to in the larger hospitality sector of the travel industry.

Dave Jones of RMS North America
points out features of the software,
which the company continues to 
expand.

based system,” Amadio said. “We’ve been
doing that six to eight years now. Camp-
ground Manager can run on the cloud or be
locally hosted. You can have it locally hosted
and have the software installed on the camp-
ground network so they don’t have to go on
the Internet to get access to it.”

The software option is popular with
campgrounds in remote areas, which have
limited or poor quality high-speed Internet
access.

“When you have a reservation system
that has to be connecting to a database (on-
line), the level of service has to go up a notch
or two,” Amadio said. “You can’t have the
system disconnecting. Sometimes you get
intermittent service (in rural areas). You
can’t have that. It has to be connected all the
time.” Otherwise, he said, system interrup-
tions can corrupt or interfere with the proper
recording of reservations. 

To use a cloud-based system, “you need
high-speed Internet service that doesn’t suf-
fer from the dropping of the connection,”
Amadio said.

Companies that provide online reserva-
tion and front-desk-management tools to the
campground sector say they are constantly
making improvements to their systems.

RMS North America, for example, has de-
veloped new reporting capabilities for its
growing customer base, which includes
about 120 campgrounds, RV parks and re-
sorts across North America. “We have a cou-
ple of 50- and 60-site campgrounds as well
as parks with 3,000 or more sites and every-
thing in between,” said David Jones, global
sales and marketing manager for RMS.

Other online-reservation and front-desk-
management companies are also working to
gain a foothold in the campground business,
including GoUSA Camping, which is based
in Ventura, Calif. The company offers a
cloud-based online reservation system,
which can be accessed through the park’s
existing website. GoUSA Camping can also
create websites for parks that need them.

John Hoyos, GoUSA Camping’s system
administrator, said the private park operators
are particularly attracted to the company’s in-
teractive campground maps. “We’re getting a
lot of compliments on our maps and on their
functionality and ease of use,” he said.

GoUSA Camping has been hitting the
campground industry trade shows in recent
months, including shows organized by the
Wisconsin Association of Campground Own-
ers, the Ohio Campground Owners Associa-
tion, the Michigan Association of RV Parks
and Campgrounds and the Northeast Camp-
ground Association. —Jeff Crider  WCM

http://southeastpublications.com
www.fluidmfg.com
www.airwaveadventurers.com
mailto:sales@airwaveadventurers.com
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Campground Store Conversations
From offering just basics to stocking the kitchen
sink, park owners around the country discuss their
strategies when it comes to running a camp store.

It probably happened the first time a
camper ran out of beer before the trip was
over. Not wanting to make the drive into
town, this pioneering camper went looking
for the campground owner. One informal six-
pack sale later (with a reasonable mark up)
and the owner had an idea: We should get a
cooler and stock it with nothing but drinks for
sale! Maybe that’s how the first campground
store evolved, with the cooler becoming a
fridge, which became a corner of the office,
which, in some cases, grew into a com-
pletely separate store to rival any 7-Eleven.
Whatever the roots, the campground store
has become a staple of many campgrounds,
providing convenience for campers and
often a strong source of revenue for owners. 

And while it surely feels nice to make a
camper’s stay more convenient and add a lit-
tle extra appeal to your business, it’s often
the idea of developing a store into a strong
source of revenue that has the most appeal.
Woodall’s Campground Management spoke
to several campground owners around the
country who shared their experience with
running a store — and their ideas about how
to turn that cooler of beer into a pot of gold. 

The “Nothing-But-the-Basics”
Approach

Of course, the type of campground store
you provide is influenced by many outside
factors such as the amount of space you
have available, the amount of capital you
have for purchasing inventory, the length of
your open season, the nature of tourism in
your area and your proximity to other stores.
And, with these factors in mind, we found
that campground stores often fall into a
handful of general categories based on the
approach that owners take. 

The first, and perhaps the most common,
is the strategy of keeping things simple. For
campgrounds with a short open season and
not a lot of room to spare, this approach can
make a lot of sense. It does for Matt Cooley,
the owner of Tee Pee Campground in Mack-
inaw City, Mich. 

“For us, a camp store is just a camp store
because all you’re going
to sell is stuff they forgot,”
said Cooley, whose par-
ents Gene and Jo pur-
chased the campground
in 1962. “Nobody is going
to come up here empty-
handed and buy every-
thing they need.
Everybody has it in their
mind that it’s a little more
expensive than if they

went to the grocery store and bought it.” 
The Tee Pee store is housed in an area

just larger than 500 square feet and shares
space with the registration office, and Coo-
ley said it accounts for under 10% of their
overall business. They keep the store
stocked as well as they can within their
space limitations, offering grocery staples,
plenty of snacks, beer and wine, as well as
a small collection of gift items like coffee
mugs and T-shirts. 

“Firewood and ice, those are our best
sellers,” Cooley said. “We don’t carry a ton
of RV stuff. Most RVers have it with them and
they all want to wait until they get to Camping
World to buy it, so we stick to the basics
there, too.” 

However, Cooley added that they do ex-
periment with bringing in new items to boost
sales. “We just started getting into jerky
lately and have done real well with that,” he
said. “We've got a guy locally who’s making

Campground stores run the gamut, from “just
the basics” to large, well-stocked stores —
such as Ocean Lakes Family Campgrounds’
Sandy Mart — that can have a dramatic im-
pact on a park’s bottom line.

Campground Store – continued on page 27

At Kelly’s Brighton Marina, the campground store
gives owners Kelly and Janice Laviolette an oppor-
tunity to showcase the best of the region, whether
it’s crabbing, homemade clam chowder or locally
produced microbrew beer.

stuff and there’s also a company downstate
that we get a bunch of different types from.
We had a big display and we’ve sold quite a
bit.”

While overall sales aren’t to the point to
where he's ready to invest in a point-of-sale
computer system for inventory and sales
tracking, Cooley said he doesn’t mind doing
it the old-fashioned way with paper receipts
and entry by hand.  

“When your campground store is so sea-
sonal, you're happy to make a little bit off of
it,” he said. “It’s a convenience for your cus-
tomers, it gives you something to do and it
might even create a job. But you’re not going
to get rich off a camp store.” 

The “Kitchen-Sink” Approach
On the other end of the spectrum,

Michele Socola says that while a camp
store might not be a way to get rich, it can
certainly be a large revenue stream if it’s not

underestimated.
Socola, who runs
the Nittany Moun-
tain KOA near
Williamsport, Pa.
with her husband,
Dan, takes an
“everything-but-
the-kitchen-sink”
approach to their
store. And she
said it’s begun to
pay off.

“I’d say the store is about 20% of our busi-
ness,” Socola said. “ I hear a lot of camp-
ground owners say that they don’t feel that
there is a retail market, but I think that might
be because they’re not willing to try it. It is
time consuming, and it is a lot of money to get
started. If you’re going to sell product, you
have to spend the money to stock it.”

To be sure, Nittany Mountain has a differ-
ent set of circumstances than Tee Pee, with
a longer season (seven months instead of
five), more camping sites (300 sites instead 
of 100), a larger store and the backing of a
corporate franchise. But Socola said it wasn’t
always that way. 

“The campground store was here when
we bought it in 2006, but it was very small,”
she said. “The first year of renovation, that
was the focus, expanding the store.” 

They also became a KOA campground in
2007, which allowed them to take advantage
of the company’s point-of-sales system, with
bar codes and inventory tracking. After a few
years, they even began achieving some in
success in the RV supplies market, despite
poor sales for previous owners. 

“The people that we bought the camp-
ground from said that we wouldn’t be able to
have store sales,” Socola said. “But if you
looked around the store, you saw old, dated
merchandise and it was pretty unappealing
in presentation. Of course, the first couple
years we had to learn our customer base
here and of course there were some major

Sea Pirate Campground features a well-stocked, 1,000-square-foot store — and owners Malissa
and Pat Benn also capitalize on their park’s “pirate” theme by selling related items.

www.bookyoursite.com
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quired by General Electric (G.E.) in 1911.
G.E. populated the island with a full-service
marina and all manner of housing, recre-
ation and meeting facilities, using it as a cor-
porate retreat and training center through
the 1950s. But when G.E. pulled the plug on
those events in 1959, Association Island
hopped on a merry-go-round of owners and
uses. 

First G.E. donated the island to the local
YMCA, which used it until programming
was halted in 1970 for lack of funding. After
three years of dormancy, a non-profit com-
munity group bought AI and used it to host
regattas and sailing competitions. That con-
cept burned hot and bright, culminating in
the island’s use by the U.S. sailing team in
preparation for the 1976 Montreal Olympics
— but it was snuffed out immediately after-
ward, leaving AI abandoned yet again. This
time, the island would be stuck in ghost-
town limbo for much longer. 

Finally, the island was adopted again in
1980, this time by a retired doctor and his
wife. Nak and Sue Shim weren’t sure at first
how they wanted to utilize the land and de-
liberated for more than a decade before set-
tling on constructing a campground — but
it would still take several more years of
wrestling with government agencies to ap-
prove plans for putting an RV park on an iso-
lated island that had no access to mainland
water or sewer systems, and in a way that
would be both safe for the environment and
compliant with the law. Construction finally
began in 1999 and Association Island Resort
campground opened in 2002.

The next dozen years would be a
metaphorical microcosm of the near-century
that preceded them. 

Association Island did its fair share of
business among the area’s visitors from

CAMPGROUNDPROFILE

Canada and the U.S. alike, a natural result of
its being far closer to the Canadian border
than those of any of its U.S. neighbors. It was
also a popular resting point for southern
folks seeking a cooler summer spot. Associ-
ation Island was a nice, quiet, grown-up
place to park for the season.

Enter Paul Piske. 
Piske first entered AI’s gates 10 years ago

as one of those “sunbirds” — the group that
migrates north to escape too-hot-for-comfort
summers — and while he developed an affin-
ity both for the park and Shim (whom he
calls “Doc”) from the start, he saw room for
improvement and didn’t hesitate to say so.

“I’m a people person and I’m a camper,
and I’m a talker,” Piske said. “I know what I
like and what I don’t like, and I knew what
I didn’t like as a camper there, so I told him
what I thought.”

First on his list: Change its name. “It isn’t
a resort,” he told Shim bluntly, explaining
that campers coming to a self-proclaimed re-
sort “expect a Jacuzzi or concrete pads or
something, and you don’t have it.” 

Next: Change the campground’s demo-
graphics. “We were a place for full-timers.

Stemming from the St. Lawrence River
and winding through the Adirondack
Mountains into Lake Ontario is the Thou-
sand Islands region, encompassing commu-
nities in Canada on its north side and the
United States to the south. Its 1,800-some is-
lands range from jutting points of rock to
land masses covering several square miles.
Somewhere in the middle of the size range

— and near the tail end of that trail of islets
— is a respectable 65 acres in upstate New
York’s Henderson Harbor. Its name is Asso-
ciation Island, and after suffering from an
identity crisis for almost 100 years it’s been
transformed into one of the jewels of the
Kampgrounds of America system along the
eastern seaboard.

It began in 1905, when the property was
bought and fitted for management meetings
by the National Electric Lamp Association.
The company and property both were ac-

New York’s Once-Neglected Association Island Evolves
Into a Unique KOA Campground In 1000 Islands Region

With a history of more than a century, people have been
coming to Association Island to relax and enjoy the water
and sun throughout the location’s various incarnations.

‘Wherever you go, you see water. And the water’s edge has a rocky shore; they’re used to
seeing sand,’ said General Manager Paul Piske. ‘We have mink out there; we have bald
eagles out there. City people just aren’t used to all that. It’s just unique.’

They’d maybe read and do some fishing,”
Piske said, and commerce doesn’t flourish at
a park full of guests who are, so to speak, is-
lands unto themselves. “When you get peo-
ple in a bunch of 45-foot motorhomes, they
don’t do much in the store. They’re pretty
much self-sufficient; they bring their own
everything. They’re used to living alone.” 

That led to the next line item: Provide
plenty of family fun. “Our first rally, we had,
I believe, 85 families. Every one of them had
at least two children with them, and you
know, we didn’t have a lot of stuff for the
kids to do,” Piske said. “But once we knew
what they wanted, we did something. That
was a big change in our style.” 

That continual initiative and savvy led
Shim to make a savvy move of his own by
turning one of his seasonal campers into his
general manager. Piske joined the staff — a
half-dozen locals and a few work-camping
couples — in 2008. 

“I give Doc all the credit – they gave me
free run,” Piske said. Even when Shim was
skeptical about some of the suggestions from
his new manager, “he’d try it, and once he
realized it was going to work, he didn’t hes-
itate to spend money and do it first-class.
Whatever he does, he does first class.” 

Association Island followed a steady tra-
jectory of upgrades and improvements that
included adding more campsites and cot-
tages, a swimming pool and arcade, arts &
crafts, Wi-Fi service, a security gate, paved
roads, and a toll-free international-access
phone number to accommodate Canadian
callers. 

Community buildings still standing from
the GE days were refurbished and reopened,
too. The old medical center was transformed

Dr. Nak Shim, owner

Children have plenty of recreation options at the park, which features lots of open land in addi-
tion to water all around.

Famous Visitors
The “1000 Island(s)” are closer to you

than you think. 
George C. Boldt was the owner of the

legendary Waldorf-Astoria hotel in New
York City at the turn of the 20th century. He
and his wife Louise so enjoyed the Thou-
sand Islands area that they bought plenty
of land, including hundreds of acres on
Wellesley Island and a large parcel on
shore where he built the Rhineland-replica
Boldt Castle. Since he was a first-genera-
tion American-born child of poor Prussian
immigrants, his castle was regarded by
many as the embodiment of the American
dream.

The Boldts were sometimes accompa-
nied by Oscar Tschirky, maître d’hôtel at the
Waldorf-Astoria, who enjoyed dabbling in
the kitchen. During one yacht trip, he spon-
taneously threw together a few ingredients
on hand to accompany the afternoon salad
— topped off with what thereafter became
known as Thousand Island dressing, thus
joining Veal Oscar and Waldorf Salad on the
list of renowned dishes he created. WCM



Campground Overview
Name: Association Island KOA at
1000 Islands
Address: 15530 Snowshoe Road,
Henderson N.Y., 13650. Mailing Ad-
dress: P.O. Box 525, Henderson Har-
bor N.Y., 13651.
Number of sites: 305 campsites, 70
waterfront, all full hook-up with
W/E/S and cable accommodating RVs
up to 45 feet; six tent sites with elec-
tric and nearby water; 69 boat slips
with W/E accommodating boats up to
40 ft.; five waterfront two-bedroom
Sunset Cottages. Water is visible
from all accommodations, which are
generally no more than 200 yards
from the shore.
Physical description:A 65-acre island
about 65 miles north of Syracuse,
N.Y., in eastern Lake Ontario near the
end of the 1000 Islands region about
40 miles by car and 20 miles by boat
south of the mouth of the St.
Lawrence River.

Season:Mid-May to mid-October 

Rates: Campsites: $35-$75. Tent sites:
$30-$35. Boat slips: $10-$25. All rates
based on two adults and two chil-
dren, one RV or one boat and trailer,
and one vehicle. Sunset Cottages:
$159-$229 for four people; each
sleeps a maximum of six. Day visi-
tors, $10-$15/car of 4; extra vehicles,
$5; extra overnight guests, $8-$10. RV
storage or boat ramp & storage, $10.    
Website:
www.koa1000islandsrv.com
Contact information: Information,
(800) 393-4189. Reservations, (800) 
562-7644. Office, (315) 938-5655.
Info@AssociationIslandKOA.com. WCM
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into a clubhouse with an outdoor deck, TV
room, toddler playroom and more. The for-
mer Black Catte snack bar is now a regular
venue for live bands; and the old dining hall
became the conference center, a waterfront
rental site for large gatherings such as wed-
dings or rallies, opening its doors in 2007 for
the first time in 30 years.

These days, the conference center is a sig-
nificant business draw. “We get a lot of
under-20 rallies,” Piske reported, from
groups like the Family Motor Coach Asso-
ciation (FMCA), Good Sam Club, Holiday
Rambler RV Club and the Fédération
Québécoise de Camping et de Caravaning, a
French Canadian RV club from Quebec.
“They use us a jump-off point for their car-
avans through the Thousand Islands area
and to their other destinations.”

At least 20% of Association Island’s guests
hail from Canada, he said, because of friend-

It’s hard to find a spot on Association Island that doesn’t have at least a glimpse of the water that has drawn people there for 103 years. The campground offers green space, marina slips and plenty of
space for the largest Class A motorhomes on the market. While you might expect storms to wallop the island, the marina is designated by the U.S. Coast Guard as a safe harbor.

lier rules and more utilities in American state
parks, not to mention the fortuitous run-on
between the two countries’ patriotic summer
holiday seasons. Canadian campers roll in
near the end of June and stay through early
July to celebrate both their own and Amer-
ica’s Independence Day celebrations. 

“It’s gotten to the point where now some
of them will leave the RV here, Dad will go
home (for work) and come back the next
weekend by himself because it’s easier to
cross the (border at the Alexandria) Bridge
without the RV; so the family ends up stay-
ing for the week, not just one or two days,”
explained Piske. “That has really made a dif-
ference in the way we’ve been doing busi-
ness.”

The single greatest catalyst for changing
the game for Association Island came in
2012 when it became a Kampgrounds of
America (KOA) franchisee. That, Piske said,

Stormy Weather
With the eastern U.S. having gotten so much rough weather over the past couple of

years, how does Association Island fare when storm fronts sweep through their region?
Quite well, actually. 
In fact, Association Island is where travelers seek shelter when they’re on the water

and find themselves in a storm. The park’s marina is not only located on the leeward bay
side of the island, but there’s also a small barrier island between the two end entrances,
making the marina so well-protected that the Coast Guard — stationed directly across
from the island at Sackets Harbor — identifies Association Island as an official safe harbor. 

While having that designation is a comfort to most guests, Piske said some are still rat-
tled by being on an island in a storm. “There’s water all the way around, and it gets people
nervous to see lightning dancing around when they’re not used to it,” he explained. “We
just have to be reassuring, and keep that camaraderie of camping together.”

He also tries to be reassuring to those who had to pull into the marina unexpectedly. “If
the Coast Guard points them toward us and they come in, I don’t charge them for that.
You’re here to be safe and I want you to be safe. If you got over here and didn’t have this
or that, sure, we’ll open the store and let you get what you needed. It’s like you would do
for anybody in distress.”

As for the brutal winter weather this past season, they don’t pay that sort of thing any
mind, because not a soul crosses the threshold all winter. 

Because Association Island is “a city unto itself,” they have to go through an extensive
power-down process with its independent water and sewage processing plant. “When
we get ready to close down, we have to ‘pickle’ the island,” he said, after which they evac-
uate. “And then each spring we go back out there with our fingers crossed to see what
happened, and we start again from scratch.” WCM

brought a level of exposure and credibility
the park had not been able to achieve inde-
pendently, with effects felt from both sides
of the international border. 

“Once we put up the KOA flag and we
were in that directory, KOA pointed people
to 1000 Islands and they really started com-
ing to us and setting out from here to do the
whole seaway trail — the wineries, the boat
tours, the destination shopping malls, Boldt
Castle, Robert Wehle State Park, even Eisen-
hower Dam,” he said. 

Campers enjoy the on-site sights as well.
“Wherever you go, you see water. And the
water’s edge has a rocky shore; they’re used
to seeing sand,” said Piske, while guests “can
be out on the island and see deer. We have
mink out there; we have bald eagles out
there. City people just aren’t used to all that.
It’s just unique.”  

Plus, campers “know there are certain
things they’ll get” when they see that distinc-
tive yellow, black and red logo, Piske said.
“At the KOA you’ll get clean bathrooms and
get your trash picked up, have that yellow
‘banana person’ that if you see them and flag
them down, they’re gonna take care of you.” 

KOA, for its part, wants Association Is-
land to keep being its unique self, because
they really like AI for what it is; after all, it’s
not every park that needs a boat-house reg-
istration office for campers arriving by water.
“When we first went to KOA and started
talking about our boat slips, it just blew their
minds,” recalled Piske.

Going forward, Association Island KOA
will continue to harbor a blend of familiar
comforts with unusual terrain and the jux-
taposition of modern niceties among ves-
tiges of the past — and Piske thinks that’s a
winning combination.

“I’m an old retired geezer and I’ve trav-
eled, but I’ve got to tell you, up on Lake On-
tario we get some world-class sunsets, and
there’s nothing like seeing a grandpa sitting
up at the marina with his grandson catching
all kinds of fish on $5 poles,” he stated. “If
anybody gives it half a chance, they’ll love it
here like I do.” —Barb Riley  WCM
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deal can potentially save up to 75% on those
fees. Upon signing up, rates will be locked
in for the contract term of three years..”

In addition to new benefits, ARVC is
reaching out to other organizations in the
outdoor industry. Galvin said a representa-
tive of the marketing team for the Recre-
ation Vehicle Industry Association (RVIA)
— the chief national trade group for RV
manufacturers and suppliers — joined the
ARVC board for its meeting.

Bambei said, “Strategically I’m trying to

really engage with some of our industry part-
ners. For instance the RVDA (Recreation
Vehicle Dealers Association) invited me to
their board meeting in March and I had a
great day visiting with them. We are looking
at joint marketing programs that we’re trying
to aim at consumers to encourage RV pur-
chases and usage. It’s just a natural that we
work with the dealers,” he said.

In addition, ARVC is reengaging more ac-
tively with the GoRVing campaign run by
the RVIA and RVDA, Bambei added. “I just
sent a contribution on behalf of our mem-
bers to the RVIA for the 2014 campaign,” he

said, though he noted that ARVC also con-
tributes in less-noticeable ways. “We manage
the campground search engine on the
GoRVing site, we run a lot of ads and
coupons in state directories to support the
program. There’s a lot of what we do behind
the scenes, but I made a commitment to my
board and to (RVIA President) Richard
Coon to continue underscoring the impor-
tance of the campaign to ARVC members.”

One of ARVC’s biggest announcements in
late 2013 was a software tool called the
ARVC AdvantEdge program, developed by
ARVC and SureVista. 

In the first six months, Bambei said, “The
ARVC AdvantEdge program is nearing 200
registrants,” about what the association ex-
pected. That said, Bambei added, it may take
some time for people to get used to the idea. 

Campground owners load proprietary de-
tails of their operations into the software and
then anonymously compare their opera-
tional data to similar-sized campgrounds and
RV parks across the country.

“I’m told to load your data takes about 45
minutes. The real value comes from spend-
ing personal time doing comparisons be-
tween your line items and those of parks that
are of similar size,” Bambei said. “For those
who are using it, it is a great start toward
managing your business better. I think once
it really gets traction, especially at the state
level you’re going to see the number jump.”

ARVC and SureVista conducted joint we-
binars to instruct users on the tools, and
those are posted at ARVC.org, Bambei said.

“What we’re realizing is that there proba-
bly is more of a regional/local application of
the tool than national, and that makes sense.
That’s not to say that a park of 300 sites in
California is not interested in what’s going
on with other 300-site parks in Florida or
New York, but what we’re hearing from state
executives is they’d like a tool where they
can combine and amass data for their states,
for economic impact studies closer to home.
There’s a lot of great data that can be gleaned
from this tool,” he said, and states will be
able to share it with legislators, media and

other people interested in the industry.
“We’re going to be encouraging and incent-
ing volume usage in the states,” and will
make announcements soon about pricing
incentives to attract more users.

Looking at Industry Trends, 
Getting a Deeper Understanding
Galvin said one major long-term trend

ARVC is watching is the growth of nontra-
ditional camping. “We are seeing more
rentals as an association. That’s definitely
something we’re seeing growth in. We’re see-
ing more parks putting in rentals, more
states are advertising their rentals,” she said.

For instance, Galvin said, state groups are
starting to publicize the campground rental
options available to the public as the nation
at large begins to wake up to this new camp-
ing twist, which could have major ramifica-
tions for the industry. “New York has their
own brochure for cabins and rentals, Penn-
sylvania has their own website,” she said.

The rentals are bringing more — and dif-
ferent — consumers to campgrounds, too.
“We’re seeing more first-time guests doing
that, and more international guests are com-
ing in and staying,” Galvin said.

Bambei said, “I would echo Marcia’s com-
ment that park model RVs are a very nice
trend in terms of economic payback and
usage.”

While there’s no scientific prediction for
this year, all indications are that it will be
good for the industry. At Galvin’s Nor-
mandy Farms Family Campground in
Foxboro, Mass., for instance, “we’ve seen a
big uptick in reservations. People in the
north really just want to get out because it’s
been such a bad winter,” Galvin said.

Bambei said he’s hearing the same thing.
“We’re seeing the beginning of the year to

be another growth year,” he told WCM.
“We’re watching the manufacturing results
of RVs enjoying a record start, and that
translates to more camping at our private
parks. Early year indications are that we’re
going to see a repeat of last year’s perform-
ance.” The northern winter led to “some
pent-up demand, which should potentially
lead to some big numbers coming in at 
Memorial Day,” Bambei said.

“It’s not scientific, but I was just talking
to a park in Florida a couple of weeks ago
that saw a huge influx of students traveling
to warmer climates on spring break. This
could be a leading indicator of what the gen-
eral population is experiencing, that people
are just itching to get out and enjoy the out-
doors,” he said.

Galvin said ARVC is “going to be doing a
consumer study with Peter Yesawich and
MMGY Global,” a research firm specializing
in consumer motivations in the travel and
hospitality markets. “We’re going to be look-
ing at the experienced campers, the outdoor
enthusiasts to see what their likes are and
how we can better serve them,” she said.

Bambei said, “The study is really focused
on consumer motivations that drive behav-
iors related to outdoor leisure activities and
camping.”

He continued, “Any mature business like
ours in the camping industry has retention
challenges, and anybody that’s looking at re-
tention understands that you’re going to
have loss due to a variety of factors, but you
really need to be replacing what you’re losing
on one end of the hose with new campers
and new camping enthusiasts on the other
end of the hose. You really need to under-
stand what’s motivating them, and park
model RVs are one of the things that I think
are one of the best-kept secrets in the United
States in terms of being an amenity that peo-
ple who are tired of tent camping or who
don’t have an RV now have at their disposal.

ARVC —from page 3

ARVC – continued on page 30
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failures. You’ll always have that until you find
out what will work best. We found out that
anything that has to do with food is probably
going to sell pretty well.”  

For those who are new to it or hesitant to
jump into retail, Socola advised seeking out
the experts.

“I think you could even take the lead from
sales reps at a wholesale distributers,” she
said. “You could ask them what are the top 20
sellers and maybe try one or two of those.
And if you find movement in that, you could
continue and expand.”

The “Destination Unto 
Itself” Approach 

Malissa and Pat Benn, who own and op-
erate the Sea Pirate Campground near Long
Beach Island, N.J., also subscribe to the ap-
proach of carrying a wide variety of items in
their 1,000-square-foot store. However, like
many other campgrounds around the coun-
try, they have also found success by having
a unique brand and adding additional activi-
ties and entertainment options to keep
campers on site.

“People are definitely drawn to the pirate
theme and so we do actually sell quite a bit
of pirate stuff,” Malissa said. 

Another strategy that the Benns employ
is to operate a snack bar separately from the
campground store, so all fast-food items are
sold there.

Kelly and Janice Laviolette are another
pair of campground owners who have
sought to make their campground — Kelly’s
Brighton Marina near Rockaway Beach,
Ore. — its own destination, and they have
also incorporated local flavor and Kelly’s out-
going personality and gift of gab. 

“We don’t think of it as just an RV park or

a marina,” Kelly said. “We’re on this wonder-
ful spot on Highway 101 and blessed enough
to have this great location and there’s more
than one thing going on. We rent boats, we
sell local seafood, we have docks for crab-
bing or clamming or fishing. People just hang
out watching other people have fun.”

The Laviolettes, whose campground is
open year-round, feel that their 800-square-

foot store is an opportu-
nity to showcase the
best of the region they
call home, whether it’s
the joy of crabbing,
homemade clam chow-
der or locally produced
microbrew beer. 

Even so, they have
found that the locavore
approach has its limits.

“We tried bringing in
fruit and vegetable ven-
dor in the summer, but I
think Americans want
their processed prod-
ucts, maybe especially
when they’re on vaca-
tion,” Kelly said. 

Still, their overall ap-
proach seems to be pay-
ing off, and one example
is in apparel sales, which
the campers undoubt-
edly buy to commemo-
rate the unique
experience. During their
tenure over the last four
years, Kelly and Janice
have had apparel sales
go from nothing to about
a tenth of their sales,
while overall business
has quadrupled. 

And in addition to selling all the standard
campground basics, Kelly says what really
sells the best is the community atmosphere
and the authentic personal connections that
they make.

“I still gotta believe that people like that
human contact, even in this technology age,”
he said. “I hear it all the time that people say,
‘this place feels real.’” —Ty Adams  WCM

Campground Store —from page 22

Campground suppliers can offer a
wide variety of options for stocking
campground stores, from basics to
toys and souvenirs.

LCN stocks a mock campground store in their Connecticut
headquarters for campground operators to tour and see
the options for stocking their stores.

www.rmsnorthamerica.com
www.raindeck.com
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Rob Smith

VENDORSCAPES

snoozies! 
Marshall Bank, president of Buyer’s Di-

rect, is preaching the gospel of snoozies!
foot coverings, whose comfort and practi-
cality are appreciated by campground cus-
tomers — and whose sizeable profit margins
are loved by campground owners. 

The next-generation slippers carry a
who l e s a l e
cost of
about $4
each and
MSRP of

$12.99. “Re-
tailers love

them because they
move very quickly,”

he said, especially at
campgrounds that turn

over a high percentage of their occupancy
every week, bringing in another set of fresh
customers to their stores. 

Distribution has grown from 100 stores
to more than 7,000 since Snoozies! were in-
troduced six years ago. Bank said they only
recently began selling to campgrounds but
have already found Snoozies! are wildly
popular within that market, even — and es-
pecially — in summertime. 

Campers often leave shoes outside and
thus feet uncovered inside, he explained,
where AC-cooled air on hard-surface RV
floors creates frigid piggies – meaning
Snoozies! actually sell better in warm
weather. “We’ve got one location in North
Carolina that goes through more than 2,000
pairs every summer,” said Bank.

Both the classic slipper and “skinnies”
sock-slipper styles contain Sherpa fabric lin-
ing that he said provides real insulation, as
opposed to cotton that lets cold in and heat
out; plus they’re much softer than hard-
soled slippers and are machine-washable. 

Snoozies! come in a wide range of colors
and collections in sizes for infants through
adults and can be displayed on a compact

20-inch-base spinning rack. For more infor-
mation, visit www.snoozies.com, e-mail
info@snoozies.com or call (252) 991-3373.

ThermaCELL 
ThermaCELL flameless lanterns, manu-

factured by The Schwabel Corp., are keep-
ing campers safe from biting insects after
protecting U.S. troops for more than a
decade with their Environmental Protection
Agency-registered repellent appliances.

“The U.S. government was one of our first
customers because the product is highly ef-
fective against sand flies. A lot of troops in
the Middle East have ThermaCELL,” ex-
plained Pauline O’Keeffe, director of mar-
keting communications. “They did tests on
the product in places like Turkey and Costa
Rica and in Maine we did tests with black
flies, and the highest results we received was
97.8% effective.” 

The lantern’s repellent function — a bu-
tane cartridge heats a mat to vaporize al-
lethrin, a synthetic copy of chrysanthemums’

natural insecticide — can
be operated independently
of its battery-powered
LED lights, so hunters and
fishermen can activate the
repellent without turning
on the light or campers
can use the lantern alone.

ThermaCELL’s newest
configuration is an ad-
justable-height torch. “If
there’s a specific area you
want to have coverage in,
you can set one up for
each 15-square-foot area
for an outdoor party or
campground activity,”
O’Keeffe said. “We’re call-
ing them torches, but the
beauty of them is there’s
no exposed flame, so you
get that nice torch ambi-

New Products to Stay Clean, Fire Up and Keep the Bugs Away
ence without the fire safety risk. That’s com-
ing out this year.”

The torch has added flexibility, she said,
because the lantern can be removed from
the pole and used as a table-top lantern. It
also comes with a removable weather-resis-
tant cover so the torch can be left outside. 

For more information, contact John
Davidson at john@thermacell.net or (404)
626-9002. 

Starterlogg 
However campers want to start a fire and

what they want to burn, Pine Mountain has
it covered. 

Jeff Marvel, brand manager for Pine
Mountain, said the brand’s fire-building
products include fire starters, logs and safety
items, with fire starters as the core group of
the brand’s business. 

Diamond Strike-A-Fire resembles a
giant match and burns for 12 minutes, and
ZIP is a premium starter based on highly re-
fined kerosene that’s “more like jet fuel,” ac-
cording to Marvel. 

But it’s Starterlogg that is Pine Moun-
tain’s flagship product. The wax-and-wood
Starterlogg is packaged in bricks that are
scored for breaking down into smaller
chunks. “It’ll get a fire lit safely and quickly,
and it’ll burn for a long time,” he said. “You
can use it as one piece or break it up into
four or five pieces. People really like that.” 

Pine Mountain also manufactures hand-
held fire extinguishing spray Hearth Guard
and several types of fire logs — including

Java-Log, which is made entirely from re-
cycled coffee grounds and “one of our
coolest products,” said Marvel. “Grounds
almost always end up in landfills, but we de-
veloped technology that turns it into fire
logs, and they actually have a very good
burning capability. They burn beautifully
and have that nice coffee aroma.” 

For more information on Pine Mountain
products, contact Jessica Piper at
jpiper@jardenbc.com or (765) 557-3011.

Odorlos 

Yara North America’s Odorlos has been
around for nearly two decades and Tampa,
Fla.-based Yara provides products to more
than 70% of wastewater treatment facilities
in the U.S. 

“It’s a little different than the other prod-
ucts on the market,” said Jenna Engel,
Odorloss sales manager. It’s calcium nitrate.
A lot of the other products are bacteria or
enzyme-based; this has no living organisms.
It works directly with the bacteria that’s al-
ready in the holding tank in order to pre-
vent the hydrogen sulfide gas which is the
rotten-egg smell that people experience,”
she said.

Engel said Odorlos is going to work hard
on education about what sets Odorlos apart
from other options. “That’s something we’re
really going to be pushing, trying to com-
municate more widespread.”

Odorlos is available nationwide at RV and
marine retailers and is sold through major
RV distributors like Stag-Parkway, NTP Dis-
tribution and Coast Distribution. It is avail-
able in both liquid and dry formulations. 

For more information visit www.odor-
los.com, e-mail odorlos@yara.com or call
(800) 869-8764. — Barb Riley WCM

www.checkboxsystems.net
http://dri-dek.com


Manufacturers of Quality Recreation FUNniture

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

2061 Sulphur Springs Rd
Morristown, TN 37813
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premiums charged by the companies
caused serious financial problems for the
camping industry.

In 1989, with investments from 100 pri-
vately owned campgrounds and RV parks,
Evergreen USA was formed to guarantee in-
surance would be available to campground
and RV park owners regardless of market
conditions. Licensed by the State of Ver-
mont, Evergreen USA has been able to pro-
vide insurance coverage to campgrounds
and RV parks nationwide under the Federal
Risk Retention Act, which allows independ-
ent businesses and individuals within the
same industry to band together, raise the
necessary capital to form an insurance
company and provide liability insurance
coverage to other stockholders. WCM

CONY —from page 3

Evergreen USA —from page 3

The idea to do so started with Matt Ander-
son of Camp Chautauqua.

“In my personal life,” said Anderson,
whose park is located in Jamestown, N.Y., “I
have four healthy kids and there are parents
that aren’t as fortunate. Camp Good Days and
Special Times is a good, New York organiza-
tion. I researched it, we talked to them and

that’s how we got hooked up.”
It’s not hard to get campers to donate, An-

derson said. “Everybody in today’s society
knows what it is to lose someone to cancer
because everybody has. Being a camp-
ground and all the different walks of life com-
ing into the park all the time, we’re not a
necessity, we’re recreation. People who are
coming here can afford to donate to some-
thing. It was a niche that I thought would be
popular. I thought it was a great cause, a
great idea; it’s grown,” he said.

Bixby said, “It benefits not only children
with cancer but also they do have adult pro-
gramming. The recreation facility they have
is located in our Finger Lakes region, on the
shore of Keuka Lake. It was a grassroots ef-
fort brought to the table of one of our camp-
ground members who thought we should do
something charitable to help somebody other
than ourselves and also get more awareness
for CONY. I think the goal is just to continue
to get as many of our campgrounds involved
as possible and exceed last year’s if possi-
ble,” she said. WCM

Karin Caccavale, of Kayuta Lake Campground,
and work camper Dev Johnson pose for a
“before” picture when they raised money for
Camp Good Days by shaving their heads.

Dometic, a leading supplier of “com-
fort” products for the RV and marine 
industries, is partnering with Kamp-
grounds of America Inc. (KOA) to
provide a complete line of RV and camp-
ing products at KOA campground loca-
tions across North America, according
to KOA.

“Our goal was to become more rele-
vant to camping customers,” said Mark
Minatel, vice president of after markets
for Dometic. “We wanted to be where
the campers are, so of course we came
to KOA.”

Soon, KOA campers will be able to
find displays of Dometic products car-
rying the familiar yellow KOA brand in
selected KOA campground locations.
While items available will vary by loca-
tion, Dometic products for sale to
campers will include RV cleaner, gray-
water treatment, odor absorber, air
fresheners, holding-tank treatments, toi-
let-bowl cleaners, toilet tissue and moist
towelettes.

Small appliances will also be available
carrying both the KOA and Dometic
brands, including a portable electric

cooler/heater, a portable ice maker and
a six-bottle wine chiller.

“We are also planning to test a
Dometic vending machine at several
KOA locations that will serve as an ex-
tension of the KOA convenience store,”
said KOA Vice President of Brand Devel-
opment Lorne Armer. The vending ma-
chines will hold camper necessities such
as toilet tissue, sundries and personal
hygiene products that would be avail-
able via the vending machine even when
the regular KOA store is closed for the
evening. WCM

KOA and Dometic Team Up On RV, Camping Products

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


Classified Advertising Rates are $1 per
word, minimum $15 per ad. Payment
must accompany order. Closing date
is the first of the month preceding
month of publication. Published
monthly. Make remittance payable to
Woodall’s Campground Management,
2901 E. Bristol St., Ste. B, Elkhart, IN 46514

CLASSIFIEDS

HELP WANTED
CAMPGROUND MANAGERS
Travel Resorts of America is expanding
and is seeking both experienced and
potential managers to join our profes-
sional management team as opera-
tions managers, assistant managers or
managers in training. For more infor-
mation about current and future open-
ings, please contact Robert Bouse at
rbouse@travelresorts.com. “Have Fun,
Make Money” with an industry leader!
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7th Ranch and RV Park
Adjacent to the 3rd largest tourist attraction in
Montana, located next to I-90 and nestled in the
middle of the Big Horn and Little Horn River 
Valley, this 625 acre property is a gentleman
ranch, home, campground and activity center
full of Montana history, tradition, lifestyle and 
excitement. Spacious and friendly, this property
has been built and maintained to top standards
and awaits the second owner to continue in the
tradition of hospitality and convenience.
Offered at $2,000,000 call 406-696-4676

CAMPGROUND

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

“Park models in and of themselves can be
a motivation to get people out to camp-
grounds” and introduce them to the lifestyle,
Bambei said. “Let’s understand our opportu-
nity better, and once we do, our goal is to
drive our public-relations strategy and our
marketing strategy around those motiva-
tions to drive more campers at the doorstep
of our campgrounds,” he added.

Galvin said the results of that study will
likely come at this year’s ARVC Outdoor
Hospitality Conference and Expo in Las
Vegas. “We’re hoping to have it out for our
conference in December. It’s going to take
the next six months or so,” she said.

ARVC also recently contracted with
Chicago public-relations firm Kemper-
Lesnik Inc., Bambei said. “It’s really a differ-
ent approach to public relations than we’ve
used in the past. They have a real expertise
in taking content that we and they copro-
duce and then driving it across the social
media channels like Facebook, Twitter and
Instagram. We’re trying to increase not only
engagement to gocampingamerica.com but
to get stories out there so people understand
who we are and what our campgrounds rep-
resent in terms of convenient vacationing
and what a great bargain they are,” he said.
“It’s a bit of a trial but we’re excited that
we’re able to approach the opportunity dif-
ferently for the first time.”

ARVC —from page 26 Streamlining and 
Heading for Las Vegas

Galvin said one of the things she wants
to do as chairperson is make sure the board
is the right size to serve the association’s
members well.

“I formed a committee to look at the
board structure that we have. Over the last
few years we received a book called ‘Race for
Relevance.’ Associations are going toward
smaller, more-efficient boards,” she said. The
committee, chaired by former ARVC Chair-
man  David Berg of Red Apple Camp-
ground in Kennebunkport, Maine, is
reading the book and using it as a resource.

Galvin said she charged the committee
with “thinking outside the tent: If we had a
brand-new association, looking at the ideal
size and experience of the board.

“Our board size has gone from 30 or 40
people down to 21,” Galvin said, but she
wants to know what’s best.

“They will present to the board their rec-
ommendation in December,” she said.

Bambei said, “We’re excited about our an-
nual convention Dec. 2-5 in Las Vegas.
There’s a real economic reason to come this
year. We’ve been able to negotiate room rates
at the Rio Hotel for that Monday to Thurs-
day for just $49 a night. If anybody has had
an inkling to come, now is the time to do it. 

“We’ve also shaken up the agenda this
year. It’s meant to hold people’s attention
and engage them more effectively. We’ll have

two keynote speakers this year instead of
just one. We also have big-ticket auction
items this year and people may want to
come just for those,” he said.

“There’s a lot of cool stuff going on with
the convention that is new,” Bambei con-
cluded. —Justin Leighty   WCM

www.rmsnorthamerica.com
www.rmsnorthamerica.com
mailto:chris.lexis@avisonyoung.com
mailto:joe.leavitt@avisonyoung.com
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INVESTMENT OPPORTUNITIES

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

$885,000.00 • Call 315-675-8100

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


CALENDAR OF EVENTS

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

6-8: CONY’s 51st Exposition for 
the Outdoor Hospitality Industry
and Trade Show
Turning Stone Resort, Verona, NY

Contact: (800) 497-2669, 
info@nycampgrounds.com

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

10-14: RV Dealers International
Convention/Expo 
Bailey’s on the Las Vegas Strip,
Las Vegas, Nev.
Contact: Recreation Vehicle Dealers
Association (RVDA), (703) 591-7130,
www.rvda.org/convention

10-13: Leisure Systems Inc. (LSI)
Symposium and Trade Show 
Northern Kentucky Convention Center,
Covington, Ky.
Contact: Dean Crawford, (513) 831-2100
ext. 12, dcrawford@leisure-systems.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

2-4: Recreation Vehicle Industry
Association (RVIA) National RV
Trade Show
Kentucky Expo Center, Louisville, Ky.
Contact: Huyen Dang, (800) 336-0154
ext. 305, hdang@rvia.org WCM
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Campgroundviews.com Adds Its 1,000th Video
Although the stereotype of RVers might be

an older couple cruising around the U.S.
completing their “bucket list,” the modern
camper is drastically different than in years
past. Social media and easy access to the
World Wide Web has allowed RV and tent
campers to share their experiences like
never before. As a result of this sharing,
Campgroundviews.com, a campground and
RV Park video-sharing website, just added
the 1,000th location video, showcasing Nor-
mandy Farms Family Camping Resort in

Foxboro, Mass., according to the company.
Campers have taken to the web and

viewed the Campgroundviews.com location
videos almost 350,000 times. According to
founder Mark Koep, “Modern campers are
more sophisticated than ever before. They
are sharing their experience immediately
and in a way that can impact the viability of
campgrounds long term.”

The video is available on Campground-
views.com, the company’s Youtube Chan-
nel, or at Normandy Farm’s site. WCM

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

