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Most of us in the Midwest have stories to tell about the winter
of 2013-’14 and just how bad it was, particularly for northern RV
park and campgrounds.

How bad was it, you ask? 
“In talking to our campground members over the last 45 days

or so, many of them got a late start just because of the long winter
that we had and the amount of snow that we had on the ground,”
confided Bill Sheffer, director of the Michigan Association of
Recreation Vehicles & Campgrounds (MARVAC). “It just took
awhile to get rid of that. And so, as a result, campground owners
were not able to get into their facilities and get them prepared
for the opening of the season. Now, having said that, the good

news is that they’ve seen some strong attendance — especially Memorial Day — since then.”
With national telecasts showing ice stacked in May on the shores of Lake Superior and

spring rains flooding their riverfront sites, Vacation Trailer Park Inc. in Benzonia, Mich., 
certainly is one of the campgrounds that has had the deck stacked against it this season. Instead
of going to the Florida Keys this past winter like normal, co-owners Bill and Betty Workman
stayed home to manage an “all-time-record” snowfall and daunting floods at their 100-site
park on the Betsie River about 30 miles southeast of Traverse City. Good thing they did.

“So the mountains of snow were still there this spring and customers started calling that
normally would come in and we would just smile to ourselves — because not only were they
not going to be accommodated on the river sites,” says Betty Workman, “but we couldn’t even
get near the river sites. So, I’d say we’re probably a good three to four weeks behind where we
should be — and you’ve got to remember the other thing that happened with all this was that
the schools went longer (to make up for “snow days”). And when the schools aren’t out, fam-
ilies do not come up. So, on top of a short season, we have this situation with the schools
where the kids had all this time to make up.”

Only now, as WCM prepared to go to the printer with this issue in mid-June, were things
returning to normal for the Workmans and some of their northern campground-operating
brethren after one of the worst winters on record. “We’re just now beginning to see some fam-
ilies — just now,” added Betty. “I feel like we’re just now able to exhale because a little more
money is starting to flow.”

And as the nation looks back at an epic winter that none of us will soon forget, the Work-
mans are looking forward to a relatively solid summer season and a typically strong fall with
scores of campers converging for the traditional trout and salmon runs. WCM

Epic Winter Takes Toll on Some Northern Parks
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More than 20 million Americans will
travel in RVs throughout the summer
months, heading to the country's 16,000-
plus campgrounds and enjoying time out-
doors with family and friends, according to
a recent Campfire Canvass survey of RV
owners by the Recreation Vehicle Indus-
try Association (RVIA) and Cvent.

According to the new survey, 66% of RV
owners intend to use their RVs more this
summer than they did last year, and 28% will
use theirs the same amount. Just 4% said
they'll use their RVs less, RVIA reported.

“RV ownership is at an all-time high be-
cause it provides families with a comfortable
and cost-effective way to get away from the
day-to-day grind and spend time together,”
said RVIA President Richard Coon. 

Top reasons for increased RV use include
taking more mini-vacations (76%), enjoy-
ing outdoor activities (72%) and escaping
pressure of the daily routine (52%).

While fuel prices continue to fluctuate,
just 30% of RV owners (down from 58%
two years ago) said fuel prices will affect
their RV travel plans. Those who say their
plans will be affected still plan to travel with
their RVs, but will adjust their plans by trav-
eling to destinations closer to home (71%),
driving fewer miles in their RV (51%) and
staying longer at one location (52%).

One reason so many RVers will be on the
road is the built-in cost savings of RV travel.
A 2011 study by travel industry experts PKF
Consulting found that a family of four can
save 23-to-59 percent when they travel in
their RV, even when factoring in purchase
price, maintenance costs, and gas prices. RV

owners agree — 86% of survey respondents
said RV vacations cost less than other forms
of travel even when fuel prices rise.

“Millions of Americans travel in RVs
every year because of the unmatched free-
dom and flexibility they provide when trav-
eling,” said RVIA’s Richard Coon. “RVers can
adjust their plans to take a long road trip or
a quick weekend getaway. An RV is perfect
for what many people want most: more
quality time outdoors with loved ones.”

The summer holidays are a big time for
RV travel, according to the survey. Nearly
three in five RV owners will be on the road
over July 4th (62%), and Labor Day (58%).

Many families are taking shorter, more
frequent getaways in their RVs to accommo-
date busy schedules. According to the survey,
76% of RVers plan to take more one-to-four
day mini-vacations this spring/summer.

Approximately 26% of RV owners are en-
gaging in “seasonal” or “destination” camp-
ing, according to the survey, which also noted
that 65% of RV owners bring pets along on
trips. Most RVers traveling with pets bring
dogs (93%) and cats (14%). Three-fourths
of survey respondents cited flexibility as a
favorite benefit of RV ownership.

RVing is a great way to stay active while on
vacation, according to RV owners. More than
75% said they're more physically active on an
RV trip — 82% said their children are more
active. RVers cite the ability to enjoy outdoor
activities (80%), and escape everyday stress
and pressure (71%) as primary benefits of RV
travel versus other types of vacations. Other
favorite benefits include being on the open
road (62%) and bringing pets (60%). WCM

More Than 20 Million Will RV This 
Summer In U.S., According to Survey

AGS Reaches $50,000 in Charitable Donations

ception of the program in 2012.
The AGS Cares Program donations in-

cluded:
• Feherty’s Troops First Foundation: This

is a Laurel, Md.-based nonprofit organiza-
tion that works to provide meaningful as-
sistance to our service members who have
suffered devastating injuries in Iraq and
Afghanistan.
• IMAHelps: Headquartered in Rancho

Mirage, Calif., IMAHelps organizes annual
humanitarian missions to provide critical
health-care services, including cleft lip and
cleft palate surgeries, to some of the poor-
est communities in Latin America and Asia. 
• Joel Osteen Ministries: Joel Osteen

Ministries provides the basic necessities of
food, clothing and medical supplies to hun-
gry children and families in need, while also
using television, the Internet, podcasts and
other new technologies to reach others
with the “good news of the gospel” to 
inspire people everywhere and help them
rediscover their true purpose in life.
• KOA Care Camps: A nonprofit charity

of the Kampgrounds of America (KOA)
Owners Association, KOA Care Camps
sends kids with cancer to special camps
where they can enjoy camping and recre-
ational experiences at no charge to their
families. 
• Operation Kindness: Founded in 1976,

Operation Kindness is the oldest and

largest no-kill shelter in North Texas. Its
mission is to care for homeless cats and
dogs in a no-kill environment until each is
adopted into responsible homes and to 
advocate humane values and behavior. 
• St. Jude Children’s Research Hospital:

Founded by the late entertainer Danny
Thomas and based in Memphis, Tenn., 
St. Jude Children’s Research Hospital is
internationally recognized for its pioneer-
ing work in finding cures and saving chil-
dren with cancer and other catastrophic
diseases.
• The Wounded Warrior Project: This

nonprofit organization was set up to pro-
vide post-9/11 veterans with a variety of
programs to nurture wounded veterans’
minds and bodies, while encouraging their
economic empowerment and engage-
ment.
• Imagination Library: Founded by Dolly

Parton in 1996 to benefit the children of her
home county in east Tennessee, the organ-
ization fosters a love of reading by children
and their families by providing them with
specially selected, age-appropriate books
each month. 
AGS plans to make subsequent dona-

tions to the charities listed above on a
quarterly basis. AGS launched its charita-
ble giving program in late February 2012;
providing cash and in-kind advertising in
excess of $120,000. Based in Crowley,
Texas,  AGS provides guest guides (site
maps) and website services (through TXAD
Internet) for more than 1,000 campgrounds,
RV parks and resorts across the U.S. and
Canada.For more information about AGS,
visit its website at agspub.com. WCM

Texas-based publisher of guest guides supports a
number of charities through its AGS Cares program.
‘These charities continually work to make a difference
in the world,’ said AGS President Brian Schaeffer

Park Model RVs Officially Part of 
RVIA, Marketing Efforts Expanded

Brian Schaeffer

trial period this year, RVIA's board unani-
mously supported the continued represen-
tation of park model RV manufacturers by
the association.
The move means RVIA will continue to

work on making sure government entities at
all levels recognize that the park models
many campgrounds use as rental units are
recreational vehicles rather than permanent
structures.
RVIA leaders attended last year’s meeting

of the National Association of RV Parks &
Campgrounds (ARVC) and have been work-
ing with campground-franchise giant Kamp-
grounds of America Inc. (KOA) on issues of
interest to the RV and campground industries,
issues like extended-stay campers, Wald told
Woodall’s Campground Management.
During RVIA’s committee week in D.C.,

the board also agreed with the park model
committee’s plan to work with The Richards
Group on a seasonal camping branding proj-
ect to identify key message points to use in
marketing efforts to promote seasonal
camping.
In addition, RVIA’s board a five-day spring

RVIA retail show at the Fairplex in Pomona,
Calif., with the exact dates to be determined.
The fall RVIA show at the same venue is a
major show, and RVIA works with the Cali-
fornia Association of RV Parks & Camp-
grounds (CalARVC) to promote campgrounds
as well as RVs at the fall show.
The association agreed to increase the

advertising budget for the California RV
Show by $25,000 to fund advertising in San
Diego and advertising targeted to Hispanic
audiences. WCM

The Recreation Vehicle Industry Associ-
ation (RVIA)Board of Directors voted unan-
imously to continue representing park model
RV manufacturers as members of the asso-
ciation during their meeting on June 5, 2014
in Washington, D.C., according to informa-
tion from RVIA.
In the spring of 2012, RVIA and the Recre-

ation Park Trailer Industry Association
(RPTIA) reached an agreement allowing
park model manufacturers to join RVIA as
members for a two-year trial period.  
RPTIA mothballed their association dur-

ing that time with RVIA representing the
park model industry on a wide range of is-
sues under the guidance of a dedicated staff
person, Matt Wald, RVIA's park model RV
executive director. 
Upon the successful completion of the

The AGS Cares program made second-
quarter donations to seven charities that
work to improve the lives of children, vet-
erans, impoverished people and animals,
both here and overseas.
“These charities continually work to

make a difference in the world and we are
pleased to support their efforts with a por-
tion of our revenues,” said AGS President
Brian Schaeffer, adding that checks total-
ing $7,776 were sent to seven charities dur-
ing the month of May. This brings the total
cash contributions to $50,000 since the in-

Go USA Camping Pulls Out 
Of Campground Market

After a recent push into the camp-
ground and RV park industry, software
firm Go USA Camping will stop provid-
ing reservation systems and Website host-
ing for campgrounds in mid-July, the
company told customers in mid-June.

CEO Paul Biberacher couldn’t be
reached for comment.

In a message to customers, Go USA
Camping blamed economic reasons.

“Due to the poor economy, we sadly
must issue you the 30-day notice of can-
cellation for all GoUSACamping services
provided to you,” according to the com-
pany’s announcement, which a customer
provided to Woodall’s Campground Man-
agement. “All services include any website
hosting, website booking reservations and
front office reservations. All services will
continue to run from June 13 with no in-
terruptions (except all cancellations must
be processed by the park) until July 18.
On July 19th, all services will be turned
off,” the company informed customers,
giving a list of manual tasks to perform 
to track reservations and transition to a
new system. “We apologize for the incon-
venience and appreciate your support,”
Go USA Camping told customers in the
announcement.

Bob Drakeford, a campground owner
in North Carolina, said he wasn’t pleased
with the timing of the announcement. 

“In the middle of the camp season, it’s
crazy,” Drakeford said. “We’re going to
look around for something else.” WCM

Matt Wald
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KOA Reports Increase In
Both Memorial Day

Stays, Advance Bookings
More than 110,000 campers flocked

to Kampgrounds of America Inc.
(KOA) parks over the Memorial Day
Weekend, according to the Billings,
Mont.-based company.

The 486 KOA locations in North
America saw 3% more camper check-
ins this year, compared to results from
the Memorial Day Weekend in 2013.

Thus far in the 2014 camping season,
KOA has seen an increase in short-term
camping nights of nearly 5% compared
to the same period in 2013.

The 2014 KOA summer camping
season is off to a fast start.

KOA campgrounds saw a more than
6% increase in camper nights during the
KOA Care Camps Big Weekend May 9-
10, and advance reservations for the rest
of the summer season are also running
ahead of 2013 results at this point in the
season.

“Campers are obviously anxious to
get back outdoors and camp after a
long, hard winter,” said KOA President
Pat Hittmeier. “Our owners are making
significant investments in improve-
ments in their campgrounds, and we
know campers are going to appreciate
the enhanced camping experiences they
are going to have on KOAs throughout
North America.” WCM

attention,” said Matt Klugman, spokesman for
Vacation Myrtle Beach, a group of hotels that
includes the Crown Reef. “This is a true water
park.”
At Lakewood, buzz about the park started

when it was finished in the fall, though it
hasn’t gotten much action in the offseason.
Crews just finished the landscaping and in-
stalling pavers in the new snack area near the
water park.
But Gomer said the water park already is

paying off — reservations for the year are up
compared to the bookings at this time last
year, which she credits with the new market-
ing slogan playing off the park, “Camping with
a Splash,” as well as pent-up demand from
the rough winter.
The new water parks popping up at resorts

hasn’t hurt standalone water parks such as
Wild Water & Wheels in Surfside Beach. In
fact owner Mark Lazarus says it could end up
helping his business.

“They are limited and I believe in leaving
the customer wanting more – which is where
we come in,” said Lazarus, who also is Horry
County Council chairman. “We offer an all-
day experience with bigger, taller and more
than they have the footprint to offer.”
Lazarus still partners with many of the

properties, he said. Even though the resort
water parks are getting fancier, they still don’t
have the room to offer the wave pools and
other elaborate features as the bigger, stand-
alone parks, Gomer said.
“We are a nice blend,” Gomer said. —

Dawn Bryant/Reprinted with permission
from the Myrtle Beach Sun News   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.

Water Parks Popping Up At More 
Myrtle Beach Campgrounds, Resorts

There was no question among the leaders
at Lakewood Camping Resort that when it
came time to add some amenities to the
campground, a water park would be first on
the list.
Families love water parks — different

parts appeal to different ages — and it would
be well worth the investment, said Shannon
Gomer, chairwoman of the board of directors
and a member of the family that built Lake-
wood.
The $2 million water park, which opened in

the fall a few months later than expected, is
the cornerstone of an overhaul of the 55-year-
old campground aiming to take it to a new
level. “We knew that would be a part of it,”
Gomer said. “That makes a difference with
the families.”
Water parks are becoming the latest must-

have amenity for a growing number of camp-
grounds and resorts aiming to lure

vacationers to their properties. It’s a growing
trend across the country as resorts aim to
continually “wow” guests, said Jeff Coy,
president of JLC Hospitality Consulting,
which has produced reports on hotel water
park resorts.
“Today’s resort guest is looking for a

unique experience, not just the same old
thing,” he said. “A growing number of resort
owners ‘get it’ and are leading the way. Resort
owners with water parks are locked into an
arms race.
“It is definitely an escalation of who has

got the biggest waterslide and the bragging
rights that go with it. Bigger is better and more
thrilling is the name of the game.”
At Lakewood, guests will find three water

slides, a 525-foot lazy river, a kids splash area,
a picnic area and the usual pool.
Some resorts have added more water fea-

tures through the years, and now several
more are joining in the growing trend nation-
wide, saying guests have asked for it.
“Guest feedback played a role in it, for

sure,” said Vickie Carmody, spokeswoman
for PirateLand Family Camping Resort, which
is adding a 5,000-square-foot wading pool
with a pirate ship, water falls and water-
shooting cannons. “Trying to keep up with the
top-of-the-line resort amenities.”
A $2 million water park is one of the key

features being added this year at Crown Reef
Resort in Myrtle Beach, which is overhauling
the property after being sold in August. Crews
have been working on the towering structure
on the oceanfront aiming to get it open by
summer.
“It’s something that is exciting and gets 

TNARVC, Southeast
Publications Partner Up

The Tennessee Association of RV
Parks & Campgrounds (TNARVC) an-
nounced a new strategic partnership for
2015 with Southeast Publications, the
largest provider of guest guides for RV prop-
erties in the U.S. and Canada, according to
an announcement from Southeast Publica-
tions and TNARVC.

In this partnership, Southeast Publications
will bring its marketing and sales expertise to
assist TNARVC with its membership recruit-
ment, sales and marketing of its annual Ten-
nessee RV/Camping Guide.

“In 2013, Southeast Publications enabled
California ARVC to greatly improve their ef-
forts in that state,” said TNARVC Executive
Director Rob Halcrow. “Our board of direc-
tors believe that with the Southeast Publica-
tions sales force in the field, our message will
now be carried to more parks, increasing our
reach and sales to new members throughout
the Volunteer State.”

TNARVC will produce 50,000 copies of
its Tennessee RV/Camping Guide which
will be distributed across the state.

Wally Warrick, CEO of Southeast Pub-
lications, said, “Our legacy at Southeast
Publications has been the industry leader in
producing the millions of guest guides each
year for (more than) 1,400 RV properties
across North America. We are so honored
to be a partner with TNARVC for their 2015
guide.” WCM

‘Today’s resort guest is looking for a unique experience,
not just the same old thing,” said Jeff Coy, president of
JLC Hospitality Consulting. “A growing number of re-
sort owners ‘get it’ and are leading the way. Resort
owners with water parks are locked into an arms race.’

Lakewood Camping Resort’s new Kids
Splash Area. 

The new water feature at Pirateland Fam-
ily Camping Resort ties into pirate history.
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When nearly 600 leaders of the North
American RV industry gathered May 8 at
the Northern Indiana Event Center in
Elkhart, Ind., for the 2nd Annual RV Indus-
try Power Breakfast, the future of recre-
ational vehicle camping — and camping in
general — was a key topic of discussion.
Attendees heard from the Recreation

Vehicle Industry Association (RVIA), the
Recreation Vehicle Dealers Association
(RVDA) and the leadership of the Go RVing
Coalition on an array of topics, while the
RV park and campground sector was well
represented at the podium by Kamp-
grounds of America Inc. (KOA) Chairman
& CEO Jim Rogers, who served as a
keynote speaker for the first power break-
fast in 2013.
“Last year we came in and we talked a

little about going on ‘Undercover Boss’ and
what came out of that,” said Rogers at the
spring breakfast meeting, which again was
facilitated by Elkhart-based RVBusiness
magazine and its sister publication,
Woodall’s Campground Management. “Our
theme going forward is ‘What’s behind the
yellow sign.’ What we learned in that TV
show is people did not know what KOA
was.”
Having said that, Rogers, a veteran of

Reno’s hotel/casino circuit who still re-
sides in Nevada, a good distance from
KOA’s Billings, Mont., headquarters, de-
scribed the onging growth KOA is experi-
encing. “We’re up 10% looking at
reservations for this summer vs. last sum-
mer at this time, and last year was a record
year for KOA,” Rogers said.
In the summer of 2013, KOA — with

roughly 62,000 sites at nearly 500 fran-
chised and company-owned locations
across North America — saw a 7% in-
crease in short-term RV stays, an 8% hike
in long-term RV stays and an upswing of
16.1% in stays at the “KOA Deluxe Cabin”
park model RVs, Rogers told the group.
“We still have a huge opportunity to

think about what it is that people don’t
know about us,” said Rogers, pointing out
that that observation applies to both the
campground sphere as well as the rest of
the RV universe. “We only have about nine
million households who are RV owners.
We have plenty of room for growth. Our
goal here is for us to work together to sus-

1695 Poquonock Ave.  |  Windsor, Ct 06095  |  www.lcnoutdoors.com
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tain the good times,” not only for each
other, but for campers. “It’s not about the
tires. It’s about the heart and soul and the
joy of getting people outdoors.”
Rogers then debuted KOA’s new com-

mercials, which target the camping and
RVing lifestyle in much the same way as
the RV industry’s all-industry Go RVing
Coalition’s elaborate marketing campaign
conducts its “Away” marketing campaign.
Go RVing has been around for 17 years,

said James Ashurst, vice president of com-

munications and marketing for RVIA,
which administers the lifestyle-oriented
marketing program for both of its co-own-
ers, RVIA and RVDA. “This is a lifestyle
campaign,” said Ashurst, noting that, un-
like other industries where individual firms
compete for advertising attention, “our in-
dustry competes day-in, day-out on the
product space. But what we do is focus on
the lifestyle” with the joint advertising
campaign.
Go RVing’s “Away” campaign in 2013

did a good job of reaching its core audi-
ence of Baby Boomers and 30- to 49-year-
olds, Ashurst said, and the initiative
continues to reach out in targeted ways
this year with a $20 million budget for na-
tional advertising.
“I look at the Go RVing campaign really

KOA’s Jim Rogers Joins RV Industry 
Leaders At 2nd Annual Power Breakfast

‘We still have a huge opportunity to think about
what it is that people don’t know about us,’
Rogers said. ‘We only have about nine million
households who are RV owners. We have plenty
of room for growth.’
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Create an emotional tug by putting
your audience into the action, whether
it’s checking in, participating in activi-
ties or even making a campfire.

Topic 3: Camping/RV Primer/
Expert Q&A

Offer how-to and about us/our area
tips and tidbits that are of interest to
your customer and that are likely to be
shared. There’s no end to the
subjects/topics that lend themselves to
RV and camping how-to videos: setting
up a tent, parking a motorhome/fifth-
wheel, camp cooking — you get the
picture.

Topic 4: Your Story, Your News
Have a video conversation with your

customers, letting them into your
world.

It’s been proven that when a cus-
tomer is on a first-name basis with the
business owner or manager, their opin-
ion of the business is significantly im-
proved — even if there have been no
actual changes. 

Topic 5: Customer Kudos
Ask satisfied customers to share their

positive experiences with your property
— preferably in front of your busi-
nesses’ signage. If a picture is worth a
thousand words then a video is worth a
million. Customer testimonials add
credibility to your message, are influen-
tial and encourage loyalty. When mak-
ing these videos, remember: keep them
to a maximum of 1.5 minutes, film at
your business if possible and get signed
permission to use.

Don’t Delay, Do It Now
Like all marketing tactics, there are a

million-and-one ways to develop and
produce content, set up accounts and
optimize them and measure their effec-
tiveness via analytics. We can talk more
about that later — but for now, get
cracking on the “doing” side of the
equation. Once you get started you’ll
see that while I wouldn’t call it simple,
it’s definitely doable. Are you ready for
your close up?

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

MODERN MARKETING

I’d wager that a very high percentage
of this column’s readers have watched
an online video in the last month or two
— maybe even in the last week. Why?
Video is engaging, offers entertaining
information, allows viewers to put im-
ages with words and ideas, and in many
cases is ever-present as a content con-
sumption option. In fact, studies show
that a third of all online activity is in
viewing videos and the use of video in-
creases understanding of your product
or service by 74%. Wow!

That’s fantastic news for our industry.
What we offer the camping consumer
can be easily portrayed in beautiful im-
ages — a family picnic on bright green
grass, a swimming pool full of happy
campers, an evening bonfire and marsh-
mallow roast. As a bonus to video cre-
ation, the content can be disseminated
in a variety of manners allowing you to
get maximum value from a single short
video or series. 

Check Out These Industry 
User Stats

According to the 1st Annual Digital
Marketing Benchmark Study for Out-
door Hospitality, 46% of study partici-
pants say they use video in their digital
marketing mix — but dig a little deeper
and you’ll see that there’s more (or shall
I say less) to those numbers. 

It turns out that while nearly 54% of
those have been on YouTube for three-
plus years, only 26% post video at least

once a month. Fewer than 21% have
more than nine videos, with the major-
ity (just more than 70%) having be-
tween two and eight videos available on
their YouTube channel. I find that
shocking since this can be a powerful
tool. It’s an opportunity knocking down
your door. 

Perhaps part of the problem is the in-
timidation of actually creating the video
itself. But it doesn’t have to be that way.
Sure, you want to release a good-look-
ing product — but no one expects
Steven Spielberg-type quality from your
productions. However, there is good
news. Even smartphone video — and
chances are someone on your staff has
one and knows how to use it — can de-
liver clips that you can be proud to use.  

As summer season parks embark
upon their busiest time of year, recruit
a staff member or two to shoot some
footage and pay them a little extra to
edit it on their computer. For snowbird
parks gearing up for their upcoming
winter season, footage of park improve-
ments, activity program planning and
even a summertime update or behind-
the-scenes glimpse can be shot and ed-
ited at your leisure, ready to put into
play according to your content market-
ing plan.  

Don’t go for “Gone with the Wind”-
style epic lengths. Think focused,
themed snippets around two to three
minutes each, since 45% of viewers will
drop off after the first minute and 60%
after two minutes. Frontload your call
to action and watermark your logo and
URL if possible.  

You’ll Find Multiple Uses 
for Video Content

Naturally, you’ll want to host your
video on your YouTube channel (the
world’s second-largest search engine) to

Evanne 
Schmarder

Make Video Marketing of Your Campground a Reality in 2014
gain some Google juice — but don’t
stop there. Add a video to your website’s
landing page and your website has a
50% higher chance of appearing on a
search engine’s first page. Include the
word “video” in your email subject line
and increase “opens” by 20%. Add a
video in your email’s body and you
might increase your click-through rate
by two to three times. Maximize your
exposure by promoting your video on
Facebook, Twitter, Pinterest and other
social networks that you participate on.
Worldwide, marketers name video mar-
keting as one of the top three social
media tactics with more than 50% nam-
ing video marketing as the type of digi-
tal content with the best ROI. That’s
powerful.

These Video Marketing Ideas 
Will Help Get You Started

Surveys show that 80% of online vis-
itors will watch a video compared to a
paltry 20% who will read through writ-
ten content. Caught your attention yet?
Wondering how you can amp up your
video marketing presence?  To help get
your wheels turning, here are five useful
brainstorming topics as you begin or
continue to develop your video content
offerings:

Topic 1: Park Tour Series
Showcase your park’s amenities, fa-

cilities, activities, etc.
Use a themed series of two- to three-

minute max videos to show off the
many aspects of your park, from club-
house to site variations. Dealers and
manufacturers can take advantage of a
tour series as well. Simply think of it as
a customer visit broken into short
bursts or areas of interest.

Topic 2: Guests in Action
Capture fun in action by filming 

activities and events.

Manufacturers of Quality Recreation FUNniture

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

2061 Sulphur Springs Rd
Morristown, TN 37813

www.bookyoursite.com
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GUEST VIEW

Peter
Pelland

might say, “FedEx attempted to deliver
an important parcel today. Click here to
re-schedule redelivery.” Who wants to
have missed an important delivery?
Clicking on the link will either down-
load the payload or ask for your credit
card information to cover the redelivery
fee (for a parcel that does not exist.)

Should You Unsubscribe?
Generally speaking, you should never

click on an “unsubscribe” link on any e-
mail that comes from an unknown
sender. Many spammers are using old
lists or are conducting what are referred
to as “alphabet” attacks, where they ei-
ther guess at common names (like
“John” or “Mary”) or common words
(like “info” or “sales”), without knowing
with certainty whether or not the ad-
dresses are legitimate. By “unsubscrib-
ing,” you will have just confirmed the
validity of your e-mail address — and
the volume of spam that you receive is
likely to increase.

Just looking through the e-mail that
arrived in my spam folder today, I see
two that are disguised as invoices from
Adobe. The former Adobe Creative
Suite family of products is now offered
as a variety of cloud-based subscription
services under the name of Adobe Cre-
ative Cloud. The e-mails in my spam
folder appear to have been sent by
Adobe (because it is extremely easy to
spoof sending addresses in e-mails, and
anybody with even rudimentary graphic
design skills can imitate the appearance

of an official site) and each contains an
“invoice” in Microsoft Word format. It is
very easy to attach a virus to a Word doc-
ument, and unwitting recipients might
open the attachment and infect their
computers and networks. More likely,
the sender is not looking to infect com-
puters with malware or a virus but is
phishing to obtain credit card informa-
tion whenever a recipient submits pay-
ment for what appears to be a familiar
charge. I had no intention of clicking on
the link to determine the type of spam
involved.

Note that this e-mail never reached
my inbox. I had to look for it among the
1,648 pieces of spam that were directed
toward my e-mail address within the last
30 days.

Put Your Ego Aside
Everybody likes to have their achieve-

ments recognized, particularly in the
business world, and there are spammers
who capitalize upon this essential com-
ponent of human nature. One of the
most common in use today is the so-
called “business recognition award” that
you might receive from a company op-
erating under the name Small Business
Institute for Excellence in Commerce
(SBIEC) or, more recently, the U.S.
Trade & Commerce Institute (USTCI).
The e-mail contains a template-based
message that says that your business has
been “recognized … by a panel of indus-
try executives and consultants” because
it “meets and exceeds the industry

Computer Viruses, Worms and Malware: Avoid Taking the Bait

If you run a business in today’s world,
to one degree or another your business
is conducted online. As everybody
knows, the online world can be a very
unsavory environment. Hoping to help
you to steer clear of some of the most
commonplace scams, the following
words to the wise may just help to pre-
serve your sanity.

Anybody who has an e-mail address
realizes that a very high percentage of in-
coming mail is unsolicited — in other
words, spam. According to Kaspersky
Lab, one of the world’s most reliable
sources for online security services,
spam constituted about 70% of all e-mail
in 2013. This spam takes many forms.  

Three Types of Spam
All spam is intended to accomplish

one (or more) of three objectives:
• Earn income from product sales of

everything from Cialis knock-offs to fake
Rolex watches. The sender may be in-
volved in the direct sale of the merchan-
dise or may be running an affiliate site
that generates commissions on referrals
to a fulfillment agent.

• Obtain secure information — gen-

erally credit card information, bank ac-
count information or passwords. These
data are either exploited directly by the
sender or sold within a network of inter-
national cybercriminals. This is what is
referred to as a “phishing” scam.

• Spread malicious code onto recipi-
ents’ computers, when they click on a
link that hides an executable file or takes
them to a page on the Internet that con-
tains self-executing code. This is the most
common way that computer viruses,
worms and malware are distributed.

Product-related spam is big business,
even if less than 1% of recipients actually
place orders; however, this type of spam
is simply an annoyance compared to the
far more serious phishing scams and ma-
licious attachments. Robust spam filter-
ing on the part of your e-mail service
provider, combined with Internet secu-
rity software running on your own com-
puter, should keep 99% or more of spam
e-mail from ever reaching your inbox.

Again, according to Kaspersky Lab,
malicious attachments were contained in
2.3% of e-mails in 2013. Many of these
e-mails are addressed to corporate users
in the hope that one careless employee
can allow an entire unprotected network
to become infected. These e-mails come
disguised in many forms, all in an effort
to appear legitimate enough to be
opened. Some of those forms include de-
livery failure notifications, auto-replies,
bogus software updates (that look like
the real thing), and even e-cards. The de-
livery failure notification, for example, Guest View – continued on page 28

www.rmsnorthamerica.com
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ON CAMPGROUNDS

Reports from 
the field: 

Bob Ashley

Basswood Resort Big With BBQers, NASCAR & History Buffs

It’s nearly impossible to not find accom-
modations that suit your needs at Bass-
wood Resort in Platte City, Mo.

Basswood, a dozen or so miles north of
Kansas City, is about as “full service” as you
can get in the outdoor resort business. In ad-
dition to 166 RV sites, Basswood Resort has
25 cabins, a half-dozen tent sites, two
houses, a fourplex and a lodge that will ac-
commodate 18 people.

“We’ve got just about anything for any-
body,” said Gary Vest, who has managed the
resort for four years with his wife, Kathy.

And if you’re a history buff, you can walk
the 100 acres that comprise Basswood Re-
sort that once were trod by such 20th-cen-
tury luminaries as President Harry S
Truman, Rudy Vallee and Bing Crosby —
all of whom stayed at Basswood and who

have suites in the fourplex named for them.
The fourth suite is named for Matthew Mc-
Conaughey, a contemporary movie star
who stayed there during filming of “Sahara.”

“There is a lot of history here going back

hasn’t rained or snowed,” said Rhonda
Micke, who has managed the 65-site park
for five years. “Memorial Day usually is busy
anyway, but this year, with the weather
being nice, it was a really great start.”

That the season began as early as March
may or may not bode well. “We haven’t had
a snowfall since December, and right about
now (the first week in June) is when we
usually start mowing and watering. This
year, we started doing that in March.”

That means that things are dry and there’s
a threat of forest fire. “Every summer, the
fires are a possibility,” Micke said. With
none in the vicinity, reservations are holding
up well for the park that is open year-round.
Besides RV sites, the park has four cabins
that are particularly popular in the winter.

The park has a full service restaurant —
The Cookhouse — that serves travelers as
well as RVers staying in the park, offering a
strip steak dinner for $17.95.

She said Racheria RV Park also has be-
come a way station for RVers pulling electric
cars into the mountains to use on day trips.

“People call ahead to see if they can
charge their cars before they come up this
way,” she said.

* * * * *
Less than three miles from the Atlantic

Ocean, Big Oaks Family Campground in
Rehoboth Beach, Del., was already in full
swing the first week in June.

“It’s close to the beach,” said Dana
Plummer, who has managed the 150-site
park for 25 years. “That’s what most people
come to this area for.”

They also come to shop at the nearby
Tanger Outlets mall. “Delaware has tax-free
shopping; there is no sales tax,” she said. The
season, Plummer said, is shaping up. “We are
about a month in, and the weather’s been
working. Reservations are great,” she said.

Big Oaks, which is open May 1 through
Columbus Day, has 19 semirustic cabins —
they have no bath or shower but are air con-
ditioned. “They do great. That’s a big plus
over sleeping in a tent,” Plummer said.

Among the most significant changes she’s
seen managing the park for 2 1/2 decades is
RVers’ reliance on the Intenet. “Everybody
wants their Internet now,” she said. “They
check the Wi-Fi before they plug the electric
in. And I’m not kidding.”

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

to 1934 when a doctor from Kansas City
bought the property,” Vest said. “There’s a
great big spring here and he built a number
of lakes on the property.” Basswood was
purchased in 1945 by Kansas City million-
aire A.J. Stephens, a friend of President Tru-
man, who improved the lakes and
established a fish hatchery.

In 1979, the property’s fourth owner —
the Stofer family from Platte City — began
adding RV sites and built a country store
and a swimming pool. In 2000, Basswood
was sold to Texas-based Bryant Manage-
ment Co., which operates 13 other camp-
grounds around the country.

“They made major improvements after
they bought the resort and they upgrade the
cabins yearly,” Vest said.

As might be imagined because of its of-
ferings, Basswood Resort is a popular venue
for special events. “We get a lot of reunions
from around the country and lots of RV ral-
lies and motorcycle rallies every year,” Vest
said. “All our major lodging stays open dur-
ing the winter and about half of the cabins.
The RV sites stay open, too. People book the
lodge going out a year-and-a-half.”

Besides typical RVers, the park attracts
specialty workers brought
in by General Motors to its
Fairfax Assembly Plant in
Kansas City, Kan., along
with candidates enlisted in
Fort Leavenworth’s officers
candidate school. “And
Google’s got a big fiber-
optic project they are put-
ting in around Kansas City,
and the people working on
that have their own RVs
and stay here,” Vest said.

The park also is the host
to the annual Platte City BBQ Cook-Off,
which in May draws 50 teams of contestants
to compete for nearly $5,000 in prize
money, trophies and banners. Sanctioned by
the Kansas City Barbecue Society, the cook-

off winner is invited to participate in the KC
Masterpiece International Contest.

“We fill up every year for the cook-off,”
Vest said.” The cook-off is quite popular
with professionals but there are others who
just have a desire to barbecue and come in
here and try their luck.”

While open all year, the summer season
kicks off in earnest in late April or early May
with the NASCAR race at Kansas Speedway.
“After that we’ll pretty much be full until
November,” said Vast, who keeps about 25
employees in the summer and half a dozen
or so during the winter.

Interestingly, the water from the spring
that feeds Basswood’s five lakes was licensed
recently to Premium Waters Inc., a private-
label bottler that sells Basswood Spring
Water to retailers such as Walmart, Cabella’s
and Hen House.

* * * * *
An hour-and-a-half south of the Oregon

state line nestled between Mount Shasta and
Mount Lassen, Racheria RV Park in Hat
Creek, Calif., had its most memorable Me-
morial Day weekend in years.

“It was the first time in four years that it

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!

Lakes dot the property at Basswood Resort, adding water
in easy site of these cabins, some of the 25 on the property.

Basswood Resort has a lot of history, with famous people coming to the
site north of Kansas City before and after it was developed as an RV park.

www.yurts.com
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As long as they’re handled safely, amenities like zip
lines can be a revenue-generating addition that boosts
the attraction of campgrounds and RV parks, according
to insurance professionals.
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One Key Player Bows Out Of The
Campground Insurance Industry
Evergreen USA announced in May it will no
longer renew policies starting in July, citing
growing competition in a market once 
ignored by the large insurance companies

Some business transactions take a long
time behind the scenes before they’re an-
nounced. Not so with the deal between
Evergreen USA and Leavitt Recreation &
Hospitality Insurance for Leavitt to take over
Evergreen’s clients when Evergreen leaves
the market.

“It happened over essentially six days.
That kind of acquisition speed is very un-
usual,” said Chris Hipple, managing general
partner of Leavitt.

“Lucas Hartford (president of Evergreen)
wanted to get the whole thing done in under
a week. Good Friday is when I got the call.
We worked through the weekend, and by
the time I came to my partners with the deal
on Monday, we had all the details ham-
mered out,” Hipple told Woodall’s Camp-
ground Management.

The announcement came in early May, a
scant two weeks after that: Evergreen
would stop writing policies immediately and
would stop renewals effective July 15.

That said, in Hartford’s announcement,
he made clear that all Evergreen policies are
good until they expire.

While Hartford declined a request for an
interview for this story, he responded to an
online conversation by Tom Gerken, a for-
mer Evergreen executive who is still in the
campground insurance industry. “Evergreen
is solid and stable — we are not having fi-
nancial problems,” said Hartford. “While we
won’t be renewing insurance policies after
July 14, 2014, all of those policies that are in
effect will remain in effect until they expire.”

Hartford said Evergreen will handle
claims “over the next year and much longer.
We are sad to leave the camping industry
but it was a business decision based upon
the fact that there are so many companies
competing with our tiny insurance company.
We are solid and want to leave the industry
while we are a solid company. We want, and
will, leave the industry in a professional
manner. So we are still here to service our
clients for the next year and more — it’s just
after July 14, 2014, we can’t renew policies
for clients,” Hartford said.

Hipple told WCM that Evergreen’s draw-
down will likely take three to five years.

Since Evergreen served as both an insur-
ance agency and a risk-retention group —
essentially its own insurance company —
Leavitt isn’t exactly taking it all over.

“What we ended up buying was their
right of renewal and their documentation. I
hired their producers. They are turning
around and contacting these clients,” said
Hipple. 

The net effect is that Leavitt is experienc-
ing a huge amount of growth. “We were up
to around 1,600 to 1,700 RV parks and with
this deal we’re essentially going to double
our size,” Hipple explained.

Evergreen’s departure also leaves a void
beyond strictly business.

“Evergreen was unique. It was owned by
campground owners, it served campground
owners and the industry,” said Gerken.
“Evergreen has made significant, if not huge
financial contributions to the industry.”
—Justin Leighty   WCM

Things Are Changing In The Campground Insurance Market

Business is good right now in the RV
park and campground business, good
enough at least that campground opera-
tors can expect to benefit from a compet-
itive atmosphere, industry experts are
telling Woodall’s Campground Manage-
ment.
In fact, it’s competitive enough that vet-

eran industry insurer Evergreen USA sur-
prised a lot of industry clients recently by
announcing that the Lewiston, Maine-
based firm was pulling out of the RV park
insurance business after 20 years because
it was tough to make a profit. Evergreen al-
ready quit selling new policies and plans
to quit renewing existing policies by July
15. However, Evergreen assured current
clients that it would honor all 
existing policies and future claims.
“When Evergreen began, the camping

industry had almost nowhere to turn for in-
surance,” Evergreen USA President Lucas
Hartford said in a release. “Rates were
high and the coverage was terrible. Poor
customer support made business more
challenging. Evergreen USA changed all
that.
“Unfortunately, by showing the insur-

ance world that campgrounds could be a
good risk,” he added, “we now face stiff
competition from extremely large compa-
nies with the resources to beat our rates
and provide incentives we can’t always
match. In these times, price is more impor-
tant than ever to our customers’ success."
Hartford said Evergreen’s board of di-

rectors is working with former competitor
agency Leavitt Recreation and Hospitality
Insurance to provide renewal options to
replace Evergreen’s coverage when it ex-

pires.
In the

wake of all
this, it’s fair
to say, Ever-
green’s other
ex-competi-
tors still see
plenty of op-
portunity —
p e r h a p s
even more
blue sky.

“It’s just so important to have a lot of
choices in the market, and that’s what
we’re seeing now, a lot of choices,” said
Irene Jones, program development man-

ager for Marshall & Sterling Inc., a broker
in Monticello, N.Y.

Tom Gerken, an insurance agent and
namesake of Tom Gerken Insurance in
Topsham, Maine, said, “it’s competitive
and they do have lots of options, not only
with regard to the agent they want to rep-
resent them but also with regard to the va-
riety of underwriters that the agents have
access to.” 
That variety represents a dramatic

change since he started with campground
insurance in 1987. “Most campground
owners today may be paying less for their
park insurance than they were paying 10
to 15 years ago because of how the market
has changed.”

‘Most campground owners today may be paying less for their park in-
surance than they were paying 10 to 15 years ago because of how the
market has changed,’ said Tom Gerken of Tom Gerken Insurance. ‘If
they haven’t shopped their insurance or received quotes over the past
two or three years, now is a good time to do so.’

Irene Jones

While jumping attractions can be fun for children, they also require supervision by camp-
ground personnel to keep them from becoming a danger.
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Some Expert Advice When Considering Campground Insurance
Woodall’s Campground Management talked to several of the players in the camp-

ground/RV park insurance industry, gathering tips for owners and operators to keep in mind.
Here are their suggestions.
Chris Hipple of Leavitt Recreation & Hospitality Insurance: “The thing I would urge most

parks to think about is if you end up in court, the person with the best documentation wins.
The top 20% of RV parks are corporate.
“The average operation is going to be 100 –to 200 sites, with gross receipts of $500,000

or something like that, and they’re generally going to be run by a family. Establish a protocol
and documentation for a lot of different things. It doesn’t matter really so much what you
do, it really matters what you can prove that you do. If somebody sues you for negligence,
that’s when a lot of zeroes come in.
“If you have a binder you can go back and reference years of ‘we noticed this problem

and fixed it,’ that goes a long way,” he said.
“The basics are pretty easy. There’s not a lot of moving parts on a campground or RV

park insurance policy. The things that are more ‘gotchas’ than anything are your vehicles
— letting kids drive your vehicles or using personal vehicles. One accident at the park driving
your personal vehicle and all the effort you made to separate the business from your per-
sonal liability is wasted, you’re exposed,” he said.

Tom Gerken of Tom Gerken Insurance: “One of the most important things to consider,
too, is the broker you’re working with — his or her level of expertise, level of knowledge,
the level of integrity and the level of trust you as a campground owner have in that person.
When times are tough, is he or she going to go to bat for you?”
Gerken suggested that park operators find “an agent you can trust who’s willing to explain

things in layman’s terms and help you find the best coverage. The cheapest isn’t always the
best.”
All in all, he insisted, owners and operators of campgrounds and RV parks need to be

thoughtful. “Risk control and proper management of the activity is what’s going to help re-
duce the risk, the number of claims, accidents, that sort of thing.”

Irene Jones of Marshall & Sterling Insurance: “There are three professionals you need
when you’re running a campground — an attorney, an accountant and an insurance pro-
fessional,” she said, adding that campground owners need to build relationships with them
just like with seasonal campers.
“Coverage is asset protection. You want to make sure your liability coverage is sufficient

to cover you in case of a lawsuit,” she said. Also, “look at your key buildings. You might be
able to replace a $5,000 riding mower, but anyone who takes a hit for a $500,000 rec hall is
going to be in pain. You want to ask your insurance coverer, ‘Can I replace this with my cov-
erage now?’”
Finally, she suggested park owners/managers should pay special attention to workers

compensation insurance. “That’s a big thing if you have a staff. It’s important to have safety
protocols with staff. Make sure you not only have coverage, but make sure you’re reviewing
any trends and talking to your employees about them and also including your Workampers.”

Ron Norton of K&K Insurance Group Inc.: “Communicate with your insurance agent with
the expectation of working in cooperation, as opposed to going out and investing in new
amenities and then finding out it’s going to be a very troubled transaction for insurance pur-
poses,” Norton recommended. He, too, suggested paying attention to workers compensa-
tion. If you employ Workampers or allow seasonal employees to use campground amenities
while off work, Norton warned, “those lines can get very blurred.” 
If someone gets hurt, the campground insurer and the workers compensation insurer

can point fingers at each other and tie up payment of claims, unless the same company cov-
ers both kinds of insurance, said Norton, who also suggested closely supervising amenities
and documenting maintenance logs. —Justin Leighty   WCM

— Mostly For The Better
E s s e n -

tially, it’s a
great time for
campground
owners. “If
they haven’t
s h o p p e d
their insur-
ance or re-
c e i v e d
quotes over
the past two
or three

years, now is a good time to do so,”
Gerken said.

Chris Hipple, managing general partner
of Leavitt’s outdoors-focused agency in
Sturgis, S.D., concurred, noting, “it’s prob-
ably easier to get coverage now than in
any time that I’ve been aware of.”
Back in the mid 1980s, there were es-

sentially two players in a market that shied
away from insuring campgrounds: The Jim
Calfee Agency in Colorado and Evergreen,
started by Lucas Hartford’s father, the late
Dick Hartford, in Lewiston, Maine.
Whether it’s agents or insurance com-

panies, both see a maturing market when
looking at the campground and RV park in-

dustry.
“ W h a t

you’re seeing
now is that
there’s more
and more
compan ies
with an inter-
est in work-
ing with the
campground
i n d u s t r y , ”
Jones said,

“and I attribute that to more professional-
ism in the campground industry.” 
That’s a trend she expects to continue.
“We’ve seen some real material growth

in that space and a larger share of the
market,” added Ron Norton, senior vice
president of the leisure division at K&K In-
surance Group Inc., based in Fort Wayne,
Ind. “We’ve enjoyed a good, steady growth
in the campground niche, and we are cer-
tainly looking for more.” 
Evergreen’s announcement doubtless

helped spur some of that, Norton said,
pointing out that the two companies com-
peted as insurers, but Evergreen’s cus-
tomers have typically been smaller
campgrounds than K&K’s. And K&K, for its
part, wants to expand into the market 

of smaller 
RV parks and
c a m p -
g r o u n d s .
“ W e ’ v e
talked to our
carrier part-
ners to see if
we can move
our premi-
ums south 
a little bit,”
N o r t o n

added.
Lorena Hatfield, marketing resources

manager for K&K, said the insurance com-
pany is “expanding the campground pro-
gram and creating a new segment for
destination resorts — guest ranches,
glamping, more campgrounds with a spe-
cific focus and type of activity. We’re
growing to include even more of that.”
As Norton explained, “I see it as an

evolving industry. More and more owners
are trying to become more resort-like so
guests don’t have to go off-premises to en-
gage with more entertaining activities.
Some will add climbing towers in the
water. Will they look at and entertain
(things like) Jet Ski rentals? They’re obvi-
ously trying to capture a healthier stay.”
Leavitt’s Hipple is seeing the same

trend. “We’ve seen a lot of amusement-
type activities: Rope courses, climbing
walls, water slides, water parks ¬— a lot
of things campground owners are adding
to try to capture some of that money that’s
being spent” by vacationing guests.
Not only are there more insurance op-

tions for campgrounds and RV parks, Hip-
ple said, “there are also more amenities
that can be put in cheaply.” However, he
cautioned campground owners to consult
with their risk managers first. “Just be-
cause you can do it doesn’t mean it’s a
great idea,” cautioned Ellis.
Marshall & Sterling’s Jones urges

campground owners to foster a relation-
ship with their insurance professional.
“We’re looking at safety risks, but we’re
also looking at business risks. We want to
help them run a safe campground. When
they’re looking at new amenities, they
need to ask ‘how is this fitting into our
business plan in general?’
“And, as they grow and look at different

opportunities, other questions crop up: Is
this going to be profitable? Is it going to
draw business to my park? And if it makes
sense from a business standpoint, how do
I manage my risk? 
“Once you start to do that,” Jones ex-

plained, “it’s very empowering because
you can deliver a product safely to the
public that’s a lot of fun — and produces a
lot of extra revenue for the campground.”
Jones said that Marshall & Sterling has

slowly built a program that has them posi-
tioned as trained campground specialists,
and they expect a lot of growth in the next
couple of years.
K&K’s Hatfield agreed. “It’s important

for campground owners to think not only
about the appeal but the risk that comes
with it,” he said.
Gerken relayed a story about one of his

clients who added a new piece of jumping

equipment and then called after the fact.
“Within the first 60 days of operation, there
were more than 40 incident reports, some
of which resulted in claims and settle-

ments,” he told WCM. “I took a risk man-
ager with me and we went to visit the
clients and see what was going on.

“We sat and observed,” Gerken ex-
plained, and the device “was basically out
in the open. They had warning signs, but it
was not monitored, there was no staff

member.” Children from ages 4 through
their teen years were all on it together,
Gerken said.
“We told the client they needed to shut

it down right then until we figure out how
to manage the risk. They fenced it, hired
an extra staff member to be on duty at the
gate, put more signage around and estab-
lished a cycle based on age groups, Over
the next 60 days, they were down to three
incident reports,” Gerken said.
Like several of the other insurance pro-

fessionals, Gerken told WCM he, too, 
expects business to grow. In his case, part
of that is because of the relationships 
he built with clients during his years at
Evergreen.
After Evergreen’s surprise announce-

ment, “I did a national mailing — and I’ve
had a tremendous response to that from
the industry as a whole. People are looking
at this as a good opportunity to shop their
campground insurance,” he said.
Gerken, Hipple and Jones all said

they’re looking to partner with more camp-
ground and RV park owners, and Norton
and Hatfield said K&K welcomes any
campground agent to help provide insur-
ance to RV parks and campgrounds. “We’ll
work with whatever agent the camp-
ground owner is comfortable,” Hatfield
said. —Justin Leighty   WCM

Water play equipment can be a great attraction to an RV park or campground, and insurance
professionals can help park operators manage the added risk that comes with such equipment.

Chris Hipple

Lorena Hatfield

Ron Norton
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for efficiency,” Gelfand said. “So the per-
centage can change depending on several
variables.”

For Horizon, Hendrickson said the fee
structure is specifically tailored to the in-
dividual services that each client desires,
although there are minimums. “We can
also be creative in structure of fees based
on the seasonal cash flow of the property,
which I think also makes us unique,” he
said. 

But when it comes to cost, Hendrick-
son said that Horizon doesn’t think in
terms of fee-for-service, but rather in
terms of investment with an expected re-
turn. 

“There should be a return on invest-
ment,” he said. “If we can increase the
client’s revenue or decrease their ex-
penses, then we’ve made the fee either al-
most free or paid for it completely. Then
there’s also the factor of increasing the
overall value of the property. If we help
increase the value by $100,000, then at a
10% capitalization rate, we’ve increased
the value by $1 million. At that point, our
fees start to look pretty darned inexpen-
sive.” 

Because of varying degrees of selective-
ness, some management companies will
turn down potential clients. At TVM,
Gelfand said they turn down manage-
ment opportunities if they don’t fit the
company’s niche for complex, water-ori-
ented properties of a certain size, while
Hendrickson said their main criteria is
compatibility of goals.

“The only time we would think about
not taking business is if it’s clear that our
goals are incompatible with the client’s
goals,” he said. “If the potential client is
just looking for a caretaker or an em-
ployee then that might not serve either of
us very well.”

As a newer company, Williams said
ACC is ready to take on nearly all comers,
although some properties could possibly
be too far away from their current center
of operations.   

thing in between.”
While some companies can succeed at

managing mobile-home, RV and multi-
family properties like apartment com-
plexes, Hendrickson said it’s commonly
known that RV resort management is one
of the most time-consuming and complex
specialties. 

“There’s a far more intensive energy re-
quirement in terms of time and resources

that it takes to be prosperous,” he said.
“It’s truly a hospitality asset. In an apart-
ment community, you collect rent once a
month and keep things maintained and
that’s fine, but in our industry you might
have 150 check-ins a day and many have
unique requirements. We’re doing barbe-
cues and get-togethers and outdoor
movies, and so it’s much more labor- and
payroll-intensive because it is truly a hos-
pitality venue as opposed to a static multi-
family venue.” 

Like Hendrickson, Terra Vista Man-
agement (TVM) owner Michael Gelfand
has an affinity for RV resort management,
although his company also manages mo-
bile home communities. And TVM also

purposely limits its holdings, growing
with a specific purpose. “We have a bit of
a unique focus in that we only want to
operate properties that are fun for us,
which usually means properties with
some complexity in their structure and
some potential for development,” he said.
“We also specialize in properties on the
water, because we have so much experi-
ence dealing with marinas, docks and

everything that goes with that.”
Gelfand entered the management busi-

ness 35 years ago when he joined his fa-
ther’s company, which began in 1969 with
the purchase of a 700-site mobile
home/RV community on the water in San
Diego. The company began getting in-
volved in property management, and
Gelfand took the reins in 1994. By that
time, through partnerships, the company
had acquired an interest in 40 properties
in seven states. Gelfand negotiated the sale
of most of those properties, forming a new
management company that retained three
properties in California. TVM has since
added Newport Dunes RV Resort in
Newport Beach to its portfolio. 

Rory Williams, principal at AC Com-
mercial in Orlando, Fla., is another exec-
utive who entered property management
through family. “My father was in the
business for 40 years as a developer and
owner/operator,” he said. “I worked for
him for 10 years, then started my own
management company in 2010.” 

Unlike TVM and Horizon, AC Com-
mercial (ACC) runs both RV and MH
communities (15 properties/2,000 sites in
two states), as well as five apartment com-
munities (400 units) and some office and
retail. Its focus is also broader based, al-
though Williams said its specialty is prob-
ably turning around properties in some
sort of challenged state.  

“We feel like we can help people turn
things around,” he said. “And we feel like
we can be more agile than bigger compa-
nies in the business. We just took over
two mobile home parks where we mobi-
lized to take over in about five days. That
would probably be challenging for a
larger company.” 

The Basics of Third-Party 
Property Management

Third-party management can look
very different, depending on the company
offering the management service and the
desires of their clients. In some cases, the
management company is willing to serve
in a limited role, almost like a consultant,
where it might simply focus on managing
the client’s books, marketing or some
other narrow aspect of the business. Both
Horizon and ACC offer some version of
this type of tiered service. 

The more common approach, however
— and one that all three company leaders
preferred — is turn-key management,
where the third-party organization takes
over all aspects of management: Staffing,
accounting, marketing, maintenance, in-
surance and entertainment. 

The most common fee structure for
these services is for the management
company to take a percentage of gross re-
ceipts. In the case of ACC, Williams said
the percentage is anywhere between 3%
to 5% of total income, where lower in-
come results in a lower fee. At TVM,
Gelfand said that 5% of the profits is also
a baseline, but that the fee structure can
vary based on the extent that TVM has
equity in the properties.

“We also offer reimbursement of ex-
penses that would normally be at the
property level but that we’ve centralized

“Whatever success you may have enjoyed in your former life, that is in no
way indicative of success in this industry…Very smart people can do very
dumb things in this industry — and we try to help people avoid that,” said
Randy Hendrickson of Horizon Outdoor Hospitality Group.

If you ask Randy Hendrickson, there’s
never been a better time to be in the prop-
erty management industry — especially if
you specialize in outdoor recreation prop-
erties. “I’ve been in the industry for 17
years and I’ve never seen it more vibrant,
more active or more full of potential,” he
told Woodall’s Campground Management.
“I get a little animated when I talk about
this business.” 

As the founder and CEO of Horizon
Outdoor Hospitality Group, Hendrick-
son knows the potential first-hand. What
started in 1995 — as somewhat of a favor
to a friend when he agreed to manage a
single resort in Central Texas — has
grown into a multi-tiered business of
managing 15 properties in nine states as
well as completing 24 feasibility studies
in the past year and negotiating the sale
of more than $17 million in RV resorts
over the past few months.

“We’re a relatively small player in the
grand scheme of things, but that’s strate-
gic, it’s not because we don’t have the op-
portunity to manage more properties,” he
said. “We’ve never been concerned with
volume for volume’s sake.”

According to an Allen Report survey,
the title of largest company in the indus-
try goes to Equity LifeStyle Properties
(ELS) in Chicago, which owns control-
ling interest in 370 properties in 32 states,
though there are more than 500 other
companies in the field. While many of
those companies have a mixture of mo-
bile-home parks and RV parks, the sheer
number of players makes property man-
agement a sizeable chunk of the overall
outdoor recreation industry, which
brought in $646 billion in 2012, according
to the Outdoor Industry Association.

One of the things that makes his com-
pany unique, said Hendrickson, is that it
focuses solely on the RV Resort market,
but does so in three different ways. “RVs
are our core discipline, but through three
divisions,” he said. “First, we have our
‘development’ division, which provides
the feasibility studies — everything from
raw dirt and ideas to opening day. Then
we have a ‘management’ division that pro-
vides third-party, turn-key management;
lastly, we have the ‘brokerage’ division. I
don’t know a lot of other companies that
can manage everything from raw dirt to
the eventual sale of the asset and every-

Players In Property Management

Randy Hendrickson

Campland Aerial Central Park and Bay

Michael Gelfand

Rory Williams
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to pursue other interests? Are the assets
being run professionally? Have we helped
them avoid some of the mistakes that
someone new to the industry might be
prone to? Those can’t be quantified — but
they’re incredibly important.”

On the tangible side, Hendrickson said
that Horizon has created its own propri-
etary suite of reports detailing perform-
ance in all the key income and expense
categories, comparisons to prior periods,
comparisons to budgets. 

“There are so many mechanisms that
we can use to quantify the results and
plan accordingly,” he said. “All the in-

AC Commercial manages the Floridian
park, a mix of RVs and mobile homes.

The size of the parks they’re willing to
take on is another slight variation be-
tween the companies. Gelfand said the
sweet spot for TVM is a community from
150 sites and up. For Hendrickson and
Horizon, the baseline number was 100.
At ACC, Williams said they tend to stick
to 75. But all three agreed that they’d con-
sider communities with fewer sites de-
pending on location, average daily rates,
market and demographics.

Measuring Success
For property management companies,

the bottom line is definitely the most
common measuring stick for success. For
Willams and ACC, “The budget is the
basis for our metrics,” he said. “As long
as we're able to outperform the budget,
minimizing expenses while growing, then
we feel like we're doing a good job.” 

Because of the partnership structure of
TVM, Gelfand said that other factors
come into consideration, including meas-
uring success for the management com-
pany and measuring success for the
partners. For the company, he said that
success is simply based on increasing in-
come each year and keeping the assets of
the management company growing. 

Hendrickson and the team at Horizon
have broken down metrics into several
more nuanced categories. 

“There are some intangible and some
tangible measurements of success,” he
said. “On the intangible side, have we
freed up the owner’s time so they’re able

come and ex-
pense informa-
tion is updated
daily and we
have weekly,
monthly and
quarterly re-
views, so there
really is never
a time when a
client can’t call
and say, ‘How
are we doing
today in com-
parison to a
prior year?’ It’s

real-time information.” 
The learning curve for new owners of

RV parks and campgrounds can be steep,
and when it comes to doling out advice
based on their experience, Hendrickson,
Williams and Gelfand, are happy to share
— though most of their guidance can be
distilled down to the concept of doing a
ton of research before jumping into own-
ership of such an energy sink. They all
stressed the importance of having a real-
istic estimate of the time requirements
and financial requirements involved. 

“Understanding the specific market for
your property is extremely important,”
Hendrickson said. “There are markets
that don’t support a specific property, for
example, markets that don’t support a
five-star resort. There is a science to it, it’s
not ‘voodoo.’ Learning to right-size your
business based on the market and com-
petition, you don’t just pick that up
overnight.”

Gelfand added that a lot of the re-
sources necessary for the proper research
aren't necessarily a major expense. “The
assumption that you can do everything
yourself is probably misplaced,” he said.
“You need some assistance or consulting.
Get involved with your state campground
owners association because they provide
informational seminars and workshops.
You can meet other park owners and net-
work with people who can give you all
kinds of feedback.”

While the range of beginner mistakes
runs from understaffing and overstaffing

Dunes RV waterfront site.

to advertising in the wrong places or
making improvements at the wrong pace,
Hendrickson said that they can happen to
anyone.

“Whatever success you may have en-
joyed in your former life, that is in no
way indicative of success in this indus-
try,” he said. “Just because you've been
very good as an attorney or a banker or
an apartment owner doesn't mean that it
will translate to the outdoor hospitality
industry without any hiccups. Very smart
people can do very dumb things in this
industry — and we try to help people
avoid that.” —Ty Adams   WCM

www.redrovercamping.com
www.hireaworkamper.com
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An Inside Look at How Campgrounds Are
Using Digital Marketing in the 21st Century

When Evanne Schmarder sat down with
the Campground Association Management
Professionals (CAMP) group of directors of
campground associations in the U.S., she re-
alized there was a big need.
“I realized that our sector of the industry,

as a whole, was lacking measurable bench-
mark data” in the area of return on invest-
ment (ROI) for digital marketing efforts,
Schmarder said. “What was an acceptable
e-mail open rate? Facebook ‘like’ number?
Was anyone really using video and to what
success? From there I spoke with several
state executives and decided to move for-
ward with what I hoped would be — and be-
lieve is — a valuable, go-to resource for park
owners/operators and digital marketers.”
That resource is the first-ever Digital

Marketing Benchmark Study for Outdoor
Hospitality, put together by Schmarder’s
Roadabode Productions company which
specializes in digital marketing.
Schmarder, a regular contributor to

Woodall’s Campground Management
(WCM), said this first effort will serve as a
benchmark for future reports, which she
plans to produce on an annual basis.
While the number of participating RV

parks and campgrounds — 273 — may
sound small, Schmarder said it was open
only to parks and campgrounds that use dig-
ital marketing channels and she was happy
with the participation. “It’s no secret that sur-
vey participation in this industry sector, un-
less compulsory, is a challenge. I was thrilled
with the response. Early on it met the stan-
dards of a viable, measurable result and
completed surveys continued to roll in,” said
the industry expert, who in addition to mar-
keting and journalism also co-authored a
book, serves as host of the RV Cooking Show
and recently launched a segment on “Rollin’
On TV.”
When conducting the surveys for this in-

augural report, Schamrder said, “I was pleas-
antly surprised to get a nice mix of small,
independent parks with a few larger corpo-
rate parks and an equal number of public
parks participating in the study. Participants
came from all over the U.S., with the largest
number of participants hailing from the
Northeast followed equally by the Midwest
and California. 

“The fewest responding regions were the
Northwest and the Southwest, which was no
surprise as both these regions lack a strong
cohesive association. The largest respondent
group was parks with 101-249 sites, coming
in at 37%. Interestingly and, as expected, 42%
of respondents were destination parks, 21%
overnight parks, and 8% extended-stay parks.
Twenty-nine percent called themselves
‘other,’ noting that they were a combination
of the offered options,” she said.
Some highlights of the study (available for

free at roadabode.com):
• Most responding camp-

grounds spend between one and
five hours a week (59%) on digital
marketing, with 21.3% spending
between six and 10 hours a week;
13.1% said they spend more than
16 hours a week on marketing their
campgrounds through digital
media.
• Facebook is the most-used

digital marketing channel, with
89.5% of those surveyed using it.
Most of those interact with cus-
tomers on Facebook.
• E-mail marketing comes in

second at 60.7%.
• YouTube users were in third at

‘Some of the tried-and-true digital marketing tools such as video are not being
exploited to their fullest potential. I think we need to step back and hone our
skills on the platforms that are delivering before we hop along to the latest
and greatest,’ said Evanne Schmarder of Roadabode Productions

45.6% — though most have fewer than five
videos posted.
• Pinterest came in next at 42.1%.
• Twitter was used by 40.4%, but about

half of those post no more than once every
couple of weeks.
The study drilled down into the use of

each platform, looking at how long respon-
dents reported being on each platform, how
often they participate and whether they had
a strategy for using each one.
She also looked at website usage, from

www.raindeck.com
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blogs to search-engine optimization tactics.
In her executive summary, Schmarder

said, “The most glaring finding of the study
is the lack of a marketing and/or content
plan. Almost 75% of question respondents
report not having a written marketing plan
and 78% report either not having or knowing
what a content marketing plan or editorial
calendar is. This is particularly compelling
since the majority of respondents report the
responsibility for their business’ digital mar-
keting vision as well as implementing the
program lies with the property’s owner/op-
erator.”
The study’s recommendations include:
• Digging down and determining your 

specific target for marketing.

• Creating a specific digital marketing plan
and putting it in writing.
• Understanding you can’t master every

platform or be everywhere and do it well.
• Paying attention to emerging behaviors

in social media.
• Making every single piece of marketing

content you develop stretch across your dig-
ital platforms.
• Specific tools to utilize, like e-mail, Face-

book, YouTube and HootSuite.
Once she put the information together,

Schmarder told WCM, “I was overwhelmed
and honored with the hunger respondents
had for this information and the gratitude
they expressed. And that makes sense: You
can’t operate effectively in a vacuum and our

industry sector, while remotely connected
with other types of lodging, has its own
unique set of marketing issues. By fleshing
out what a ‘poor,’ ‘acceptable,’ ‘good’ and
‘excellent’ response is to these popular plat-
forms gives us a real, actionable number or
statistic to strive toward.” 
She acknowledges that adding more mar-

keting channels isn’t an easy thing for camp-
ground owners. “While park
owners/operators have a full plate, nearly
three-quarters shared a robust agenda of
digital marketing wants/needs. Some love it,
some hate it — but they all know it's become
a necessity in their marketing program.
There’s still spirited debate on ROI but that’s
not uncommon in just about every corner of

the digital marketing world,” Schmarder
said. “I was impressed that such a large
number used analytics and thought their pro-
gram was successful. I was disappointed by
the written planning and measurement tools
in place. I’d like to see parks set aside time
to develop and work a targeted and specific
plan, measuring and adjusting as needed. If
we can get to that place, the sky will be the
limit,” she added.
“Some of the tried-and-true digital mar-

keting tools such as video are not being ex-
ploited to their fullest potential. I think we
need to step back and hone our skills on the
platforms that are delivering before we hop
along to the latest and greatest,” Schmarder
observed. —Justin Leighty   WCM

www.kandkinsurance.com
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• Real Rustic Log Cabins
• Durable and Appealing
• Highly Profitable
• Pays Off Within 1-3 Years

Now Offering Real Log Cabin Park Models

Cabin Kits 
starting at 

$7,700

1-800-684-5808 • www.keystonekabins.com

Ask About Our 
New Finished Log 
Cabins on Trailers!

Campground Discounters Can Be A
Winning Proposition For Parks, Guests
‘We believe half of something is better than all of
nothing,’ said RV park owner Pat Stehwein on her
park’s participation in Passport America

Campsite discount programs come in
widely varying shapes and sizes, presenting
a quandary for people trying to determine
which program might be of the most value
to them — whether they’re on the RVer side
of the deal or the park owners who are hon-
oring it.
In a society that’s still suffering from post-

recession shell shock — and still outright
hurting at the gas pump — one of the most
popular camper choices these days is what’s
become known as “deep discounters,” clubs
that provide campsites at 50% off regular
rates.

While that initially sounds like a great deal
to the consumer and an insane cut to the
business owner, there are benefits — and
caveats — for both. There’s all kinds of small
print on how deep discounter club members
can get that 50% discount, which is good
news for park operators who can entirely dic-
tate redemption parameters. Common re-
strictions include limiting the number of
nights guests can stay at the lower rate,
blocking out weekends and holidays and pro-
viding the discount on a non-advance, as-
available basis only. 
For that half-off discounter affiliation,

parks receive the two-pillar benefits of wide-
spread exposure and increased occupancy.

Pat Stehwein of Gunnison Lakeside RV
Park & Cabins and the Colorado Camp-
ground and Lodging Owners Association
(CCLOA) is a supporter of the Passport Amer-
ica program. She wrote a column for the
CCLOA newsletter in October 2011 sharing
her take on the benefits a program like that
can bring to a campground. “We use Pass-
port America to fill sites that would have been
empty otherwise and to draw first-time cus-
tomers to our location,” she recently told
Woodall’s Campground Management. “We
believe half of something is better than all of
nothing.”

Passport America introduced the half-off
concept in 1992 and today boasts more than
140,000 active cardholders and about 1,900
network campgrounds in the U.S., Canada
and Mexico. 
The other prolific deep-discount provider

in the market is Happy Camper, found at Cam-
phalfprice.com, which was started in 2004
but has gained momentum since owner Matt
Burt took the reins in 2010. The club has about
4,500 members and more than 1,200 parks. 
That’s where the widespread exposure

enters into the formula. Campground directo-
ries, online ads, free trip planners to help
campers get directions to their chosen camp-
ground, e-mail updates and newsletters, ex-
tensive member websites with an online
campground search and list are all pieces of
valuable exposure for associate parks. 
“You’re gaining free advertising. We’re

gathering facts and figures on active website
impressions coming through the site every
day. That’s exposure to them,” Burt said.
“And some website visitors may not be club
members, but they’re still coming in and look-
ing through the list of campgrounds.” 
Upon request, Passport America also

hands out supplied campground brochures
at any RV shows or rallies it attends and pro-
vides campgrounds with club brochures and
signage to let guests know they’re in the net-
work and that members are welcome.

P a s s p o r t
America Presi-
dent and CEO
Vernon Simmons
said that al-
though affiliates
give up a little in-
come with the
half-off discount,
they often get it
back through
other on-prop-
erty sales. 
“When a park

brings in more
RVers, the camper may spend additional
money on related services such as propane,
mini golf and other products sold there,” he
said. “The only discount the park gives to the
PA member is for the campsite. The park re-
ceives full price for all other amenities.”
Gunnison Lakes, for example, often earns

back site discounts when guests stay longer
than her reduced-rate maximum and pay reg-
ular price for subsequent nights, Stehwein
said. “We have campers who will stay the

Passport America members visiting Gunnison, Colo., can stay at Gunnison Lakeside RV 
Resort & Cabins for half price during the dates open for discount use at the park.

Vernon Simmons

http://southeastpublications.com
www.dogipot.com
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When considering the pros and cons of
different discount programs, some owners do
preliminary research by getting input from
professional peers through owners’ associ-
ations and perusing camper discussion
boards to get a feel for what they want and
expect from club parks — though it’s up to
each park operator to apply that information
judiciously to their own business.
“We have had some success with the pro-

gram, but each park is unique and needs to
determine for themselves if this would benefit
them,” said Gunnison Lakeside co-owner
Stan Stehwein, and Burt said that’s exactly
why clubs like Happy Camper allow camp-
grounds to call their own shots. “Each park

is different,” he said. “They all know their
business best. That’s why they dictate it.” 
Whatever plans and clubs a campground

might participate in and to what extent, Pat
Stehwein recommends keeping an eye on
shifting trends and customer perception, and
acting accordingly. 
“We follow some of the online RV discus-

sion forums and have seen recently that
some travelers are associating deep-dis-
count programs with lesser-quality camping
experiences,” she reported. “If it becomes
apparent to us that the deep-discount pro-
gram is costing us business rather than
bringing it, we’ll drop it in a heartbeat.” —
Barb Riley   WCM

three nights we allow on PA and then extend
for several more days.” Sometimes, she
wrote in her CCLOA column, the extension is
significant — one couple stayed for a month. 
Traditionally, a thin slice off the top of

campsite rates has been listed as just one
among many travel club member benefits,
while a deeper reduction was typically a
stand-alone — members paid for half off and
that’s basically what they got. 
Enter consumer entitlement, a recession

aftereffect wherein buyers were conditioned
to expect sweetened pots from retailers who
once engaged in a desperate tug-of-war over
scarce disposable income. As a result, it now
takes weightier perceived value to compel
consumers to open their wallets. 
In this case, that’s manifested through

more deep-discounter member benefits,
some of which are practical in nature —
such as special rates on mail-forwarding
services, free e-books, free e-mail accounts
and Passport’s exclusive magazine, RV Amer-
ica — and some of which mirror the more in-
teractive elements of travel clubs that appeal
to an inherently community-centric culture,
like the Happy Camper RV Social Club and
Passport Fun Rallies. 
Both clubs’ websites are also peppered

with links to items of RVer interest: travel
news, product information, recipes, trailer
laws, safety tips, campfire songs and stories,
where to get fishing licenses or find the
cheapest gas. 
Happy Camper and Passport also cater to

their campground affiliates by providing park-
owner versions of their websites (Camphalf-
price.info and www.passport-america.com,
adding the hyphen to the consumer site ad-
dress) that illustrate affiliate benefits and ex-
plain how the program works, with additional
information on referral programs that award
a kick-back for each lead that results in a
paid membership. 
The allure of club benefits may sway many

a park owner to commit to honoring card-
holder discounts, but the staff isn’t always in-
structed on how to apply them, or even made
aware of the commitment. “Unfortunately, in
this business you’ll find a lot that someone
signs up and agrees (to participate), but six
months later a member tells me they said
they’ve never heard of us, even though I’ll
have their agreement in writing,” Burt re-
lated. “A lot of that is employee communica-
tion on their end.” 
And as with anything involving money, the

devil’s in the details. Campgrounds must be-
ware the customer for whom terms and limi-
tations are a sticky wicket, Stehwein said.
“We have a ‘drive-up only’ policy for Passport
America, and most people are understanding
of our policies,” she said. “However, we have
had people who make reservations months
in advance and then try to use the discount
when they arrive and are unhappy when we
won’t honor it.”
On the flip side, too-stringent restrictions

can reportedly dampen club association ben-
efits. If too many campgrounds only allow half
off on Mondays through Thursdays in the first
and last three months of the year, it probably
won’t yield much for the parks and might
make campers wonder what exactly they’re
paying for. 
“But you’ll find everybody has restric-

tions,” Burt contended. “And we’re very up
front and honest about it on the website. We
say repeatedly, ‘Call the park and ask first.
Don’t be surprised.’”
If park administrators find themselves un-

able to narrow down their affiliation choices,

it’s worth noting that travel clubs are almost
never exclusive; Burt said many of his affili-
ates also work with Passport America. Many
campgrounds simultaneously honor offers
from deep discounters along with travel or
owners’ clubs and occupation- or hobby-ori-
ented groups in whatever combination they
choose, such as Silver View RV Resort in Ari-
zona, whose website shows nine discount af-
filiations.

www.yourelectricalsolutions.net
mailto:sales@yourelectricalsolutions.net
www.largestrvshow.com
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Tents for Troops, a nationwide network
of RV parks and campgrounds providing free
campsites to active military members and
their families, is looking to move beyond its
humble beginnings and advance to the next
level. With a growing network of participat-
ing campgrounds — plus a board of direc-
tors as well as a grant writer in place — the
next step for the four-year-old nonprofit or-
ganization is an RV Loaner program that of-
fers free use of an RV to those same active
military members taking advantage of the
free campsites.

Tents for Troops (T4T) was started four
years ago by Charlie Curry, owner of Toutle
River RV Resort in Castle Rock, Wash. The
concept is simple enough: Participating RV
parks and campgrounds set aside two camp-
sites for active and reserve military members
and their families to use free of charge for up
to two nights. To date, some 300 RV parks
and campgrounds in the U.S. and Canada
have already signed on.

Tents for Troops Looking to 
Start RV Loaner Program

Forrest Brown (standing) greatly enjoyed the hospitality of T4T parks during his final years in
the Marines with his two daughters and wife. Now that he’s retired, he’s joined the T4T board.

pilot programs, one in the northwest and the
other in the southeast. He expects the pro-
gram to evolve over time. 

The push for the RV Loaner program, as
well as the board of directors and grants
writer, comes on the heels of a completed
business plan. Curry also expects the busi-
ness plan will evolve over time as the reali-
ties of its implementation take shape.

The business plan identifies two addi-
tional goals: One, successfully lobbying the
U.S. administration to sign an executive
order mandating complimentary
camping/RV stays in all federal parks for ac-
tive members of the military and their fam-
ilies; Two, raising awareness through a
nationwide tour, social media and a variety
of other methods.

Toward that end, T4T hopes to get use of
a large RV and tow vehicle donated to travel
to military bases nationwide and raise
awareness of the T4T and RV Loaner pro-
grams. 

But the larger need is an assortment of
RVs to get the loaner program up and run-
ning. The grant writer will help secure some
revenue, but donations are needed. A num-
ber of companies have already agreed to
help, including Fleetwood RV, Forest River
RV and the Vancouver Auto Group.

As you would expect, the program is a
huge hit with the military members.

Forrest Brown, who recently retired
from the U.S. Marine Corps after 30 years of
service, regularly took advantage of T4T
with his wife and two daughters. He said he
was “humbled” to learn of the T4T program,
as are all other service men and women
when they hear of it.

“You know, it’s not much; it’s just a couple
of nights,” Curry said. “But I know how
much I would appreciate it, and I don’t have
the stress of being in the military. It is a very
small way of saying ‘thank you’ for all of the
hard work and sacrifices men and women in
the military make.”

Curry sees the RV Loaner program as a
logical progression of the T4T program. He’s
hoping a few manufacturers and some of the
larger dealers will donate new or nearly new
RVs to the program. Specifically, he’s hoping
for Class C motorhomes, 22-25 foot travel
trailers and tent campers that can be put di-
rectly into use.  They won’t refuse any RVs,
though. Older models will either be sold and
the profit will be poured back into the pro-
gram, or towed to a nearby T4T-participat-
ing campground for permanent use for
servicemen and women.

Curry said RV Loaners will start with two

“It’s one of the few programs where
there’s no smoke and mirrors, there’s no hid-
den agendas. It’s just a free service to the mil-
itary men and women,” said Brown, who is
now serving on the T4T board of directors. 

At least one participating T4T camp-
ground owner is already experiencing the
demand.

Nate Gaarder is the owner of Pontchar-
train Landing, a waterfront RV park in New
Orleans that’s close to a Naval Air base as
well as several other military reserve bases.
Last year, 38 service members and their fam-
ilies took advantage of the T4T program.
Gaarder said the 76 nights of free camping
is not a financial burden because chances are
those campsites would have been unused
anyway.

But it’s not about the money, he said.
“To me, it’s a no-brainer,” Gaarder said “I

Tents for Troops – continued on page 26

www.checkboxsystems.net
www.phelpshoneywagon.com
www.airwaveadventurers.com
mailto:sales@airwaveadventurers.com
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Mod-U-Dock 
Wisconsin-based company Mod-U-Dock

provides floating and stationary docks in a
modular system that allows campground
owners to create customized decking con-
figurations accommodating any desired uses
on any type or size body of water. 

Marine-grade recyclable PVC deck sec-
tions measure 48" x 96" with a 2,000-pound
capacity per section. The company describes
its decking as “rugged and maintenance-free”
because it needs no painting or sealing and
it’s UV-inhibited so it won’t warp or fade in
color, is non-porous and easy to rinse off and
impervious to decay, insects and freezing
temperatures. The interlocking design resists
collision damage and the docks are quiet and
comfortable to walk on, staying cool to the
touch even in extreme heat. Mod-U-Dock
decking also has integrated ADA-compliant
attributes, such as slip-resistant surface pat-
terns for both wet and dry conditions. 

Both pre-set designs and flexible design
building options are available. In addition to
ramps and gangways, Mod-U-Dock offers
dock benches, ladders, dock boxes, solar
lights, and shore attachments, as well as ad-
ditional ADA-compliant accessories. All
Mod-U-Dock materials bear a 15-year struc-
tural warranty and a lifetime limited war-
ranty on decking for residential or 20-year
for public/commercial use. For more infor-
mation, visit www.ModUDock.com, e-mail
info@ ModUDock.com or call toll-free at
(877) 746-7056.

Mattress Safe 
Mattress Safe provides campground

owners with bedbug-certified encasements
for mattresses, box springs and pillows in
their cabins, park models and on-site rental
RVs. The company’s Sofcover fabric, used in
both residential and RV bedding, has been
tested by board-certified entomologists and
certified for protection against bed bugs and
dust mites, creating a barrier between the
mattress and the sleeper that bedbugs can-
not bite through. 

Sofcover protective covers feature a
breathable, stretch-knit moisture-wicking
fabric paired with the company’s unique
lightweight waterproof barrier that’s also soft
to the touch and provides a “noiseless”
night’s sleep. They are non-allergenic and
impermeable to dust mites, mold and bacte-
ria, decreasing the population of allergy-in-
ducing spores, and fire retardant as tested by
the National Fire Protection Agency. 

Mattress Safe RV mattress protectors and

the Essential Camper’s Sheet come in sev-
eral colors and sizes designed to fit RV mat-
tresses, from bunkhouse to king-size units.
PillowSafe pillow protectors are available in
five colors for standard, queen and king size
pillows. All can be lightly vacuumed or
wiped down with a damp cloth between
washings. To launder, wash and dry in mod-
erate temperatures as with regular bed sheets. 

For more details on Mattress Safe RV
and residential bedding products and bed-
bug prevention and treatment, visit
www.MattressSafe.com and www.RVMat-
tressProtectors.com. 

Pilot Rock Bear-Resistant Trash Bin 
The new three-unit Bear-Resistant Re-

ceptacle from Pilot Rock collects trash and
recyclables in any desired combination while
keeping it safe from bears’ prying claws. 

“We originally began designing bear-resis-
tant trash receptacles for customers in Alaska,
but interest in this product has spread to cus-
tomers in California, Florida, New Jersey,
Colorado, South Carolina and many other
states. There are different breeds and sizes of

bears all around the country,” said Bob Si-
monsen, marketing manager at Pilot Rock
manufacturer R.J. Thomas Mfg. Co.

While experts assert that nothing is truly
bear-proof, Simonsen said these receptacles
have been certified as bear-resistant. Pilot
Rock product engineers worked with the

Don’t Feed the Bears — or the Bed Bugs, for That Matter
Living With Wildlife Foundation (LWLF)
and Yellowstone’s Grizzly and Wolf Discov-
ery Center (GWDC) to design the recepta-
cles, which then underwent testing using
protocol established by the Interagency
Grizzly Bear Committee to become certified.

“The GWDC uses two large grizzly bears
who try to break into the receptacle for 60
minutes, so if our design can withstand their
abuse, you can be pretty certain it will with-

stand attacks by their smaller bear cousins,”
he stated. 

Pilot Rock’s bearless bins feature heavy-
gauge welded no-rivet steel construction for
durability and flush-fitting top hatches and
front access doors that deprive bears of paw-
holds. 

For more information, visit www.pi-
lotrock.com or contact Simonsen at (712) 225
-5115 or pilotrock@rjthomas.com. WCM
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demand and decided they were the ones to
create the supply. “We started looking at the
need for a resort in town, and everything
kind of went from there,” Dave Schlotfeldt
said. 

Over the next five years, the two were
hard at work transitioning from building
houses to building an RV park, and Colum-
bia Sun RV Resort was born in Kennewick,
Wash., in August of 2013. 

The planning was the easy part, Schlot-
feldt said; having had construction experi-
ence, as well as more than 15 years of being
RVers themselves, “we had a pretty good
idea what we wanted it to look like going
into it,” though they supplemented their ex-
tensive research with “a couple consultants
and several engineers we knew from our
home building business, and we got input
from some good friends that also RV.”  

Their conclusion: RVs — and the people
using them — have changed drastically over
the last decade. Rigs are bigger, and there are
increasingly more of them on the road with
retiring Baby Boomers coming out from be-
hind their desks and getting behind the
wheel. Many RV parks, they observed, are
outdated and not equipped to handle this
new traffic flow. Columbia Sun RV Resort
would not be one to miss that bus.

With Columbia Sun RV Resort, they
found the perfect parcel of land where guests
could be close to the hustle and bustle of
commerce and city life, but without feeling
like it. “We’re more of a country setting, far
enough out of town that you don’t feel
closed in like you’re in the city; you feel like
you’re out of town in the country.

“We’re on 25 acres and we have 145 full
hook-up sites; 76 of them are pull-through
and they’re nice big sites,” Schlotfeldt noted.
“Most of our sites are 40 feet wide so you can

CAMPGROUNDPROFILE

actually walk around the rigs without walk-
ing on the grass. We have tables, and gravel
pads for the RVs, and a lot of sites have pa-
tios. Plus, our roads are 30 feet wide so it’s
very easy for the big rigs — a 45-footer can
come in with their stacker trailer and have
absolutely no problem driving through.”

Columbia Sun’s more-is-more philosophy
isn’t just seen in guests’ personal space and
ways to get around, but also in its commu-
nity space and ways to sit still. Amenities in-
clude a heated swimming pool and hot tub,

fenced dog park, disc golf course, three laun-
dry facilities, 12 private family-style shower
restrooms, a fitness center, free Wi-Fi and
satellite TV channels, and a 3,000-square-
foot event and recreation center with a pool
table, private patio and warming kitchen.

In an effort to extend that sense of con-
venience on top of the luxury of roomy digs
and lush amenities, the camp store is de-
signed to provide for all kinds of needs.
“We’ve got quite a selection of RV supplies,

Dave and Missy Schlotfeldt still recall
when they wanted to go camping with their
children — somewhere close to home, just
to take a breath from their family home-con-
struction business for the weekend. But
when they had to trek two hours after find-
ing no room at any nearby inn for their
travel trailer, they didn’t simply drive away
frustrated — they considered the existing

Embracing a ‘More is More’ Philosophy, Columbia Sun 
RV Resort Is Tailored to Accommodate Big Rig Travelers

CAPTION

New 25-acre park in southeastern Washington features a host of amenities — plus 40-foot-
wide campsites and 30-foot-wide roads. ‘A 45-footer can come in with their stacker trailer
and have absolutely no problem driving through,’ said co-owner Dave Schlotfeldt

the basics and a few extras, and a gift shop,”
said Schlotfeldt. Contrary to the typical for-
mula, however, the food area of the store is
probably the smallest. “We have a general
store, but we just carry snack-type stuff and
basic groceries like bread and milk, things
people may have just forgotten when they
ran out of the house. We’re close to town
and just 10 minutes away from the Colum-
bia Center Mall,” so they don’t overstock
things guests can easily get elsewhere. 

What guests can’t easily get for them-
selves, Schlotfeldt said, is technician service
in an unfamiliar city, and that’s why the store
has a business card rack containing informa-
tion for local companies and services. “We
let our clients choose from there who they
want to use, and we do the same thing with
a couple mobile RV washing companies in
town that come out and wash RVs on site,”
he said. “We’ve got a few in here that have
done a really nice job that we can recom-
mend. It’s a helpful service for our cus-
tomers, because when you’re from out of
town you don’t know what’s available, so we
try to help them out and point them in the
right direction.”

Schlotfeldt knows it’ll take more time and
traffic to fine-tune the store’s offerings.
“We’re kind of playing with exactly what we
should be carrying,” he said. “Things are
selling pretty well for the amount of traffic
we’ve had.” Besides, he added, tweaking
store inventory isn’t really the park’s biggest
priority: “Being new, I’m just trying to build
up our clientele at this point.” 

Their 11-year-old daughter, Madi, works
in the gift shop sometimes — she’s one of
five little Schlotfeldts, and with Andy (14)
and Micah (7) is still at home and helping
out around the campground — but the two
big ones are Columbia Sun’s only permanent
employees; the park is otherwise staffed by
work campers. Just one work camping cou-
ple helped keep things going over the win-
ter; that’s increased to seven couples now,
and it’s always possible they may need more,
though Schlotfeldt said they can’t entirely
predict how many since this will be their
first peak season. 

Using work campers for fluctuating
staffing needs according to fluctuating busi-
ness volume works out pretty well so far, he
said — except for a local ordinance that re-

quires the park to kick those workers out
after a certain period of time.  “It’s a delicate
situation,” he explained. While the park per-
forms due diligence with long-term guests
by running background checks on anyone
staying longer than 30 days, “we’re tied in to
a 180-day maximum stay, and it applies to
employees also. We’re working on trying to
get them to change that, at least for a small
number of sites so we can let our employees
stay longer.” Owners Dave and Missy Schlotfeldt

Columbia Sun is nestled in a sweet spot in Washington State that gets 300 days of sunshine and
less than 7 inches of precipitation each year.
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Campground Overview
Name: Columbia Sun RV Resort
Address: 103907 Wiser Parkway, Ken-
newick WA, 99338
Number of sites: 145 full hook-up
sites, 76 of them pull-through
Physical description:Young trees line
25 level grassy acres with 30-ft.-wide
streets throughout the park

Season: Year-round 

Rates: Regular back-in gravel sites,
$44.50; deluxe pull-through gravel
sites with cement patio, $49.50;
supreme paved back-in and pull-
through sites with cement patio, $55.
Rates based on occupancy of four
with one RV and vehicle; $3 per each
additional person over 6 and $5 per
each additional vehicle
Website: www.ColumbiaSunRVRe-
sort.com
Contact information: (509) 420-4880,
(855) 833-3886; info@columbiasun-
rvresort.com WCM

They may need to be ready to accommo-
date much more staff help, based on the in-
flux of guests and longer stays Columbia
Sun garnered even in a partial season that
didn’t include the peak summer months.
The resort was fashioned to accommodate
modern rigs and modern expectations, and
it drew the owners’ expected response and
demographic. “We’ve been marketing to an
upscale demographic, and we do get many
retired couples,” Schlotfeldt said. Some are
“sunbirds” who live in the southern states
and flock north to escape the intense sum-
mer heat of home; some are from the north
making their way across the international
border. 

“We get a lot of Canadian friends. Matter
of fact, we have some now that have been
here almost a month. They canceled a trip
to go from here to Las Vegas because they
like it here so much,” he explained. “Where
(U.S. Highway) 395 and Interstate 82 meet
right here is where pretty much everybody
from Alberta or British Columbia comes
through on their way in or out, so we’ve had
several that stay overnight or a week resting
up from their trips, or longer. Last winter
we had some Canadian friends that were
here for about three months.”

Columbia Sun RV Resort also has already
had a few RV-club rallies and general-inter-
est groups reserve the event center for this
year.

Kennewick is part of the Tri-Cities area
in Washington, with bordering cities Pasco
and Richland, where it’s sunny for 300 days
in the year with less than 7 inches of pre-
cipitation – a neat trick for a region that’s
just about 200 miles from Seattle. “We get a
lot of people who come over from Seattle to
play golf and get out of the rain,” he said. 

That’s another draw for this fortuitously-
placed park: An abundance of local attrac-
tions. There are 10 golf courses, seven
waterfront parks, three skate parks, a system
of 67 miles of paved pedestrian and bike
trails that wind through the three cities and
along their waterways, and — thanks to the
auspicious convergence of a semi-arid cli-
mate with rich volcanic soils and plentiful
bodies of water for cheap controlled irriga-
tion, forming a grape-growing Xanadu —
more than 160 wineries within 50 miles.
And, of course, there’s the ever-present Co-
lumbia River just a few miles distant.

Add to that Columbia Sun’s proximity to
the Tri-Cities Cancer Center, two airports,
the new multi-use Southridge Sports  Com-
plex — which hosts several youth tourna-
ments for baseball, softball, lacrosse and
soccer — plus high-volume annual commu-
nity events like the Cool Desert Nights vin-
tage car show in Richland and the Water
Follies hydroplane racing and air show, the

Guests enjoy convenient proximity to metro areas & restaurants, plus a well-stocked store on site, alongside a more secluded country feel at the campground. 

latter of which brings around 60,000
tourists and $2 million in visitor spending
to the area.

“We’re kind of the major metropolitan
hub for this corner of the state,” Schlotfeldt
admitted, and he takes advantage of being
in the right place at the right time. “We’ve
been talking to all these people, getting our

name out with them so they can let more
people know we’re here.”

That’s the focus for the foreseeable fu-
ture. They currently advertise in outlets
such as the “Big Rigs Best Bets” campground
directory, the Tri-Cities Visitor & Conven-
tion Bureau and the Good Sam Club. “We
just had Good Sam out here the first of the
month and we got a 10-10-10 rating, which

is awesome,” he said. “We’re not advertising
anywhere in Canada yet, but we’re research-
ing what those publications are so that we
can. That’s a huge market.” He’s also looking
at posting sports-club-tournament and
community-event schedules on the camp-
ground’s website and Facebook page to let
visitors know Columbia Sun is a convenient

place to stay for people attending them.
Although the resort caters to the modern

generation of RVers, there’s one area where
the Schlotfeldts are holding the high-tech
line a little bit: They don’t do online reser-
vations. 

“We felt we wanted a little better control
over reservations” than letting the process
take place entirely between customers and

Guests can find food items, RV supplies and Columbia Sun RV Resort logo mementos in the 
store and gift shop. 

Many guests here are full-timing couples, but the park gets plenty of families who come 
for sports tournaments and local attractions.

the computer, said Schlotfeldt. Visitors fill
out an online form that sends an e-mail to
the office, at which point staff will contact
the customer and finalize the reservation.
“We’ve been doing it that way and it’s been
working real well for us.” 

Would-be guests can, however, request a
particular site on the form, with no “pre-
ferred-site” charge and with reasonable con-
fidence that their request will be granted.
“We’ve had several people that look at our
map online and request a site, and we’re
more than happy to give them those sites as
long as they’re available,” he said. “That’s
another reason why we like to actually talk
to them, is to get a feel for what they have
and where they’d be happiest.”

Schlotfeldt said the couple’s experience
in the fast-paced, high-pressure construc-
tion business probably prepared them well
for the demands of running a high-end RV
resort in an action-packed community with
grace and patience, though he noted the at-
mosphere and temperament of the two in-
dustries are markedly different. For
example, he said, you probably won’t find
construction crews holding potluck dinners
in the office.  

“The RV community is just awesome.
They’re very social. We meet a lot of very
nice people,” he reported. “We’re just thor-
oughly enjoying this and we’re having a lot
of fun.” —Barb Riley  WCM
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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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mean, there’s no negative to this, there’s no
downside whatsoever. We’re providing a
service to the men and women who protect
our freedom. It’s about neighbors helping
neighbors. Why wouldn’t we take care of the
people who protect our values?”

Curry also sees the T4T and RV Loaner
programs as cost-efficient methods to intro-
duce young families to the RV lifestyle. “I
feel that RVing is far more popular as a per-
centage with active duty troops in the 21-34
and 35-44 age groups than it is with the gen-
eral public of the same age groups,” Curry
said, estimating that 15% of the 2.57 million
active-duty troops may participate in RV va-
cations or own RVs. This group — about
350,000, not including their 546,700 de-
pendents — would directly benefit from T4T
free loaner RVs and free RV or tent sites.

“Nearly everyone in the United States
now recognizes and appreciates all the sac-
rifices our men and women in the military
make for us just so that we can enjoy our
freedom,” Curry said. “This is just one small
way to thank them.”

For more information on the Tents for
Troops or RV Loaner programs, contact
Charlie Curry at (360) 274-7915 or tents-
fortroops@aol.com. —Ty Adams  WCM

Tents for Troops —from page 22

as the stand-in marketing agency for the in-
dustry,” said Bob Wheeler, president of
Airstream Inc. of Jackson Center, Ohio, who
serves as one of the co-chairs for the cam-
paign and participated in the breakfast pres-
entation. “You talk about the rising tide that

raises all ships, I really look at Go RVing as
a part of that tide.”
In his turn at the podium, Richard Coon,

president of RVIA, commented on RVIA’s
growing focus on the campground space. “If
you look at one area in the industry that 
we haven’t paid enough attention to, it’s 
the campground industry,” said Coon.
“We’re trying to get better acquainted with
the campground industry and the big players
in that industry and how the industry is
changing,”
That would dovetail with a significant

trend to which RVIA is currently catering,
especially with more than 20 new park
model RV-manufacturing members — the
growth in extended-stay campers. “What’s
developing is where people have found out,
‘Hey, this is a pretty nice campground.’ They
buy a park model or an RV and they’ll park it

Power Breakfast —from page 6 at the campground and leave it there for
a season,” Coon said.
That’s a trend a lot — but not all —

parks are seeing. In fact, roughly a third
of KOA’s campground nights are people
staying 30 nights or more per season.
“They come to love us, they come to find
they love this destination,” Rogers ex-

Moderated by WCM Publisher Sherman Golden-
berg (far left) the panel discussion provided a
forum for audience members to poll industry
leaders (above, L-R) Doug Gaeddert, Bob Martin,
Derald Bontrager, Mel Adams, Jason Lippert and
Todd Cleveland on their views of various topics.

plained. “The campgrounds have structured
a rate process to fit this destination, sea-
sonal guest.”
Seasonal stays are generally simpler for

RV owners, Rogers said. “There’s less main-
tenance. They know what’s there. It’s grow-
ing. It’s nothing that we’re promoting. The
guest’s convenience has led to this phenom-
enon.”
RV industry leaders responded favorably

to what they heard from Rogers. Doug
Gaeddert, a general manager at Forest River
Inc. and chairman of RVIA, said, “Just like
Jim Rogers said, we’re in a sweet spot in the
industry right now.”
And Todd Cleveland, president of RV sup-

plier Patrick Industries Inc., said, “our future
really depends on tapping those individuals
who haven’t been part of the RV experience,
the RV lifestyle.” —Justin Leighty   WCM

During his talk to a gathering of
hundreds of the top leaders in the
North American RV industry May 8 at
the RV Industry Power Breakfast in
Elkhart, Ind., Kampgrounds of
America Inc. (KOA) CEO and
Chairman Jim Rogers offered his list
of “10 reasons you should buy RV
stock or marry the son or daughter of
an RV executive:”

1. “70% of existing RVers intend to
buy again. That is amazing.”

2. “Baby Boomers are the prime
target for you. It’s going to be huge.
It’s 26% of the population.”

3. “Fifteen million American
campers camped last year without an
RV. Wow.”

4. “You may think about the deluxe
cabin and say ‘Oh my goodness, Jim,
those guys are never going to buy an
RV.’ We watch those people tour the
campground … those people are first-
timers to a good extent. They are po-
tential buyers for the RV industry.”

5. “Mom was right. Go outdoors.
From a health standpoint, take a hike
and call me in the morning. Kids that
are in this experience outdoors, it’s
powerful. You are putting them
there.”

6. “Long-term petroleum industry
forecast is for abundant gasoline sup-
ply and stable pricing. That will have
a major impact on the RV vacation.”

7. “Outdoor enthusiasts want ‘soft
rugged.’ An RV is perfect for soft
rugged. I hook my bike on the back, I
get in the unit, I don’t have to un-
pack.”

8. Lorne Armer, KOA’s vice presi-
dent of brand development, detailed
KOA’s new branding, and said,
“Camping is a lifestyle choice.”

9. Rogers jumped back in, saying
in today’s society, “We don’t take the
moment and make the most of it. We
call it genuine engagement at KOA.
We actually talk to somebody. That is
what we need more of in this society.”

10. “We are creating a better to-
morrow by delivering superb RVs,
outstanding outdoor hospitality and
the campfires for s’more genuine en-
gagement.” WCM

10 Reasons You Should Buy RV Stock

www.hialeahmeter.com
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CAMPGROUND 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

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

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

Campground for Sale-$4,000,000
• 60 acres 
• Opened for development: hotel,
  restaurants, etc.
• Zoned City*
• Includes City Water & Sewage
• Across the street from Creek 
  Entertainment Casino with poker
  room and horse track racing
• 3/4 mile Interstate-10 frontage 
  to exit 174
• Convenience Store/Gas Station
  with 8 gas & diesel dispensers 
• Vacant building included on 
  property
• Currently 30 sites with potential 
  of 600+ sites
• 20 miles from Tallahassee, FL

Contact: Carlos Iglesias 
850-445-1877 • Quincy, FL

www.parkbrokerage.com
mailto:john.grant@earthlink.net
mailto:sales@parksandplaces.com
http://parksandplaces.com
www.campgroundsforsale.com
www.buyacampground.com
mailto:don@buyacampground.com
www.fortunerealestate.com
www.campgroundbrokers.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
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and Trade Show
Turning Stone Resort, 
Verona, NY
Contact: (800) 497-2669, 
info@nycampgrounds.com

10-12: Pennsylvania Campground
Owners Association Convention &
Trade Show 
Skytop Lodge, 
Skytop, Pa. (In the Poconos)
Contact: Bev Gruber, (610) 767-5026,
info@pacamping.com

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

Manufacturers of Quality Recreation FUNniture

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

2061 Sulphur Springs Rd
Morristown, TN 37813

benchmarks that have been set forth.”
Those “experts” are the operators of this
scam, and the “benchmarks” are that
your business has an e-mail address and
a credit card account.

I first exposed this scam operation in
a Facebook and blog post in late Septem-
ber of 2013. After my exposés of the
SBIEC came up higher in the search re-
sults on Google than the SBIEC website
itself, the outfit shut down that website
and opened an otherwise identical web-
site under the USTCI business name.
They have recently expanded their tar-
geting to include small businesses in
Canada, Britain and Australia after too
many people in the United States have
become wary of their scheme. Wherever
your business might be located, the scam
is that they will provide you with a plas-
tic trophy and a press release template
(announcing your dubious award and
adding an air of legitimacy to the perpe-
trators) for a fee of $358.00. Yes, we all
like recognition, but bear in mind that,
if you are presented with a legitimate
award, you will never be asked to pay a
redemption fee as part of the process.

There are a variety of scams that pro-
liferate online, preying on the unwary and
naïve. Protect yourself and your business
with knowledge and a healthy dose of
skepticism — as well as robust security,
anti-virus and spam-blocking software.

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 more than 30 years.
His company is the family campground in-
dustry’s leading supplier of responsive
websites, along with producing a full range
of four-color process print advertising,
with clients from coast to coast. Learn
more about Pelland Advertising at
www.pelland.com.  WCM

Guest View —from page 10

www.bbelec.com
mailto:sales@bbelec.com
www.fairmontparktrailers.com



