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Whether you agree with him or not, WCM columnist David
Gorin, a campground consultant, park owner and former executive
of the National Association of RV Parks & Campgrounds
(ARVC), is a pretty persuasive guy. He, like Rush Limbaugh, has a
way of making you think.

And he did it again in this issue with a cogent column suggesting
that people consider the benefits of “merging” some of the marketing
aspects of ARVC — with its busy Go Camping America search en-
gine — and the Go RVing Coalition’s national marketing campaign,
which is co-owned by the Recreation Vehicle Industry Association
(RVIA) and the Recreation Vehicle Dealers Association (RVDA).

That, with all due respect, is something a lot of us would like to
see happen — a return to a more unified marketing front — however it might come about. But the
way things look from here, an initiative of this nature would be an uphill climb right now because
it would require the private campground sector to work more closely together and to step up 
financially — at least on a modest scale — to support Go RVing’s 17-year-old campaign, funded by
seal-fee assessments contributed by RV builders.

In fact, with the exception of Kampgrounds of America Inc., the Montana-based franchisor that
recently unveiled its own national ads, there seems to be little passion among independent RV park
operators for any kind of widescale marketing programs in general. So, maybe it never happens.

Having touched bases recently with Go RVing’s leadership, however, we can tell you that at least
some of Go RVing’s key supporters might be open to a conversation about a return to a more united
marketing front. And, for the record, we can also tell you that the Go RVing Coalition is certainly
putting its $14 million ad budget to an aggressive use this year in print, on the Internet and through
social media.

Just skimming the surface, Go RVing is working with magazines like Outside, Guns & Gardens
and Country Living on RV displays at an array of public festivals and events, and they’re teaming
with ESPN’s College Gameday, CBS Sports Network and the Big Ten Network on a series of 10
stadium-tailgating appearances. “If you spend your Saturdays watching college football, you’re
going to see Go RVing’s messaging,” noted Go RVing administrator James Ashurst, vice president
of communications and marketing for RVIA.

Anyway, back to my point: For what it’s worth, if people can work out the politics, I do think
that David Gorin is on to something and that the campground sector might do well to consider —
on even a modest funding level — working more closely with Go RVing on some of its marketing
programs. I’m just sayin’… WCM

Park Sector: Consider a United Marketing Front
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The good news in the Recreation Vehicle
Industry Association’s (RVIA) 2013 Industry
Profile released in July is that the RV industry
is as strong as it’s ever been. Production and
sales are up and the typical RV owner is
younger than ever before.

The bad news for the hard-working rank-
and-file of the North American recreational
vehicle arena, on the other hand, is that the
bar has been raised even higher for this year
and beyond for RV manufacturers, suppliers,
distributors, dealers and campground owners.

But Mac Bryan, vice president of admin-
istration for RVIA, said the industry, in his
view, is more than up to the challenge.

RVIA’s 2013 Industry Profile provides a sta-
tistical portrait of last year’s RV production

and shipment statistics, including historical
comparisons of shipment figures and dollar
volume as well as production breakdowns by
product type and shipment destination. The
numbers all point to an industry that is
healthy and growing.

While some of the profile’s information
was previously released, of course, the annual
publication tends to put things into perspec-
tive for the record: Wholesale RV shipments
improved monthly in 2013 and reached their
highest annual level since 2007 at 321,100
units, a 12.4% in-
crease over the
previous year and
the fourth consec-
utive annual in-
crease since the
end of the global
downturn. At the
same time, the
total retail value of
2013 shipments
reached $12.9 bil-
lion, a nearly 20%
increase over 2012’s $10.8 billion for the
highest total dollar value of shipments since
2007.

In acknowledging these positive numbers,
RVIA’s Bryan pointed out that this current
growth cycle is still underway and should be
for the foreseeable future, barring the un-
forseen. “When you adjust for the Hurricane
Katrina aberration (in 2005),” he asserted,
“we’re right where we were at the peak of the
last cycle, so I don’t think this cycle is over
yet. We’re calling for good growth this year

RVIA ’13 Industry Profile Shows 
Healthy Industry, Younger Buyers

Jellystone Parks Invest Heavily in Water Attractions

the U.S. and Canada have major water-
based amenities, either onsite or on adja-
cent property owned by the same park.
Seven Jellystone Parks added new

water slides and related features or made
other improvements to their swimming
areas for the 2014 camping season, includ-
ing parks in the following cities and states:

• Pittsfield, Ill.: This park has added
new water toys for its lake. The park also
has a swimming pool and splashpad. 

• Bloomington, Ind.: This park has
opened a $750,000 interactive water play

attraction that includes water slides, water
blasters and dozens of water features that
spray, splash and dump thousands of gal-
lons of water, including a 30-foot tall Giant
Hydro Storm that dumps 500 gallons of
water. This complements the park’s other
attractions which include an outdoor pool,
indoor pool and kid’s pool with splash fea-
ture 

• Fremont, Ind.: This park is adding a
$750,000 climbable water feature with a
tipping bucket that is expected to be oper-
ational by late July or early August. This
will complement the park’s existing water
attractions, which include three outdoor
swimming pools, one indoor pool, a water
splash playground and three giant water
slides that are 42 feet high and more than
300 feet long. 

• Mt. Gilead, Ohio: This park, which just
recently joined the Jellystone Park net-
work, is adding a 75-foot long tubular slide,
which was expected to be operational by
late June. This will complement other
water attractions, including a 250-foot long
waterside, which was installed in 2010.
The park also has two heated swimming
pools and a six-acre lake with a floating
jungle gym as well as paddle boat and
kayak rentals.

• Burleson, Texas: The owner of this
Jellystone Park is nearing completion of a
$1 million expansion of Pirate’s Cove wa-
terpark, which is a separate facility lo-
cated next door to the campground. New
attractions at Pirate’s Cove include a 60-
foot-tall kamikaze slide that provides a
nearly vertical slide as well as a 60-foot tall

‘There isn’t any network of family campgrounds in
North America that has more water amenities, spray 
grounds or water slides than Jellystone Parks,’ said 
Michele Wisher, director of marketing for LSI

Cruise Inn Announces Consumer 
Launch, New Loyalty Program

Yogi Bear’s Jellystone Park Camp-Resort in Bloomington,
Ind., recently opened a $750,000 interactive water play
attraction that includes water slides, blasters and more.

points are accumulated for a reward,”
said Cruise Inn President & CEO Scott
Anderson.

Rick Stauter, owner of Cutty’s Hayden
Creek Resort, said, “As an independent
RV park owner, my business has been
mostly word-of-mouth. With the technol-
ogy and resources Cruise Inn will now
provide us, we can reach so many more
people throughout the country, and even
the world, and share the joy of RVing and
camping with them.” WCM

The sun rose on a new national brand
of RV parks and campgrounds June 19
when Cruise Inn announced its official
launch and welcomed Gunnison Lake-
side RV Park & Cabins in Gunnison,
Colo.; Cutty’s Hayden Creek Resort in
Coaldale, Colo.; Junction West RV Park
in Grand Junction, Colo.; and Riverview
RV Park in Loveland, Colo., as its found-
ing parks.
According to an announcement from

Cruise Inn, based in Coral Springs, Fla.,
RV enthusiasts and campers can now
visit CruiseInnRVParks.com to learn
more about their RV parks and make
reservations, sign up for the monthly
Cruise Inn e-newsletter that includes
park deals and special promotions and
join the free, instant rewards Cruise Inn-
Centives loyalty program. The program
offers members a 10% discount on stays
at any participating Cruise Inn RV park
and access to thousands of discounts
and special offers for dining, travel,
shopping, events and more.
Cruise Inn will add new RV parks and

campgrounds across the country on a
continuous basis, and the website will
include the additions. 
“Whether parking an RV, pitching a

tent or renting a cabin, Cruise Inn guests
will really enjoy staying at our parks,
which will offer great settings, facilities
and amenities for vacationing and 
unwinding. Visitors will also enjoy our
Cruise InnCentives loyalty program that
provides immediate benefits instead 
of requiring you to wait until enough

A number of Yogi Bear’s Jellystone
Park Camp-Resorts across the country
added new water slides and expanded
their water-based amenities in time for the
summer camping season.
“There isn’t any network of family

campgrounds in North America that has
more water amenities, spray grounds or
water slides than Jellystone Parks,” said
Michele Wisher, director of marketing for
Milford, Ohio-based Leisure Systems Inc.
(LSI), which franchises Jellystone Parks.
Nearly half of the 81 Jellystone Parks in Jellystone Parks – continued on page 6

RVIA Industry Profile – continued on page 6

Scott Anderson
Mac Bryan

Frontdesk Anywhere Earns 
TripAdvisor Certification

Hospitality management software firm
Frontdesk Anywhere announced it has
been certified as a TripConnect Partner by
TripAdvisor. TripConnect is a new channel
for RV parks, campgrounds and any type of
specialty lodging accommodation to boost
sales and convert more travelers into staying
guests. Properties using Frontdesk Any-
where’s platform will be able to offer a seam-
less booking process for TripAdvisor’s website
visitors reviewing properties in the area.

As a major benefit to operators, hospital-
ity and specialty lodging providers can now
tap into the large number of visitors on Tri-
pAdvisor looking to book their next stay.
Frontdesk Anywhere’s TripConnect-certified
booking engine provides real-time availabil-
ity and online booking capabilities making
for a seamless booking experience.

Clients can bid for TripAdvisor meta-
search traffic and receive valuable analytics
about their Return On Investment.

“TripConnect certification opens up new
opportunities for our internet booking en-
gine partners,” said Maud Larpent, TripAd-
visor’s head of direct connect development.
“Certified internet booking engines enable
accommodation owners of all sizes to benefit
from the hotel price comparison on TripAd-
visor.” Frontdesk Anywhere co-founder
Thomas Lyle said, “We are excited to roll
out this new feature to our clients so they can
connect with the online consumer during the
trip planning process and generate immedi-
ate online revenue.” Frontdesk Anywhere 
recently added campgrounds and RV parks
to its offerings in the hotel industry. WCM
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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.

ARVC Launches Content Marketing 
Initiative, Consumer Research Plan
A public relations initiative and con-

sumer research project by the National
Association of RV Parks and Camp-
grounds (ARVC) is making customer con-
nections and compiling consumer
information for member parks. 
“We’re very excited about new oppor-

tunities that will help us communicate
better and change what channels we
use, or more effectively use the channels
we have, to reach both consumers and
potentials and bring them to the market-
place,” reported Jennifer Schwartz,
ARVC vice president of marketing.
The PR program was launched in May

and consists mostly of camping lifestyle
articles which are posted on ARVC’s con-
sumer website, GoCampingAmerica.
com, and pitched to assorted media out-
lets. “What we’re spending time doing is
networking and sharing story content,”
Schwartz said. “We’ve had real good
luck. Media outlets all over the country
are reaching out to listen to our stories,”
adding that the content purposely aligns
with editorial calendars and “driving 
interests in the media.” 
For example, a story titled “How To

Camp Comfortably Without Breaking the
Bank” was posted by a consumer finance
blog, and an article about various parks’
fitness equipment and programs was
picked up not just by a health publication
but also a fitness-focused issue of a
women’s magazine. 
“We’re seeing a lot of good traction in

sharing articles about commonalities”
between the camping industry and the
readerships those publications serve, she
said. “We’re really reaching across audi-
ences that we don’t typically address di-
rectly in the traditional camping
environment.”
That’s where the deeper value lies in

this outreach, said Schwartz. While tar-
geted content is intended to increase
park visits among existing campers, it’s

also designed to introduce the “active
leisure traveler” to the modern camping
experience. “There’s a broader segment
we want to appeal to,” she noted. “We
want to get in front of those outdoor-
activity people who maybe have some 
assumptions that exist in their minds and
don’t realize what kinds of services,
amenities and luxury accommodations
RV parks and campgrounds have 
to offer.”
While the PR plan is distributing infor-

mation, the consumer research project is
gathering it, with its lens focused on poten-
tial customers among a surprising seg-
ment: Campers. Some people love the
outdoors but may not consider staying in
campgrounds, and that’s part of what the
research will explore. But some are indeed
already camping, just not at members’
parks — and ARVC wants to know why. 
The reasons behind campers’ deci-

sions to stay in privately-owned parks
versus state or national parks and wilder-
ness environments, she said, is informa-
tion that’s needed to supplement existing
quantitative data. 
“We already know the average spend

and distance traveled and how many
nights they stay. This study is not about the
behaviors, but what motivates them,”
Schwartz explained. “When we know that,
we might then better customize our mes-
saging, or possibly suggest operational
changes to campgrounds to try to attract
folks into privately-owned parks and better
serve them. They’re already camping, so
why wouldn’t they? Again, they may just
not have a full breadth of knowledge of
what’s offered in those parks.”
The research is currently in the field

and results will be brought to ARVC’s
marketing team for use in designing
strategies and messages, and an execu-
tive summary for members will be rolled
out at the annual convention in Decem-
ber. —Barb Riley   WCM

World RV Conference
Set for Australia in 2015

Newspaper Vet Kessler
Joins WCM/RVB Staff

G&G Media
Group LLC an-
nounced the addi-
tion of Rick Kessler,
a veteran newspaper
executive with an
RVing background,
to its Elkhart-based
editorial staff as fea-

ture editor of both RVBusiness and
Woodall’s Campground Management.

Kessler comes to G&G, a three-year-
old trade magazine publisher, after a 22-
year career in newspapers during which
he won numerous awards as a writer,
columnist and editor. Kessler, a 1992
graduate of Michigan State University’s
journalism school, most recently served as
managing editor for an 11-newspaper
chain in southeast Michigan.

At the same time, Kessler authored the
Gr8LakesCamper blog, which “cele-
brates the world of RV camping in the
Great Lakes region” and was named one
of the “Top 50 RV Blogs” on the Internet. 

Kessler, along with wife, Angie, and
their three children, have been RVers since
2007, typically escaping for weekend 
getaways in their 2000 Trail-Lite Bantam
hybrid travel trailer.

G&G co-owners Bev Gardner and
Sherman Goldenberg feel Kessler’s skill
sets will complement those of existing ed-
itorial staffers Bruce Hampson, editor of
RVBusiness and editorial director of WCM,
and Justin Leighty, editor of WCM and
midwest editor of RVB, going forward.

“To say that we’re pleased to have Rick
on board would be a considerable under-
statement,” said Goldenberg. “His talents
are extremely well suited for what we do
on a regular basis in both the RV and
campground arenas. And we’re looking
forward to his regular contributions in
both the print publications as well as the
websites, RVBUSINESS.com and
WOODALLSCM.com, that spin off of both
publications.” WCM

The 2015 World RV Conferencewill be held
Feb. 25-27 at the Grand Hyatt in Melbourne,
Australia. Registration details are expected to
be announced in the near future.
Sponsored by Dometic Corp., the 2015

World RV Conference follows the successful
2nd Annual World RV Conference, which 
attracted 216 delegates representing 16 coun-
tries from around the world to the Marriott
Waterside Hotel in Tampa, Fla.
The 2015 event will be hosted by the Cara-

van Industry Association of Australia (CIAA),
which becomes effective July 12 following the
merger of the Caravan, RV & Accommodation
Industry of Australia (CRVA) and the Recre-
ational Vehicle Manufacturing Association of
Australia (RVM Australia). CIAA is the sister
association to the Recreation Vehicle Industry
Association (RVIA).
The World RV Conference presents a

venue where industry leaders can come to-
gether to discuss trends and opportunities for
working together, and for RV businesses to
share ideas and learn from different industries
around the world.
The program will feature a mix of plenary

sessions as well as interactive workshops and
panel discussions. In addition, in keeping with
the strong networking opportunities at the
2015 World RV Conference, the social program
will form an important part of the event.
The 2013 World Conference in Florida was

by all accounts a success. RVBusiness.com re-
ported that RV manufacturers, suppliers, deal-
ers, campground people and trade association
representatives converged for a “full schedule
of informative workshops, speakers and social
interaction.” Together, they shared market in-
formation and statistics, discussed technical is-
sues and standards, and explored how RV
companies can work together in an increas-
ingly interconnected world market. WCM

The Vineyards Adds
More Rental Cabins

The Vineyards Campground & Cab-
ins in Grapevine, Texas, which has re-
ceived numerous state and national
awards for the quality of services and fa-
cilities, is gearing up for the summer
camping season by offering more rental
cabins and campsites.

The new park model cabins, built by
Champion Homes, overlook a feeder
creek to Grapevine Lake and are posi-
tioned for excellent sunset viewing, ac-
cording to an announcement from the
Texas Association of Campground
Owners (TACO). 

The new cabins include a one-bedroom
unit with a loft and a two-bedroom unit,
also with a loft. Both cabins are joined
with a common entertainment deck that is
10 feet wide and 70 feet long. With the
two new cabins, one of which is handicap
accessible, the Vineyards Campground
now has 15 rental cabins.

The 93-site campground also reopened
four campsites — previously used to host
Workampers — for park guests. Other
park improvements include new side-
walks, landscaping, directional signage
and golf carts. WCM

www.minigolfinc.com
www.fairmontparktrailers.com
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“fast track” with six side-by-side lanes that
provide a 350-foot-long slide. The park is
also installing two 40-foot-tall corkscrew
slides that dump into a swimming pool as
well as a paintball play area and a new

food court. Other new features will include
a 700-foot-long lazy river with zero-entry
lagoons and a stage area for concerts and
“dive in” movies, which can be seen from
a swimming pool. 

• Waller, Texas: This park added a lazy

Jellystone Parks —from page 3 river and a 565-foot family slide last year,
which complements the park’s 2,500-
square-foot splash pad that includes vari-
ous water slides, dump buckets and spray
toys, an activities pool and a 350-foot Pine
Tree Plunge water slide. 

• Wichita Falls, Texas: This park, which

recently joined the Jellystone Park system,
is completing a new sprayground.
Those parks join 32 other Jellystone

Parks across the U.S. and Canada that 
already have water slides, spraygrounds
or other major water features. WCM

Nearly half of Jellystone Parks now offer
an array of water features, including this
wet-and-wild operation at Lancaster
South/Quarryville, Pa.

and continued growth in 2015.”
Putting 2013 into perspective:
• Towable RVs accounted for 88.1% of all

RV shipments (282,795 units), while motor-
homes represented 11.9% (38,332 units), the
best motorized numbers since 2008.

• All motorized categories reported gains.
Class A’s led the segment, up 30.7% to 19,054
units, while Class C’s posted the largest per-
centage gains at 48.8% (17,101 units). Bryan,
for his part, singled out the 35.9% increase in
motorhome shipments as a “good sign for the
industry as a whole,” with RV rental firms 
accounting for a significant amount of the
Class C upswing.

• RVs with slideouts were as popular as
ever among consumers. For instance, seven
of every 10 conventional travel trailers had at
least one slide, while 95% of all fifth-wheels
had the popular space-expanding sliding

RVIA Industry Profile —from page 3 room compartments and the percentages for
motorized units were similar.

• Indiana continued to lead the country in
RV production, manufacturing 79.5% of all
RVs in the U.S. 

• Texas is the top destination for RV ship-
ments, receiving 8.6% of total shipments, fol-
lowed by California (6.36%), Michigan
(4.65%), Florida (4.03%) and Ohio (3.69%),
while nearly one out of every five RVs were
shipped to Canada.

Meanwhile, a demographic profile of the
RV consumer indicates that the average age
of RV ownership is trending younger, with
the typical RV buyer’s age now down to 48
and getting younger.

“Obviously, that’s good news,” Bryan said.
“The younger an RV owner is, the sooner we
can introduce him to the RV market, the more
likely he is to stay in that market for a longer
period of time, and the more likely he is to
purchase more RVs during his stay.” WCM

The Cape Hatteras (N.C.) Kampgrounds
of America Inc. (KOA) Resort is no
stranger to hurricanes, and according to
an announcement from KOA, area media
overplayed reports of damage to the Outer
Banks property from Hurricane Arthur,
which hit July 4.
“Everything we did at Cape Hatteras

after Hurricane Irene in 2011 to combat the
effects of hurricanes on the campground
actually worked,” said Terry Shade, KOA
vice president of company-owned proper-
ties.
There were 32 small, basic camping

cabins at the Cape Hatteras KOA Resort
that did sustain some damage and are
being evaluated, but the campground re-
opened July 9 without the small cabins.
The swimming pool was closed for a few
days for cleaning, but was undamaged.
Shade said the campground operated

with limited services and amenities until
later in the month, when campers got full
access to all this “new” KOA Resort has
to offer.
KOA spent $6.8 million in 2011 after Hur-

ricane Irene to rebuild the campground.
The rebuild included a new main
building/store that was built on 12-foot 
pilings. That building also included an ele-
vator and luxury suites on the third floor.
The rebuild also included 18 “aerial

deluxe cabins” also built on 12-foot pilings.
Neither the main building nor the aerial
deluxe cabins sustained any damage.
“It took us three years to rebuild after

Hurricane Irene in 2011,” said Shade. “It’s
going to take us about 10 days to clean up
after Hurricane Arthur. I’d say that’s
progress.”
Shade said every single measure

taken after Hurricane Irene was success-
ful, including a large sand dune berm built
along the highway and in front of the main
building.
“That sand berm did its job,” he said. “It

prevented debris from the storm from en-
tering the campground and causing more
damage. Also, placing the deluxe cabins
and the main buildings on the 12-foot pil-
ings worked just as planned.”�Shade said
six other deluxe cabins that were not on
pilings also escaped damage. WCM

Cape Hatteras KOA
Reopens After Arthur

The Happy Camper Club logo seen on
page 21 of the July 2014 issue of Woodall’s
Campground Management included a smi-
ley-face design under copyright from Blue
Bay Distributing Inc., which reserves all
rights. WCM

KOA Offers Details
On 2014 Con/Expo

   “What’s Behind Your Yellow Sign” is
the focus of this year’s Kampgrounds of
America Inc. (KOA) convention and ex-
position, a play on the KOA “What’s Be-
hind The Yellow Sign” marketing
campaign.
    The event moves to Charleston, S.C.
for 2014 and is slated for Nov. 12-15.
    The theme, according to Jenny McCul-
lough, director of training and events for
KOA, is a focus on “really honing in on
what makes each individual KOA unique
to their campers.” With nearly 500 sites
across North America, there's a significant
variety of KOA options out there.

Here’s the schedule of events:�
Wednesday, Nov. 12
•  Registration desk open
•  Kamp green event  at the Mount
   Pleasant/Charleston KOA�
•  Welcome reception  at Boone Hall
   Plantation�
Thursday, Nov. 13�                
•  Welcome to KOA general session�                
•  Educational workshops�                
•  Owners association area meetings�
Friday, Nov. 14
•  President’s and Founder’s awards
   breakfast�                
•  Keynote by Waldo Waldman�                
•  Workshops�                
•  Franchisee of the Year and Rising
   Star Luncheon�                
•  Jim Rogers’ fireside chat�                
•  KOA expo opening reception�
Saturday, Nov. 15�                
•  KOA expo
•  Final night celebration & KOA Care
   Camps auction WCM

www.bbelec.com
mailto:sales@bbelec.com
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Manufacturers of Quality Recreation FUNniture

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

2061 Sulphur Springs Rd
Morristown, TN 37813

INSITES

David 
Gorin

vides for those interested in learning
more about RVs, is not enough.  

ARVC funding has most likely
bumped up against the upper limits of
potential dues revenue it can generate.
Membership expansion has long proved
elusive, with ARVC membership in the
3,000-member range for many years.
Even adding another 1,000 members at
an annual average of even $400 per
member would only bring in $400,000.  

And ARVC’s income from other
sources — convention and trade show
income, commissions or royalties from
companies providing member benefits,
sale of publications and foundation
fundraising — may also be approaching
the upper limits. With few national
companies serving as product or service
suppliers to the park industry, revenue
and support from suppliers is also some-
what capped.  

So how to fund a campground pro-
motional campaign to educate and in-
form Americans of the joys and
pleasures of America’s campgrounds?    

The source of funds for Go RVing are
the manufacturers, who pay a small
amount of money each time they pur-
chase a certification seal to place on a
new RV. Each RV sold by RVIA members
has an RVIA certification seal affixed to
it indicating it is certified to be in com-
pliance with certain construction stan-
dards. RVIA sells the seals to the
manufacturers and the price of the seal
covers the cost of the RVIA certification
and inspection program and includes a
Go RVing assessment based on the type
of unit sold.

Spreading the costs over the tens of
thousands of RVs manufactured each
year is a far better option than trying to
extract more money from commercial
businesses whose bottom line is directly
affected by association dues, education
and training costs and other non-opera-

tional expenses.  
About 15 or 16 years ago, the ARVC

board held a workshop session to dis-
cuss the feasibility of adding a
$.10/night “camper promotion fee” to
each camping party. It was thought that
this fee might even substitute for regular
association dues both on the state and
national levels. The board agreed to con-
duct a pilot test at six or eight camp-
grounds to see if and how consumers
would respond to an additional 10 cents
per night added to their camping bill.
Although the results of the pilot project
didn’t show any negative consumer 
response, the ARVC board voted to table
the idea — and it has never been
brought back to the table.

The Go RVing program relates di-
rectly to the purchase of a new RV. I
would suspect that not a single RV sale
has been lost or even delayed by the $40
to $60 seal fee added to the cost of the
rig — and as a result of this technique
of building support, the Go RVing cam-
paign has annual budgets as  high as $21
million.  

I’d propose that RVIA add to the cost
of a seal an additional $15 and earmark
the funds for the “...and Camping” com-
ponent of a new Go RVing...and Camp-
ing promotion program. The collection
mechanism is already in place and, as
RV sales have shown, the slight increase
in cost of the RV is in no way an obstacle
to the sale.  

And, dare I say, that if this were to
happen, RVIA and RV manufacturers
might have considerably more influence
in creating, setting and enforcing some
key guest service standards among the
campgrounds. The RV industry would
be pleased to see the quality of the
campgrounds improve substantially —
and perhaps by working cooperatively
with the park industry, RVIA and others
in the RV side of the business might be
more successful in influencing the park
industry to up its game to a higher level.

While there is no doubt that RVs are
used in many ways outside of camping,
there is also no doubt that without qual-
ity campgrounds to accommodate the
RVs and RV park trailers RV sales could
suffer. With the RV industry moving
more closely to the campground indus-
try in recognition of the role the camp-
ground plays in the RVing experience,
the merger of Go RVing and Go Camp-
ing America seems a natural — and the
industry leaders should begin now to
move towards that unification.

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

Is There a Place for a “Go RVing...and Camping” Campaign?

In recent weeks, a series of meetings
and articles have led me to now propose
in all seriousness that it is  time for the
RV manufacturers, dealers and camp-
grounds to get together and broaden the
focus of Go RVing to include camping.
Just imagine, a “Go RVing…and Camp-
ing” campaign that stands as the indus-
try’s national brand bringing together all
the legs of the industry and wrapping
Go RVing and Go Camping America
into a single national effort.

The recession of 2008-’10 saw a dra-
matic decrease in the sale of RVs com-
bined with a steady pace of RV park and
campground business and a renewed in-
terest in extended-stay and seasonal
camping. While RV sales have rocketed
back to pre-recession levels since then,
extended-stay and seasonal camping has
continued to capture the interest of
Americans across the nation. And this
strong consumer interest in this camp-
ing style has manifested itself in the RV
manufacturing side in a couple of signif-
icant ways.

As the strength of seasonal camping
hit home with the RV manufacturers,
they have responded by creating and
marketing the largest travel trailers and
fifth-wheels as “residential” trailers, sea-
sonal vacation homes, and similar terms
focusing on extended-stay use in a sin-
gle location. These units, while legally
towable down the highway, are designed
and built for destination use — parked
in a campground and used as a vacation
home by the owners.

These new trailers and fifth-wheels
have blurred the lines between tradi-
tional RVs and the recreational park
trailers or park model RVs. With the
merger of the Recreational Park
Trailer Industry Association (RPTIA)
and the Recreation Vehicle Industry
Association (RVIA), the RV industry
has moved to recognize the critical im-
portance of campgrounds as the home
to these extended-stay units and the role
that these units will play in the contin-
uing growth and expansion of the RV
market.  

In the last 18 months, under the
leadership of RVIA President Richard
Coon, RVIA has created its own Camp-
ing Committee, a Destination Camp-
ing Committee and the Park Model RV
Committee. These committees are
moving towards expanding consumer
interest in seasonal camping and camp-
grounds with new research now ongo-
ing with the Richards Agency that
handles the Go RVing program, and
with the Park Model RV Committee
studying new promotional campaigns
under the Go RVing umbrella to pro-
mote those units.

On the other side of the industry —
at the National Association of RV
Parks & Campgrounds (ARVC) —
ARVC President Paul Bambei noted in
a recent article on the direction of the
campground industry that ARVC re-
mains underfunded and unable to con-
duct the kind of consumer promotion
campaigns under Go Camping America
that many feel are necessary to grow the
park side of the industry. Having a suc-
cessful Go Camping America website
that attracts a significant number of vis-
itors without having the resources to
market camping to the non-camping
world and really build the value of Go
Camping America as a place to go to for
camping information as Go RVing pro-

www.campgroundmanager.com
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ing to do business with me is the best
choice?

Brand Collateral Synergy
Your logo or other collateral should

not be confused with your brand. Your
brand identifiers are just that — they
identify your brand, but do not define it.
That being said, consistent brand recog-
nition across all collateral channels is es-
sential. Take a hard look at five random
pages from your website, your social
media platforms, campground brochures,
other promotional material and signage,
your letterhead, and even your electronic
signature and ask yourself if the branded
material you present elicits that emotional
pull that you want to be associated with
your brand.

Make it Count
Whether appealing to longtime cus-

tomers or first-time campers, every touch
point across the board defines your
brand. Former SAS Airline CEO Jan Carl-
son leaves us with this line to ponder:
“Every person, every promise and every ac-
tion is a moment of truth.”

What moments of truth are branding
your business? 

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

How do you define a successful brand?
Is it an eye-catching logo, a quotable tag

line, an iconic leader? Certainly each of
these important brand identifiers
strengthens a brand but, in the final
analysis, a successful brand delivers an
emotion that creates a connection between
the business and the consumer. Former
Disney CEO Michael Eisner summed it
up this way: “A brand is a living entity —
and it is enriched or undermined cumula-
tively over time, the product of a thousand
small gestures.”

Evanne 
Schmarder

Building More Than a Business — You Are Building a Brand
What’s Your Brand?

Successful brands build relationships
— both online and offline — and work
hard to communicate and live their brand
every day. Their success lies in the relent-
less pursuit of staying top-of-mind when
asked about the product or industry they
represent. They understand that every
“touch point” shapes the perception of
their brand and affects their standing in
the consumer’s psyche. 

In our industry we have a number of
opportunities — or touch points — to in-
fluence the perception of our businesses
and build these influences into brand loy-
alty. For example:

• Your front desk staff is a little cranky
checking a guest in … that’s your brand.

• No one returns a voicemail or email
query … that’s your brand.

• Your flowers and landscaping appear
neglected … that’s your brand.

• Your activities program is full, fun
and fabulous … that’s your brand.

• You actively engage with social
media comments and posts … that’s your
brand.

• You remember your guest’s name and
a little something about them … that’s
your brand.  

Your Brand’s Big Idea
To begin thinking about your business

as a brand you must shift your mindset,
moving away from a business that serves
to live toward a business that lives to
serve. Every decision made, staff member
hired, or product or service developed
must be consistent with your brand
promise. Boiled down to its purest defini-
tion, your brand promise is what you say
you are and what your customers can
consistently expect when doing business
with you.

We know that brands stir emotions,
create loyalty, drive behavior and even de-
fine your company’s value. Your brand
promise is your unique value proposition
and, once clearly defined, should be a
guide for all that you do.

Developing a Brand That People Love
Ideally, you want your guest’s vision of

a camping trip seamlessly synonymous
with your park. This requires you to be
ruthless when determining what your
commitment to your customer truly is.

When thinking about your brand, con-
sider these hallmarks of a powerful brand:

• Defines a compelling purpose and re-
ally matters to people.

• Reflects the customer and has personal
relevance — even if it alienates others.

• Engages customers to achieve 
the big idea — “this is my kind of 
company.”

• Attracts, retains, and anchors cus-
tomers — building importance, loyalty,
and preference.

Take the time to ponder the following
questions as you consider your business
as a brand: 

• What is my business and why is it
different than my competitors? (Note that
your competitors may not necessarily be
other parks but rather any company that
does business with your customers.) 

• How is my business unique and
shamelessly special?

• How can I demonstrate that choos-

• Course to fit ANY budget

• World’s oldest and 
  largest builders

• Indoor and outdoor 
  in black light

Lomma
MINIATURE 

GOLF COURSES
Scranton, PA

www.lommagolf.com
570-346-5555

Parks Canada Tries All-Inclu-
sive Camping Pilot Program

Tents and all the equipment required
for camping will be offered through a pilot
project this summer at various Canadian
national parks, CBC News Nova Scotia
and the Calgary Herald reported.

Parks Canada wants to increase
camper numbers by offering what’s called
“equipped camping” for $55 a night in
nine of its locations including Kouchi-
bouguac National Park in New Brunswick
and Cape Breton Highlands National Park.
The program is also up and running at
Banff National Park in Alberta.

“Equipped camping includes a six-per-
son tent that is already set up for visitors
as well as tent pads and all of the equip-
ment that they need to prepare their meals
outdoors,” said Manon Cuthbertson,
Cape Breton Highlands' product develop-
ment officer. All people need to bring is
bedding and food, she added.

The pilot project is aimed at people
who want to try camping and also interna-
tional visitors who travel light. WCM

www.checkboxsystems.net
www.envirodesignproducts.com
mailto:wwatts@gate.net
www.lommagolf.com
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scription of each on the park’s website, sun-
foxcampground.com.

Just several months into owning their
own campground, Jennifer Nowakowski said
it’s been rewarding. “It was nerve-wracking,
obviously, when you do something on this
scale, but it’s working out.

“It’s been rewarding so far,” she said.
* * * * *

Business this summer at Payson Camp-
ground & RV Resort in Payson, Ariz., has
been booming, according to Janet Yocum,
who manages the 100-site park along the
Mogollon Rim with her husband, Doug
Lamb.

“I’m selling out almost every weekend for
my RV sites, not so much the tent sites,” she
said. “On the Fourth of July, we were com-
pletely sold out.”

The spectacular Mogollon Rim runs about
200 miles across Arizona and is the defining
feature of the southwestern edge of the Col-
orado Plateau.

“It kind of surrounds us,” Yocum said.
“You can be on the rim in about 10 to 15
minutes and there’s lots of fishing and hunt-
ing and natural things to see.”

Mostly, during the park’s high season of
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ON CAMPGROUNDS

Reports from 
the field: 

Bob Ashley

Deer Haven Changes Hands — and Takes On a Family Focus

David and Jennifer Nowakowski
launched a major life change when they
bought Deer Haven Campground in Feb-
ruary in Lisbon, Conn., and changed the
name to Sunfox Campground.

“It’s going great,” said Jennifer
Nowakowski. “Working for ourselves, we
are enjoying our own thing. We are pretty
hard workers. It’s nice to see the reward from
that.”

David was the long-time director at a
nearby campground who departed from it
when it was purchased by another company.

After the Nowakowskis stayed at Deer
Haven last season and the former owners ex-
pressed a desire to retire, the 80-site RV park
on 60 acres in southeastern Connecticut pre-
sented a perfect opportunity for the couple

and their four children to get back into the
campground business.

And while business isn’t booming, the
park has seen an increase in camper nights
this summer compared to last year — in part

April through
September, about
60 seasonal sites
are occupied by
RVers looking to
get away from the
brutal heat that
e n v e l o p e s
Phoenix. “We are
at 5,000 feet and
the temperatures
for this time of
year are in the low
90s, which are a
lot cooler than
Phoenix,” she
said. “And the
same people come
back here year

after year to the same sites.”
The park, which is heavily wooded with

Ponderosa pines and oak trees, is an oasis,
she said. “We are in Payson, so everything
in the town is five minutes away — a Wal-
mart, Sears, a golf course, community
parks and lots of restaurants,” she said.
“But when you get inside the campground,
you are in a forest setting.”

With Arizona highways 87 and 260
crisscrossing in Payson, travelers are head-
ing in many directions, she said. “They are
going down to Phoenix or up to the White
Mountains or to Flagstaff to the mountains
up there.”

The park is family friendly with a pool,
two restrooms, a playground and two dog
runs. “We are very dog-friendly,” Yocum said.

* * * * *
One of the first things RVers are likely to

spot when they arrive at Sunrise Camp-
ground in Bozeman, Mt., is an 8-foot-tall
wooden sculpture of a bear sitting across
from the park office.

“Many people know us as the camp-
ground with the bear,” said Maryjo Stanek,
who has managed the 55-site park for 19
years with her husband, Marty.

“It doubles as a bird’s nest,” she said,
laughing.

The summer season has been good at
Sunrise, which sits at 4,500 feet elevation in
the Rocky Mountain foothills.

“We’ve been full every night,” Stanek
said. “I don’t know if it’s just a wave and that
all the tourists are here right now and won’t
be later.”

Stanek describes the park, 90 miles from
both the north and west entrances to Yel-
lowstone National Park, as pretty basic. “But
there’s lots to do here and Bozeman works
hard to keep their downtown area vibrant,”
she added.

That includes live music on Main Street,
a couple of farmers markets and a substan-
tial arts district. “And that’s just within the
town,” Stanek said. “If you are into the out-
doors, there’s all sorts of hiking and bike
trails that are a world away.

“Every RV that stops in here represents a
story. Many are transients on the way to
somewhere else, while some land here to get
supplies and head into Yellowstone. And we
get people who just like summer in Boze-
man. They just come and hang out with us.”

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

due to RVers who knew the couple at the
campground where David Nowakowski
worked previously. “There is an uptick this
year,” Jennifer Nowakowski said. “A lot of
folks who were staying at (his former park)
are seeking out my husband.”

The Nowakowskis are moving slowly in
making physical changes at the park, al-
though they instituted what she called an
“aggressive” activities schedule that includes
bonfires with live music, family bingo,
wagon rides, storytime, dodgeball, kids kick-
ball and paddle-boat racing on a three-acre
pond inside the park that is stocked with
catch-and-release trout.

“The previous owners were retirement
age and they had a little older audience,” Jen-
nifer Nowakowski said. “We are looking (to
attract) a younger-family audience.”

In that regard, the park will be outfitted
with an outdoor pool for next season, she
said.

Moving slowly with changes, she said, is
in keeping with the campground’s summer-
time population. About half of Sunfox’s
RVers are seasonal campers. “We didn’t want
to make too many changes and lose our sea-

sonal base,” she said.
Nowakowski attributes part of

the summer season’s business
bump to increasing local advertis-
ing. “We’ve been advertising more
— local pizza places, ads on
restaurant menus, in the local
newspaper,” Jennifer Nowakowski
said. “We want anybody from any-
where, but we have a good local
audience. People have other daily
responsibilities and sometimes
they don’t want to go far from
home.”

The park, with mostly wooded
sites segregated from each other, has a sub-
stantial camp store.

David Nowakowksi also has taken the
proactive step of photographing each of Sun-
fox’s 80 sites and providing a brief site de-

Call today for a brochure:
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www.yurts.com

Cottage Grove, Oregon The Original Modern Yurt

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

Sunfox Campground’s 60 acres provide a nice setting in Connecticut.

The Nowakowski family decided to work for themselves and took
over a Connecticut campground after the campground David orig-
inally managed was sold to different owners.
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pine trees, horse corrals with an on-site
guide/outfitter and even a Texaco gas station
building that was transported up from town
in the 1960s and turned into a general store.
Surrounding forests and pastures are framed
by postcard-worthy peaks against skies that
are sunny 300 days of the year. 

Taking the contemporary camper up into
the mountains and somewhat back in time
comes naturally to this park. After all, it’s
had its fair share of repeat customers over
the years — one in particular, who knew a
little something about enjoying the Ameri-
can landscape, was a man by the name of
John Wayne. 

The iconic cinema star was a fan and fre-
quent guest of Sportsman’s Campground,
even using it as a shoot location for one of
his films. In 1972, “A bunch of his movie
‘The Cowboys’ was filmed up here, and he

CAMPGROUNDPROFILE

spent time at the campground. Over the
years, people would get pictures with him in
front of the store, like the one on our web-
site,” reported Reed. 

But over the years, the campground fell
into disrepair. “When my parents bought it,
the people that owned it before had run it

down,” Reed recollected of
his parents’ purchase in
1996. “Nobody was com-
ing there and it had a bad
reputation.” While the
elder Reeds improved the
property, they unfortu-
nately weren’t able to
enjoy it for very long; their
son took the reins in 2001
upon their passing, a big
responsibility for such a
young man. “I just kind of
took it over, and it’s been
good. I’ve learned a lot.” 

Now, 13 years later,
Sportsman’s Campground
represents a pleasantly
odd convergence of classic
camping and contempo-
rary business — with a lit-
tle bucking-the-trend

action sprinkled in. 
Guests understandably take advantage of

the park’s proximity to natural resources
such as Williams Reservoir and the
Weminuche Wilderness’ half-million acres
of limestone mesas, Needle mountains,
dozens of cirque lakes and 475 miles of
trails, among many other park and recre-
ation destinations and opportunities.

“There’s such good fishing at the reservoir
that even if people don’t come to fish, a lot
of them end up fishing down there anyway,”
Reed stated. “People walk the five miles

Campgrounds are evolving. 
That’s an oft-repeated message in indus-

try media and promotions these days. The
words “luxury accommodations” are linked
to RV parks with increasing frequency, and
the brand-new “glamping” term and concept
have done a cannonball into the pool of

North American consumer awareness. At a
campground, you can get a wrap at a day
spa. You can work on your swing playing
virtual golf. You can swim up to the in-pool
bar for a margarita. 

Camping is no longer synonymous with
“roughing it.”

And that’s too bad, if you ask Jon Reed.
Reed owns and operates Sportsman’s

Campground & Mountain Cabins in
southwest Colorado. Snuggled into verdant
foothills of the San Juan Mountains, here
you’ll find hiking trails through Ponderosa

At Colorado’s Sportsman’s Campground & Mountain 
Cabins, ‘Roughing It’ Makes a Welcome Resurgence

‘Some people call and ask, ‘Do you have a swimming pool, do you have this, do you have
that ?’ I’ve got a little playground and a few modern amenities, but I just think it’s so impor-
tant to enjoy the outdoors,’ said owner Jon Reed. ‘That’s what we do.’

there or to the Wildenrenes, and to other
creeks and rivers, so there’s a lot of hiking,
too.” 

Most of the park’s visitors are families that
stay for about a week, a result of targeted
marketing to draw that demographic. There
are a still a fair amount of people who stay
for a month or two, and those who stay
longer do tend to be retirees, but Sportsman’s
retired guests aren’t like most others —
they’ve abandoned the metaphorical rocking
chair to go out hiking and fishing right along
with the campground’s families.

“They tend to walk a lot. They walk
around the country block we’ve got up here,
and they like to fish a lot, too,” said Reed.
“We’ve got a few that do like to sit on the
porch and chat with people, but most of
them come here for the outdoors and want
to be out in it.”

Some guests come from within 100 miles
and from nearby Pagosa Springs, especially
during the Memorial Day and Labor Day
holiday weekends, but contrary to the cur-
rent prevalence of staycationers, plenty are
sunbirds that come from much farther. “Half
at least come from Texas because it’s so hot
in the summertime and they like to come up
into the mountains,” he said, “and they can
get here in just nine hours or so.”

Reed said about 80% of their campers are
repeat customers, with the rest coming to
them through word-of-mouth referral and
the Pagosa Springs tourism website, though
his guests’ e-habits would make some park
owners shudder: These campers tend to take
in information online, but not leave it. This
is not really a social-media kind of crowd.

“We’re on Facebook, but our demo-
graphic doesn’t really use it. Not much of
our demographic is leaving reviews on Trip-
Advisor. People might look at it, but they
don’t tend to leave much,” he said. 

He’s well aware, though, of the fact that
while his guests may spend a smaller-than-
typical percentage of time online, that per-

centage is not zero. That’s why Sportsman’s
Campground offers free Wi-Fi.

“We do have a group here that’s more ac-
tive who are out doing things, but they’re all
still wanting to be connected. I see more and
more every year people walking around with
their phones and with their iPads, so that’s
definitely one way people are changing in
general,” Reed reported. “We’ve been using
TengoInternet for probably eight or nine

The outdoors are king at Sportsman’s Campground in the San Juan Mountains of southwest Colorado.

Nearby Williams Reservoir is a big draw for hiking and trail rides.

“The Duke,” John Wayne, was a periodic visitor
at Sportsman’s Campground.
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Campground Overview
Name: Sportsman’s Campground &
Mountain Cabins
Address: 2095 Taylor Lane, Pagosa
Springs, CO  81147
Number of sites: 32 full-hookup
20/30- or 50-amp RV sites; seven cab-
ins; tent area. Two 20-foot-square
horse corrals that hold two horses
apiece and nearby five-acre pasture
Physical description: 10 wooded
acres at 8,100-ft. altitude in the San
Juan Mountains, 20 miles northwest
of Pagosa Springs in southwest 
Colorado near national forests

Season: Mid-April through mid-
November 

Rates: Horse corrals, $5; pasture, $7.
Tent sites, $19-$25; RV sites, $29-$36;
cabins, $49-$149. Based on occu-
pancy of two; guests over 9 yrs.,
$5/night
Website: www.SportsmansCamp-
ground.com
Contact information: (970) 731-2300,
jonreed@sportsmanscampground.com 

years, so the distribution and strength of the
system is pretty good. I’m always working
with the server and I try to make things bet-
ter, and I keep the most up-to-date equip-
ment I can possibly have. So far, it’s fast
enough and good enough.”

Since he’s an avid outdoorsman himself,
he also makes sure Sportsman’s Camp-
ground is up-to-date with its eco-conscious
policies and practices that are mindful of the
area’s fragile watershed, includng the use of
green power sources, eco-friendly building
materials, recycled-material furnishings and
water-conserving toilets, faucets and wash-
ing machines. There’s also a comprehensive
recycling system for glass, plastic, corru-
gated cardboard, paper, aluminum, steel and
electronics.

“We’re big on water conservation and re-
cycling and things like that. My wife
Corinne and I are pretty big fishermen, so
we like to see people being more conscious
about it,” explained Reed, whose outdoor-
activity résumé also includes 17 years (and
counting) of working as a ski patroller dur-
ing winter at the nearby Wolf Creek ski area.

Sportsman’s Campground is up to speed
when it comes to its other services and
amenities, as well. The Texaco building may
no longer be a gas station, but a gas station
on site provides guests with propane, gaso-
line and diesel fuel. All RV sites have full
hook-ups and cabins are outfitted with
pleasantries including countertop cof-
feemakers, ceiling fans, TVs and DVD play-
ers, microwaves, stoves and refrigerators.
The recently-remodeled lodge has new
shower and bathroom facilities, a pool table,
video games, a book and puzzle library,
laundry room and community kitchen
stocked with utensils and appliances. Gro-
ceries and liquor are found in the store along
with plenty of fishing tackle and hunting
gear, plus a license if you need it. The park
is an authorized Colorado Division of
Wildlife agent that can supply all available
fishing, hunting and ATV licenses.

Those who want more, Reed said, will
just have to keep looking. 

“Some people call and ask, do you have a
swimming pool, do you have this, do you
have that. I’ve got a little playground and a
few modern amenities, but I just think it’s so
important to enjoy the outdoors,” he said.
“That’s what we do.” 

If that’s why if Sportsman’s Campground
doesn’t get many Facebook followers or on-

line reviews, he’s not just
okay with that — he’s
downright pleased.
“That’s perfect. That’s
what we want,” declared
Reed, explaining that
someone who would
rather be looking at sun-
sets in person than on In-
stagram is precisely the
market segment he’s eager
to serve. “We market to
people that want to come
up and be outside.”

Since it’s sufficient for
his customers — and who
he wants for customers
— he doesn’t plan to fix
what ain’t broken, as the
saying goes. Instead of
planning expansions, he’s
just going to maintain
and preserve both the
Sportsman’s Campground
facilities and experience.

“You know, I kind of
like where we are right
now. It’s just big enough.
We don’t get super
crowded, and I keep pick-
ing away at just remodel-
ing stuff and making it
nicer,” he said. “I’m going
to remodel our oldest
cabin in the next year or
two, but after that I just
start over remodeling
stuff again.” 

As for keeping up with
trends, Reed is actually
looking to take the camp-
ing experience back to
basics and remind people
what the American fron-
tier — which really does
still exist — has to offer.
His campers today have
much the same view in
2014 as what John Wayne
saw during his visits a
half-century ago. 

“The beauty of our
area is it hasn’t changed
much. People have been coming up for 50
years and it just hasn’t changed hardly at all,”
he described. “We’re just so lucky to have all
these national forests so close to us and

available for us to enjoy, and people do ap-
preciate it. You see that picture of John
Wayne and kind of sink into that idea of the
rustic Old West that you just don’t see much
anymore. There is a big population of people
that still want that, and it’s getting hard to
find, but that’s exactly what we’re trying to
give them.”

Reed’s parents may not have been able to
see how far the campground has come, but
he and his wife are able to share their pas-
sion with the next generation — their 9-
year-old son, Jaden, may someday take the
reins, though that’s a subject for a far-off day.

“I hope maybe my son would want to do
it, but I’m in my 30s and I’ve got a lot of
years left, so it’s a long way out,” he said,
demonstrating he’s in an unusual demo-
graphic himself compared with many fellow
campground owners. 

He’s not in any hurry to give it up, any-
way, because he’s having too much fun.

“I really enjoy the people I work with,
and my campers. I like staying engaged all
the time and being busy, and I like always
working on the place and making it nicer,”
Reed related. “And I like seeing my guests
happy and coming back. To have someone
come up to me and say it’s the cleanest park
he’s ever been at, it makes me feel good. It’s
all really paid off.”  —Barb Riley  WCM

The campground’s 32 RV sites are in the middle of the Alpine setting.

Family fishing is one of the reasons families choose the secluded campground.

The seven cabins provide rustic rental lodging at Sportsman’s Campground.
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The U.S. park model RV sector was
clearly pleased by the Recreation Vehicle
Industry Association’s (RVIA) board of direc-
tors’ unanimous June vote to continue rep-
resenting park model RV builders as
long-term members of the Reston, Va.-based
trade association. RVIA’s membership in-
cludes the bulk of the mainstream U.S. RV in-
dustry, including manufacturers, suppliers
and distributors.
The vote during RVIA Committee Week in

Washington, D.C., came on the heels of an
agreement reached two years ago by RVIA
and the Recreation Park Trailer Industry As-
sociation (RPTIA) to allow park model man-
ufacturers to join RVIA as members for a
two-year trial period while RPTIA’s members
“safe-harbored” their association and
worked with RVIA on a variety of levels
through new RVIA Park Model RV Executive
Director Matt Wald.
“Of course our two-year engagement pe-

riod with RVIA was up and we’re excited to
finally be at the end of that period and every-
thing’s very positive at this point,” said Curt
Yoder, vice president and co-owner of
Goshen, Ind.-based Kropf Manufacturing Co.
Inc. Yoder also is an RVIA Park Model RV
Committee member and one of two park
model RV builders seated last fall on RVIA’s
board. “We are pleased to be underneath
the RVIA tent totally. It’s exciting times for our
industry. We’re all in the same industry.
We’re all working for the same common goal
and we’re excited about being part of it; we
get the feeling that RVIA is also. “
Likewise, Dick Grymonprez, director of

park model sales for Texas-based Cham-
pion/Athens Park Homes and the other for-

mer RPTIA officer elected recently to a
three-year term on RVIA’s board, said he’s
looking forward to stepping up the promo-
tional profile of park model RVs under the
auspices of RVIA.
“I just wanted to say as the current and

hopefully the last president of RPTIA that I
couldn’t be more excited about our decision
two years ago to pursue joining RVIA,”
added Grymonprez. “The RVIA staff and the
whole board of directors have worked hard
to help us in so many ways. Matt Wald was
the perfect choice as our first executive di-
rector under RVIA and I feel so privileged to
have just been a part of it. Champion/Athens
Park Homes has seven manufacturing plants
around the U.S. that are building park models
and all of them should benefit greatly be-
cause of what was accomplished at Commit-
tee Week.”
Yoder, for his part, said he believes the ab-

sorption by RVIA of the park model manufac-
turers — actually a reunification because

park model builders were RVIA members
years ago — is particularly well-timed in that
it coincides with a growing trend toward
more “destination” or “seasonal” camping
through which campers often tend to travel
less and instead park their RVs for longer pe-
riods of time at RV parks and campgrounds
around the country.
The common thinking is that both park

model RV and conventional destination
trailer manufacturers could benefit as the
national trade association turns up its focus
on this more sedentary mode of camping.
“RVing is evolving into not hooking the RV

on the back of the truck or the car any longer
and taking off for the weekend,” observed
Yoder. “Even though that’s still a very impor-
tant segment of the industry, the destination
or seasonal approach is becoming more and
more popular. There are a lot of folks in sea-
sonal sites at the campgrounds that have
never pulled an RV in their lives or slept in a

tent. This is a whole different market in that
it’s not just strictly for the retirees anymore.
For years, when you heard park models, all
you thought about was snowbirds in Arizona,

California, southern Texas, but that’s
changed. Now people are looking at these
as weekend getaways, and it’s definitely be-
coming very popular.”
As part of its emerging focus on destina-

tion-style camping, RVIA has also set up an
RVIA Seasonal Camping Committee in which
some park model representatives are partic-
ipating that is looking into the possibility of
launching a marketing campaign to better
establish this destination or seasonal camp-
ing trend in the public’s eye. On hand at 
Committee Week to review that possibility
was Chad Strohl, a specialist in brand man-
agement for The Richards Group, the same
Dallas agency that handles the Go RVing
campaign.
“Nobody knows exactly what that hot-

Park Model RV Manufacturers Sound Pleased to Gain 
Long-Term Representation from D.C.-Based RVIA

Dick Grymonprez

‘Of course our two-year engagement period with RVIA was up and we’re excited to finally be at the end
of that period and everything’s very positive at this point,’ said Curt Yoder of Kropf Manufacturing Co.
Inc. ‘We are pleased to be underneath the RVIA tent totally. It’s exciting times for our industry.’

John Soard

Curt Yoder

Consumers check out Skyline’s park
model RVs at the 2013 Hershey Show.
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button name of this product or this lifestyle
really is or what it should be or if it should
even be pigeonholed into one name,” ex-
plained RVIA Park Model RV Committee
Chairman John Soard, general manager of
the park model division of Fairmont Homes
in Nappanee, Ind.  “That’s part of this
process that the Richards Group is going to
do for us. Through their methodology, they’re
going to get as much of that information as
they can, dissect it and give it to us in the
next meeting to where as a whole the RV in-
dustry — and park models as well — can
actually work to better exploit that end of the
market. And that’s exciting to see.
“That’s not something that we as park

Tim Gage and Dan George both see the
potential for lots of growth in the camp-
ground rental market.
Both men have decades of experience

looking at the RV park and campground
arena from different positions — Gage as
vice president of park models, cabins and
specialty products at Cavco Industries, a
leading Phoenix-based builder, and George
as owner of Canoe Bay, an upscale RV re-
sort in Wisconsin and now as founder of
ESCAPE RV, a new manufacturer of park
model RVs.
“It’s a great time to be in the business

of renting park models if you’re a camp-
ground owner. It requires getting into these
areas that campground owners aren’t
used to,” Gage noted, including things like
housekeeping, but the numbers, he be-
lieves, show it’s a worthwhile investment.
Last year Leisure Systems Inc. (LSI), the

franchisor of the Yogi Bear’s Jellystone
Park Camp-Resort chain, reported the
number of rental units in its 80-plus-park
system rose more than 13% in 2013 to
reach 2,100 rental units.

Kampgrounds of America Inc. (KOA)
also continues to add rentals, mostly from
Cavco, to its network of roughly 500 camp-
grounds. While KOA reported in May that
demand for the company’s basic rental
cabins rose just 0.7% from 2012 to 2013, de-
mand for its park model RV deluxe cabins
grew 16.1%. 
In fact, according to KOA, people camp-

ing in cabins make up 19% of the market.
That, of course, is a huge — potentially

industry-altering — number.

Cavco’s Take on the Market
“Demand’s been good,” said Gage,

whose company also produces park model
RVs under the Fleetwood, Palm Harbor
and Eco-Cottage names. Cavco rolled out
a lower-cost rental line last year, and it’s
done really well.
In fact, Gage said, “80% of the rental

market, when people want to go camping,
they want to feel it’s rustic. It doesn’t nec-
essarily have to have a diamond-plated in-
terior. It can have a good, cedar-smelling,
woodsy interior. It doesn’t have to be the
most expensive cabin out there.”
When looking at the growing camp-

ground market, Gage said his company

deals with a lot of repeat customers, in-
cluding park operators who have pur-
chased 120 to 130 units at a time. One
bought 50 park model RVs this year, while
another bought 80, he said, noting that
Canadian parks are also part of the trend.

Yet Gage said there’s still huge room for
growth in educating the public about the
rental options at campgrounds. “The rea-
son KOA’s so good with marketing cabins
is they have their own internal department.
They know what they’re getting,” Gage ex-
plained. “The rest of the world, whether it’s
ARVC (National Association of RV Parks &
Campgrounds) or whatever, you can show
the numbers, you can show the products,
you can prove it works, but the camp-
ground owners are the ones that have to
get the people in there,” Gage said.
To help that process, Gage said Cavco

is stepping up its efforts.
“We’re going to take an eco-cottage

and an off-grid solar cabin to the Pomona
RV show,” sponsored by the Recreation
Vehicle Industry Association (RVIA), he
said. “With 80,000 or 100,000 people hitting
it, that’s what’s going to do it, educating
them.
“Another project we just took on with

the University of California PolyTechnique
University, Pomona, we just protoyped a
new unit developed by CalPoly, designed
by their students.” The unit was on display
at the California State Fair (see accompa-
nying story). “That’s how you get people in-
terested,” he said.
Indeed, RVIA is adding more focus to

campgrounds at the 62nd Annual California
RV Show in Pomona and is working on a

handout on park model RVs for consumers
to pick up at a series of upcoming shows,
from the Pennsylvania RV & Campground
Association’s (PRVCA) Hershey Show, for-
mally known as “America’s Largest RV
Show” in Hershey, Pa., through Pomona and
beyond.

ESCAPE Jumps inthe High End
While Cavco has built a strong reputation

in the mass market for park model RVs,

George’s startup RV company is jumping in
at the top — based on the demand George
has seen at Canoe Bay.

Two Park Model RV Makers See A Good 
Time For Campgrounds To Add Rental Units
‘‘The market now isn’t what it was 20 years ago.
There’s a great saying in our business: ‘Adapt or
die.’ People want to adapt,’ said Dan George, RV
park owner and founder of ESCAPE RV. ‘The peo-
ple who are innovative in the RV business, the
parks, they’re going to adapt over time.’

model manufacturers could have done on
our own (previously as part of RPTIA),”
added Soard, “and I don’t know that RVIA at
the time would have had the foresight to start
going in that direction without seeing the is-
sues that we’re running into and then identi-
fying some of the common issues that we
see out in the marketplace — be it legislative
or regulatory. We share a lot of the same is-
sues and that’s opened the eyes of RVIA
quite a bit since we’ve been here with them.”
Probably the most important legislative

mission right now for park model builders —
and one that they’ve begun scrutinizing with
RVIA’s legislative affairs staff — is firming up
the public sector’s definition of a park model

as a recreation vehicle in all 50 states, 
keeping from having them included in hous-
ing regulations. That, for years, has been
something that park model builders have
worked to avoid, as it can draw deleterious
regulatory attention from the U.S. Depart-
ment of Housing and Urban Devlopment
(HUD), which oversees manufactured 
housing.
“There are 23 states that have us defined

correctly,” noted Soard. “Thirteen of those
states have us under their motor vehicle
rules. The rest of them, 27 states, have us not
defined at all — and those are the states that
we sometimes have issues with, as we just
fought and won a big battle up in the state of

Pennsylvania.”
Yoder added, “This is nothing new to us.

We’ve been working on the definitions with
HUD for quite some time, even back in the
RPTIA days. It’s a very slow process, but we
do feel that finally we’re making some head-
way. 
“We still have a long way to go, but our

ultimate goal is to get out from underneath
HUD and be recognized as what we are, as
a recreational vehicle, and totally get away
from HUD all together,” Yoder said. “It’s
going to take some time and effort, but we
are finally feeling like we’re getting some se-
rious work done and we’re heading in the
right direction.” WCM

“I’ve been in the resort business for
over 20 years and started using the archi-
tecture design you see in ESCAPE 20 years
ago in stick-built buildings at Canoe Bay.
We started to look at whether we could
make the architecture available to people
who fell in love with it,” George said.
“What you see in Escape is actually a

culmination of about 20 years of experi-
ence and design. We come at it from the
campground/resort owner design side. We

don’t come at it
from the RV side.
We want to make
this as beautiful as
we can make it.”
While an or-

derly rollout of the
business was the
goal, “instead, we
were hit by a
tsunami” of inter-
est in ESCAPE.
“It’s from all

over the world,
too,” George said. “A lot of design maga-
zines, Sweden, Germany, the U.K., France,
South Africa, Japan, China — we have

Tim Gage

Cavco’s newest park model RV line, introduced late last year, has been a popular entry-level rental option,
according to Tim Gage.

ESCAPE RV, at the high end of the park model RV market, uses its architectural
features to draw in fans of the “Tiny House” movement.
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people from all over the world who want the
unit and that’s a lot of logistics. We had an
email from the prime minister of Aruba who

Cavco Builds CalPoly Cabin Design 
Prototype For California State Parks

Students at California State PolyTech-
nique University, Pomona, developed a new
cabin design that grabbed the attention of
California State Parks officials as well as
Cavco Industries, the nation’s top producer
of campground cabins.
Cavco agreed to build a prototype unit

using the students’ designs of the concept
— called The Wedge— and to transport it
to Sacramento, where it was featured at the
California State Fair, according to a joint 
announcement from Cavco, CalPoly and
California State Parks.
“We think The Wedge has a very inno-

vative design that will capture people’s at-
tention and stimulate their interest in cabins
and in cabin camping,” said Tim Gage, na-
tional vice president of park models, cabins
and specialty products for Cavco. 
Unlike traditional cabins, The Wedge has

a unique roof and also incorporates various
materials, including Western red cedar ver-
tical siding, a composite porch deck and an
ACX plywood interior for a more modern
look. The small-footprint cabin has a spa-
cious porch as well as an inside area with a
built-in full-size bed and twin bunk beds as
well as custom made seating.
CalPoly students hope state parks will

embrace The Wedge and market it as a
unique rental accommodation.
“Our students have come up with a de-

sign that could stimulate growth in cabin
camping in public parks,” said Juintow Lin,
an associate professor of architecture at
CalPoly Pomona.
The students, she added, have been

working with the independent Parks For-
ward Commission, which has been tasked
with creating proposals to address finan-
cial, operational and cultural issues facing
the California Department of Parks and
Recreation. Commission co-chairman
Lance Conn particularly wanted the panel
to look at recreating the traditional cabin
as a way to attract minorities and non-
traditional campers to state parks.
CalPoly College of Environmental De-

sign Dean Michael Woo also serves on the
Parks Forward Commission, and was
asked to have CalPoly’s architecture stu-
dents take the lead in designing the cabin
in an effort to jumpstart interest among
groups that are not typical campers.
Lin said her students designed more

than 10 distinctively different cabins that
had to meet certain conditions such as
size, portability and a tight budget. The
model called The Wedge was ultimately
presented to Cavco for construction.
At least one model that the students

worked on is expected to be placed in a
state park, but CalPoly students and Parks
Forward Commission officials hope is that
it will prove so popular it will become the
new standard for what camping looks like
in California.
“These are designed with the intention

of being very real structures eventually,”
student Kevin Easterling said. “It’s on its
way.” WCM

wants us to get him a unit. The unit’s adapt-
able anywhere,” George continued.
“It’s quite remarkable. There’s a trend

called the tiny house movement, people
who want to move into something smaller.
I don’t know why you would give up quality
or aesthetics just to make it smaller,”
George said.
They use the same master carpenters,

master plumbers and master electricians
who have worked on the units. Two people
can fit in the shower. A king-size bed will fit
in the bedroom, and the appliances are as
big as in homes. As George said, he some-
times has to show people the wheels to con-
vince them it’s not actually a house.
While there’s a philosophy of “form fol-

lows function,” George said that’s not his

philosophy, or the approach ESCAPE takes.
“Form and function should be one; we be-
lieve in that. We look at making our units as
functional and as useable as we can,” he
said.
Curiously, it’s his RV park experience that

directly led to the park model business,
George said.
“The market is always changing. The

market now isn’t what it was 20 years ago.
There’s a great saying in our business:
Adapt or die. People want to adapt. Baby
boomers are a very particular people, the
younger generation, they may not want to
camp like mom and dad did,” George said.
“The people who are innovative in the RV
business, the parks, they’re going to adapt
over time.” —Justin Leighty   WCM

Dan George

mailto:salestower@comcast.net
www.towercompany.com
www.yourelectricalsolutions.net
mailto:sales@yourelectricalsolutions.net
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A world away ‘Down Under,’ colorful par-
rots roosting in abundance are commonplace,
everyone is a “mate,” and holidays are what
Australians call their vacations. In that exotic
light you might expect the business of RV
parks and resorts — known as caravan parks,
tourist parks or even holiday parks in Aus-
tralia — to operate differently than its coun-
terparts in the U.S., so the similarities might
surprise you. Mom-and-pop parks proliferate.
Corporate parks have their place. Some parks
cater to the ‘gray nomads’ — retirees or full-
timers as we’d call them — while others are a
family affair complete with the requisite
jumping attraction and splash park. Transient
parks can be found, as well, along with those
that make a tidy business of catering to
“tradies” or industry workers in an area for
an extended period of time. Lastly, in combi-
nation with any of the above-mentioned
parks are retirement or lifestyle villages offer-
ing permanent lodging to residents. 

Park Marketing and Promotion
One glaring difference between Australia

and North America is the absence of franchise
parks and the abundance of referral and mar-
keting groups. 

BIG4 Holiday Parks, Top Tourist, and
Family Parks offer independent park opera-
tors economies of scale in regards to market-
ing their properties. For an annual fee parks

was that an assignment that began as one
covering the Australian caravan industry al-
most instantly morphed into one reporting
on the accommodation industry — the hol-
iday market — operating under the guise of
holiday parks. “Cracking the holiday market
brings a much larger income. Turning only
$300K annually means you can’t do much.
Turn several million and you can change
from a caravan park to a holiday park offer-
ing serious activities with university-trained
staff. Guests want to come to North Star. As
an industry we need to build in an all-inclu-
sive experience for our guests. That’s how
they do it in the cruise industry and it’s very
successful,” said Ian Beadel, owner and 
operator of BIG4 North Star Holiday 
Resort and Caravan Park in Hastings
Point, Queensland, Australia. 

Case in point, Terry Goodall, former
BIG4 CEO and founder/director of the
high-end boutique hospitality marketing
firm PathFinder OutDoor Destinations,
told WCM that extensive research went into
understanding Australia’s accommodation
customers. “Families were determined to
be the ideal demographic and this has
brought about extreme success at BIG4 and
the industry as a whole. Interestingly, we
also found that it was an ideal lodging op-
tion for business travelers — especially
women — that wanted  safe, reasonably
priced apartment-style accommodations
when traveling.” 

You’d be hard pressed to pull into a park
in Australia and not find “roofed accommo-
dations.” These come in a dazzling array of
cabins, luxury villas — even two-story pent-
houses. 

At South West Tourist Park in South
West Rocks, Queensland, they sport colorful

can belong to the group that best fits their 
target market and rely, in part, on the group
to market the brand — and thus their park.
Discovery Parks is a corporate chain, pur-
chasing parks in desirable areas and operating
them with management teams and central
services. Each of these groups has a governing 
structure, specific logos and signage, and the
marketing groups offer consumer member-
ships both online and at the park level. 
Memberships entitle guests to discounted
stays, points programs allowing membership
level upgrades, various discounts on products
and services, and call-ahead booking to other
parks in the marketing group, though the
latter is not not widely taken advantage of by
the consumer.

State associations are the primary directory
providers. Four-color glossy magazine-style
guides promote parks, suppliers, tourist areas
and attractions via listings and advertise-
ments. The Automobile Club provides star
ratings and the directories are available to the
consumer, free of charge, at most parks and
visitor centers. Caravan parks, tourist parks
and holiday parks are prominently repre-
sented at tourist bureaus and visitor centers
both in brochure form as well as in guide
book sections and listings. 

Roofed Accommodations the Rage
What was most surprising to this reporter

and extremely popular round-roofed spa vil-
las that were used in the Sydney Olympics
among their mix of lodging options. “Cabin
accommodations offer another level of ex-
periences for our guests. People expect the
very best accommodations in Australia —
even in holiday parks — and that’s what we
must give them, it’s an important piece of
our business,” said Richard Emerson, who
owns the resort with his wife, Kathryn. In
fact, several park owners expressed the opin-
ion that without roofed accommodations the
park business would not be a viable business
model.

Brothers Ken and Geoff Illich at 
Brisbane Holiday Village, a family owned-
and-operated property, are masters at analyz-
ing their business and adjusting accordingly. 
Offering everything from luxury penthouse
cabins for upscale holidaymakers to short-
term cabins (that have accommodated sport-
ing teams as well as members of the French
Navy) to long-term corporate rental units,
the brothers see any and all accommodation
providers as their direct competition on 
different levels. 

Based on the prevailing market they may
reallocate a structure from a holiday unit to
an apartment unit, replace a site with a cabin
or visa versa. “All necessary infrastructure is
at each site and that allows us to adjust our
accommodation offerings as the market re-
quires,” noted Geoff Illich. This is made eas-
ier by the “retirement” of older roofed
accommodations, sold to rural Queensland
parks that have a need for this type of lodg-
ing but with a budget that does not allow the
purchase of new structures. These parks are
delighted to acquire the structures and turn
a tidy profit on the product, reaching up to
33% annual return on investment. For the

As WCM columnist Evanne Schmarder discovered
during a three-month tour of Australia, operators
on the island continent grapple with issues quite
familiar to their North American counterparts —
along with other concerns unique to the locale

Ever Wonder How Our Counterparts ‘Down Under’ 
Handle Their RV Park and Campground Operations?

Evanne Schmarder (in the hat in the photo on the right with Ian Beadel and Andrew Bradley, Beadel’s marketing manager) on a
three-month tour of Australia, looking at how things are similar (and different) in the outdoor industry compared to North America.



WOODALLSCM.com August 2014  -  23

www.canoebayescape.com


24 -  August 2014                                                                                                                                                                                          Woodall’s Campground Management

Illichs, the cabins are sold for approximately
the amount originally paid when new and
allow them the opportunity to not only 
restructure but to refresh their inventory. 

From lodgings basic to posh, many oper-
ators utilize online accommodation booking
sites such as TripAdvisor, Booking.com or
Expedia’s newly acquired web property
Wotif.com to sell bookings. However, sev-
eral expressed dissatisfaction with the cate-
gory that parks are listed under on certain
sites — “specialty lodging.” Without a clear
definition of specialty lodging, they note that
consumers may not take the time to explore
their listing, even though their ratings are
high. This dissatisfaction runs so high that
the Illichs are considering changing their
park’s name from Brisbane Holiday Village
to Brisbane Holiday Resort in order to be

listed with hotel and resort properties. 

Same but Different 
With roofed accommodations as standard

operating procedure — an idea just taking
hold in the U.S. — other operational issues
grappled with by Australian operators will
sound very familiar to their North American
counterparts.   

The premise of knowing who your cus-
tomer is holds true on both continents.

Ian Beadel and his wife and partner,
Diana, started small and made their share of
missteps as new business owners are prone
to do. However, it didn’t take them long to
understand that they could not be all things
to all people. To that end, they divided their
operation into four parts and tailor specific
marketing and service campaigns for each

piece of business. 
“The first part is young families, with chil-

dren up to 13 years of age. They have over
200 days a year that they can spend with us
between weekends, public holidays, and
school holidays. That’s a market we want to
be in. There are 35 other weeks of the year,
Monday-Friday, that we fill with school
groups visiting the onsite Marine Science
Center as well as corporate groups, camp-
ground school attendees, etc. That’s two. Our
cafe, Ripples Licensed Café, the store, game
room, and laundry facilities make up the
third part and provide bits and pieces of
money — it all counts. Our retirement area
is the fourth part of our pie. All require 
different marketing strategies to make the
place work as a whole,” said Ian.    

Technology is important, time-consum-
ing and tough to keep on top of — regard-
less of your skill or willingness.

Whether it’s listing available inventory on
booking engines, building relationships on
Facebook, promoting specials via e-mail
marketing, overseeing video production and
posting, responding to online comments and
reviews or managing your marketing dollars
with the help of analytics, technology is
tough. It’s always changing, it’s time-consum-
ing — and it’s imperative. 

Understanding the importance of digital
marketing as well as the time and effort it
takes to do it well, the top Aussie park oper-
ators have dedicated staff to assist them with
this business-building tool. Parks are taking
a closer look at mobile websites, work with
local tourism firms and, of course, rely on ex-
cellent customer service to develop brand
evangelists and repeat/referral business. The
Illichs pay close attention to Google Analyt-
ics and track trends closely, both personally
and with the help of an operational staff
member who can slice-and-dice the data and
run reports as needed. “We have to do more
and more, we have to get that even better.
You’ve got to know what’s working. We’re al-
ways introducing new marketing avenues
and we can now quantify these via online
tracking and analytics,” according to Geoff. 

According to Richard and Kathryn Emer-
son, Australian consumers are just now be-
ginning to expect Wi-Fi as an amenity. Some
parks offer a small bit of data complimentary
and add an additional charge for more.
Often, however, rather than paying for addi-
tional data, guests will use their personal
hotspots to connect. 

Innovation, creativity and thinking on
your feet are imperative everywhere.

Every operator interviewed for this article
takes an active — sometimes leading — role
in domestic and international industry and
group associations, conferences and more. In
fact, they all expressed the importance of
continual improvement and growth. Several
cited the cruise industry as an example of ex-
cellent marketing, activities and amenities,
and guest service. The cruise business and
what can be learned from such operations is
certainly in the crosshairs of successful holi-
day park operators. Ian noted that he and
other park owners need to know what the
best operators in the world are doing right
now and lay down a five-year plan.

At North Star, Ian Beadel seeks out inno-
vative ideas from his staff in the form of a
“wish list.” He instructs all employees to par-
ticipate and jot down their ideas to improve
the resort. He does not care how radical they
are and says the more wishes, the merrier.
“We ask the team to tell us where we should
take North Star. Their ideas add up to mil-
lions and millions of dollars — but on those
lists are some diamonds. We settle on a
budget, extract the moneymakers, mainte-
nance ideas or needs, and those that offer
long-term benefits to the business. This is a
very important exercise,” he said. 

Kathryn and Alex at South West Rocks.

www.bookyoursite.com
www.dogwastedepot.com
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It’s extremely expensive to operate a park
in Australia — even more than in the U.S.

Electricity runs a park of approximately
130 sites and seven roofed accommodation
styles approximately $100,000 year — but
it’s the staff compensation that is out of this
world. Mandatory minimum wage runs
around $20. Operators pay staff time-and-a-
half on Saturdays, double-time on Sundays
and double-time-and-a-half on public holi-
days, of which there are 25 per year. All reg-
ular workers receive four weeks of paid
vacation per year — from Day One. In addi-
tion to standard wages, vacationers get an ad-
ditional “load” or bump of 17.5% on top of
their vacation pay as required by law. Work-
ers compensation must be paid by the em-
ployer, along with an amount equal to 9.5%
of wages to a super-annuation fund for the
worker’s retirement.

With site fees running $35-$45 it’s no
wonder roofed accommodations are impera-
tive to financial success. “You must watch
your expenses and staff. Costs must be passed
on to consumers and the busy season, like in
the U.S., is the lifeblood of the park’s annual
income. We experience nearly 40% of annual

turnover at Christmas with Easter following
a close second,” said Kathryn Emerson. 

Holiday Parks Have Earned Respect
While the Australian caravan and holiday

park industry still suffers a stigma in certain
areas, parks like South West Rocks Tourist
Park, North Star Holiday Resort and Cara-
van Park, and Brisbane Holiday Village are
making every effort to change the less-than-
positive perceptions. 

Top-rated accommodations of all types,
activities and amenities rivaling popular
hotel chains, on-site restaurants, and relent-
less customer service serve to elevate every
RV, caravan or holiday park around the
world. 

As Terry Goodall summed up, “In Aus-
tralia the park industry has really come of
age, part of mainstream tourism and hospi-
tality. The ‘outdoor-ness,’ community and
overall feel of an outdoor holiday, coupled
with upscale, high-quality lodging and range
of facilities, delivers a memorable experi-
ence, keeping our industry top of mind with
holiday decision makers.” —Evanne
Schmarder  WCM

This unit is in the South West Rocks Tourist Park’s lifestyle village.

www.lcnoutdoors.com
www.rmsnorthamerica.com
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Carefree Communities’ Code Aims For Balanced Growth

‘The last year has been transformational for Carefree in many ways, not 
only the size of the company from the standpoint of how many properties 
we own and our asset base, but also regarding the professional managerial
talent that we're bringing in,’ said CEO David Napp
Growth is something that most compa-

nies are seeking (whether or not they admit
it) especially in today’s climate of mergers
and acquisitions and multi-national behe-
moths. But what happens when that wish
for growth comes true? How do small- and
mid-size companies blossom without allow-
ing growth to become a path to destruction,
or at the very least, a road to mediocrity?  
These questions — and others like them

— have been
on Dave Napp’s
mind for quite
some time. In
the last 12
months, along
with his co-
founding part-
ner Colleen
Edwards, Napp
has guided his
company Care-
free Communi-
ties through

transformational growth, acquiring 20 prop-
erties valued at more than $300 million and
adding several key players to the company
management team. Carefree is now among
the largest owner/operators of RV and man-
ufactured housing parks in the U.S., with 83
communities totaling more than 22,500 sites
and upward of 750 employees.
Napp sat down for an extensive 

conversation with Woodall’s Campground
Management,
explaining how
Carefree got its
start and how
the company
tries to manage
its growth and
inspire its peo-
ple.
At the heart

of Carefree’s re-
cent growth,
Napp said, is a

code that he and Edwards attribute to their
success, a code which has helped them
grow the company into something they could
scarcely imagine when they were introduced
to the industry in 1995. That’s when they met
a man named Bob “RC” Roberts, an entrepre-
neur who owned upward of 70 different RV
and MH properties. 
“Bob did everything from building the

parks to actually starting a manufactured-
home plant,” Napp said. “He was one of
these bigger-than-life guys; he walked into a
room and commanded it. He took us to our
first RV park, which was Gold Canyon in 
Arizona. He walked us through it, showed us
the common amenities, the park models and
explained how the business worked.” 
Napp was an attorney at the time and Ed-

wards a CPA, and neither knew anything
about running parks, but Edwards helped
Roberts with his financials and came to see
the amazing potential of the RV and MH park
assets. With Roberts’ help, they learned as
much as they could and dove in, building their
business ventures over nearly 20 years, with
things really ramping up recently.  
“The last year has been transformational

for Carefree in many ways, not only the size
of the company from the standpoint of how
many properties we own and our asset base,
but also regarding the professional manage-
rial talent that we’re adding to our team,”
Napp said. “Colleen and I have been very de-
liberate and thoughtful in the type of person
that we’re bringing in. We’re not only looking
for technical expertise but whether each new
team member fits within the culture that we
have developed over the last 18 years.”
While he seemed to have the ability to

name nearly every new hire (a list of more
than 20) and list all of their qualifications,
Napp said that the key additions include:

• Dennis Martin as chief financial officer
(“A pro’s pro who is very even-keeled, steady
and analytical”) who previously served as
CFO for Affordable Residential Communities.

• Michael Jacobson as chief accounting

officer (“He has the most infectious person-
ality and personifies Carefree’s internal cus-
tomer service culture”), a CPA who
previously worked with Moss Adams and 
Deloitte & Touche.

• Tom Brandt, who came on board to lead
the Carefree IT team after previously serving
at Arizona Public Service Company, a publicly
traded electric utility. “Tom’s really been valu-

able not only in scaling and professionalizing
our IT systems and processes but also on
general business matters that have helped us
take a mid-size company and grow it into a
much larger company.”
Finding the right people is essential, Napp

said. 
“The biggest concern that we have as we

grow is losing focus on the fundamental busi-
ness model that we followed for 18 years
that’s been successful for us,” he said. “Our
business model is simple — we are a land-
lease RV and MH property owner where we

own desirable communities and lease indi-
vidual sites to our customers who can stay
for any length of time from a day to a year. The
key to our business model is that 70% of those
sites have park models and/or manufactured
homes on them, which generally stay in place
for 20 to 25 years. That’s the business model
that we’ve followed for 18 years that’s 
allowed us to attract institutional capital on
both the equity side and the debt side. It is a
model that is valued in the investment world
and has allowed us the opportunity to acquire
over 130 properties worth over $1.2 billion
over the last 18 years — it is simple and it
works.”
Of course, there are a lot of ways Carefree

could go away from that model: By purchas-
ing vacation/leisure type parks which focus
on shorter-term stays or by chasing invest-
ment yields and acquiring parks that aren't in
their core geographic markets. “But we’re 
always going to be a sunbelt-oriented, com-
munity-based company, we’re always going
to be an eastern-seaboard-based company
and we’re always going to be a west-coast-
based company,” he said. “We’ve been very
disciplined in our geographic focus and that’s
what we’re going to maintain.
“So as we bring in professionals who are

very skilled at what they do, it still has to be
understood that ‘here’s the core and funda-
mental business model that we’re going to
follow,’” Napp told WCM. “We also have to
let these professionals execute in a way that
allows them to bring real positive impact to
the organization, give them the freedom to do
that and that’s what we're looking for: People
who can take a fresh look at this business
that we have, and help us grow it and scale it
and make it into a great organization, and
each one of them has been given the oppor-
tunity to do just that.”
That leads to the second part of the

code, which is to maintain the culture
they've created.

“I think our culture is a competitive advan-
tage that we have within our peer group,”
Napp said “Our culture is the other key to
success that we hold sacred and that needs
to stay intact as we grow.” 
From a cultural standpoint, Napp said,

Carefree really has three solid fundamental
beliefs that go into the everyday operation:
Great customer service; creating a vibrant
lifestyle for customers; and ensuring that they
treat their teammates, customers and 
investors with a high degree of transparency.    
The last two tenets are fairly straightfor-

Carefree RV Resorts like this one in Daytona
Beach, Fla., are a key part of the growing port-
folio of Carefree Communities.

Pelican RV Resort in Marathon, Fla., is one of Carefree RV Resorts' many properties
across the sunbelt.

Dave Napp

Colleen Edwards
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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 
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ward, he said. When it comes to trans-
parency, it’s simply about conducting busi-
ness honestly, and when it comes to
delivering services to customers, the value
must exceed the cost. “It’s all about 
customer’s value proposition,” Napp said.
“Are we delivering an experience that is
meaningful in someone's life? So when it
comes to paying the bill, they should feel that
the value is there and reasonably priced.” 
But it was on the first tenet — great cus-

tomer service — that Napp had the most to
say, clarifying between external and internal
customer service. 
“We have to give our customers a higher

level of service at every point of contact —
at the property level, on the phone, at every
possible customer interaction,” he said.
“Every time someone from Carefree interacts
with a customer, we always say it’s either
going to be a deposit or a withdrawal, and
we’re in the business of making deposits, not
withdrawals.” 
As for internal customer service, it’s all

about how the company interacts with its 
employees. “We are a team,” Napp said.
“And when I’m talking to team members in
the field I always say, ‘I’m working for you. I’m
here to support you. Your job is what delivers
great service to our customers, your job is
what creates the experience and creates the
valued lifestyle to our customers, so I service
you.’
“I think you have to have that attitude of

servicing and being responsible to your team-
mates, I think you have to have that internal
customer service as well. They are the heart-
beat of the success, the backbone. To suc-
cessfully lead an organization you can’t lose
sight of that — ever.”
Another tool put toward the customer

service goal is an internal training program,
which they call “Carefree College, ” as well
as recently adopted training called the Wil-
son Learning Program.  
“We believe you have to find meaningful

ways of messaging the importance of cus-
tomer service within the organization so that
everybody understands it,” Napp said. “And
of course, human nature being what it is, you
have to reward your team for delivering it.
That’s a challenge though; that’s where a lot
of companies probably struggle.” 
Through the training and reinforcement of

customer service culture, Napp said that they
have established a core group of veteran re-
gional managers who model it for new hires.

Metrics and Incentives
The Carefree code doesn't end at busi-

ness model and culture. They have also
adapted a code for measuring success and
making sure all team members are on the
same page regarding that measurement. 
“This year we launched a management in-

centive program that aligns our management
and investors by compensating Carefree’s

management for expected and outstanding
performance,” Napp said. “We included
property-level team members through the
executive office in the program. We used to
be very mom-and-pop-ish. We gave out an-
nual bonuses and we gave people two
weeks at Christmas. It was discretionary
and pretty much everybody got it. It wasn’t
tied to performance. We did an in-depth
study on incentive management programs
this year and launched a program where
everyone in the organization has the same
four metrics. It doesn’t vary property 
to property, and it doesn’t vary from the 
executive office down to the property 
management.” 
Those four metrics are: 
• Company-level funds from operations

(FFO). As a private real estate investment
trust, FFO is basically company cash flow
and everyone in the Carefree organization
has some part of their bonus tied to com-
pany FFO. 

• Net operating income (NOI), which is
property-level revenues less property-level
expenses. “It's a very controllable outcome
for each property manager to manage,”
Napp said. “Each property manager has a
direct impact on their property’s NOI, so a
large part of their bonuses are based on
that.” 

• The increase in annual occupancy.
“Carefree’s enterprise level valuation 
increases with the more park models and
manufactured homes that they sell to cus-
tomers and the more they set them on our
sites,” Napp said.

• Customer satisfaction. “As an organi-
zation we can never lose sight of keeping
our customers happy and satisfied,” Napp
said. “We do surveys for every property, and
the onsite managers will in part have
bonuses based on customer satisfaction.” 
Using only those four metrics keeps

things simple and quantifiable, but Napp
also emphasized that the targets are
graded, not hit-or-miss. For example, if the
Carefree NOI target is X amount of dollars
and an employee falls a few percentage
points below that target, they’ll still get a
certain percentage of their NOI bonus
amount. If they exceed it, they’ll get more. 
Napp is convinced that the Carefree in-

centive program is going to be the top in its
industry and believes that Carefree’s man-
agers and regional managers will have
more earning potential than their peers. 
“And that’s fine, because if we hit these

goals and do better than we expect as in-
vestors, we can pass that on to manage-
ment,” he said. “We also believe this
incentive program, coupled with our 
culture, will have an impact in the market by
attracting the best property managers and
regional managers to Carefree as the 
employer of choice in the industry.” —Ty
Adams   WCM

This aerial view shows the park model RVs at Sun-N-Fun RV Resort in Sarasota, Fla,,
a major property of Scottsdale, Ariz.-based Carefree Communities.

www.hialeahmeter.com
www.dogipot.com
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Keeping It Clean Out There Takes Some Work
The most essential jobs usually aren’t the

most glamorous, and the same could proba-
bly be said for the most essential products
— there’s no need to dress up something
that everybody needs. That’s certainly true in
the outdoor recreation industry when it
comes to park sanitation products, but
they’ve nonetheless come a long way in the
last 25 years, and have vastly improved the
lives of RVers and campground owners.

Woodall’s Campground Management re-
cently caught up with some of the major
players in the industry to check in on busi-

ness and get a feel
for what’s new and
what’s around the
corner.
At The Tower Co.

of Manitowoc, Wis.,
President Christine
Kornely reported
that business is
holding steady this
year, with quite a
few late winter or-
ders getting them off
to a good start.
Tower’s primary
product is the Ro-
mort water tower kit,
sanitary hatch cov-
ers, caps and sig-
nage, which often
makes for very sea-
sonal waxing-and-
waning of business. 
“Luckily, a lot of

those park owners
are the type who like
to get prepared,”

Kornely said. “So they’re out there in Feb-
ruary, putting orders in before things get
busy.”
Kornely added that another tricky part of

the business is that, unlike some industries
and products, the products The Tower Co.
sells are built to last, and often do last up to
40 years or more. But while the products
don’t require frequent change, the company
is constantly looking for ways to improve
the short list of items that it sells. “We’d
much rather do a few things really well than
have a whole bunch of mediocre products,”
she said. 
Kornely, who embraces her nickname

as the “diva of the dump station,” pur-
chased the company in 1998 and said the
secret to her success is to have a good
sense of humor and treat customers like

people rather than transactions. “A lot of
people are so used to getting bad, imper-
sonal customer service that they’re really
surprised when they come to me with an
issue and I say, ‘No problem, let's fix that

for you right now.’”
Like The Tower Company, Phelps Honey

Wagon is another sanitation-oriented busi-
ness that focuses on offering a small num-
ber of high-quality products. In its case,
those products are “honey wagons” of 
various sizes — mobile sanitation systems
that allow park owners to pump and store
sewage in areas where city connections
are not available or too expensive. If you’re
curious about where the name “honey
wagon” comes from, co-owner Jaylene
Shannon had a few answers. 
“It is actually a term that’s been around

for a really long time to describe sewage,”
she said. “There are documents that de-
scribe a honey wagon being used in Poland
as early as the 1880s.” Although no one per-
son gets historical credit for coining the
phrase, it did seem to come about as a
tongue-in-cheek way to describe the busi-
ness of dealing with outhouses. The folks
who would come around to empty the out-
houses were called “honey dippers,” per-
haps because they were followed by the
constant buzz of flies around their wagons. 
“Business is going pretty well for us, and

it seems like it’s strong for the industry in
general,” she added. “Our strategy is to

Phelps Honey Wagon

The Tower Co.

Yara’s Odorlos line

www.raindeck.com
www.raindeck.com
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create a product that is overbuilt, very high-
quality and that will last for years and years.
Park owners have enough to worry about
and we want to make sure that our equip-
ment is something they can rely on.”
For Yara, an international company in the

business of mineral-based fertilizers and in-
dustrial products for more than a century,
their single campground-related product
has been the same since they offered it in
1996 — and the idea of changing the prod-
uct or expanding offerings is not on the
horizon. 
The Yara Odorlos holding tank treatment

solution takes a natural approach to treat-
ing holding tank odors by providing bacteria
with nitrate as an energy source, prevent-
ing the bacteria from producing hydrogen
sulfide gas, which is the source of the very
unpleasant odor of untreated tanks. 
“Business is

going really well
recently,” said
Odorlos Sales
Manager Jenna
Engel. “Our main
running chal-
lenge is pretty
much just sepa-
rating ourselves
from the many
competitors in
the field, and
then when it
comes to poten-
tial park owner
customers, it’s
about letting
them know that
Odorlos isn’t just
for RV users. The
same solution is
used in waste
treatment plants around the world, so it can
handle any scale.”
At RootX Root Control Corp., making

sales in the campground industry is a rela-
tively new thing, and one the company is
striving to continue. Its RootX product is a
self-foaming root-removal agent that was
originally created for the residential and
municipal sewer market, but around three
years ago they were contacted by those in
the RV and camping industry, and they re-
alized it could be a perfect niche.
“Campgrounds have the two elements

that really create our business, and those
are trees and pipelines full of moisture that
the trees would be drawn to,” said RootX
President Parke Raffemsperger. “Right now
the RV park industry is probably only about
3 to 5% of our business, but we really feel
like it should be more.” 
Raffemsperger said that most people

don't realize just how invasive roots can be
into sewer pipes and septic tanks until it’s
too late, and he speculated that park own-
ers might not be aware that there is a prod-

uct available like RootX, which they can use
proactively to keep roots out of their pipes
and prevent costly repairs. “It’s definitely a
preventative product; the herbicide in there
helps make the pipeline less conducive to
regrowth,” he said. “One treatment will
keep pipes clear for up to two years.”
While change may not be as prevalent

for others in the sanitation product industry,
for Enviro Design Products (EDP) it’s almost
constant, according to President William
Watts. “In our field, if you’re living on yes-
terday’s victories, then you’ll be history in
10 years,” he said. “But really, every
decade you better be pulling something
new out of your stocking cap because the
industry is moving.”
EDP’s latest product is the Gator, a rela-

tively simple but extremely convenient hose
restrictor that fits inside EDP sewer caps,

preventing hoses from falling inside the
pipes, which can be a significant headache
and expense to park owners. “It came about
just from customer feedback,” Watts said.
“They wanted it, so we gave it to them.”
Like RootX, EDP began with a slightly dif-

ferent niche and migrated into the camp-
ground market. “We started out in
environmental drilling,” he said. “Mostly we
dealt with hydrocarbons, especially leaking
gas tanks below ground.”
But in the late ’90s, Watts said EDP was

approached by representatives from Kamp-
grounds of America Inc. (KOA), who
wanted to put EDP’s environmental cap on
sewer pipes in their parks. “I said, ‘Whoa,
wait, this is a whole different theme for us
— I’m just not sure we have the right prod-
uct for you,’” he said. “At first I was a little
prideful about hooking up our environmen-
tal cap to refuse. It was like somebody just
called my little girl ugly. But four years later
we created a cap specifically for the RV
park industry and I’m really glad we did.” —
Ty Adams   WCM

RootX’s product line

EDP’s hands-free line

http://silver-top.com
www.airwaveadventurers.com
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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!

GUEST VIEW

Peter
Pelland

Build Your Campground Website’s Traffic in 10 Steps

The best website in the world is ineffec-
tive if nobody sees it. Too many people ob-
sess over search engine optimization
(SEO) and the employment of a wide vari-
ety of tricks in an effort to outsmart
Google’s search-ranking algorithms. The
bottom line is that nothing is more effective
or easier to implement than links to your site
from established websites with related, rel-
evant content. Referring sites will send you
direct traffic. More importantly, the pres-
ence of your links on those sites will also
enhance the ranking of your own site, due
to its direct association with sites that are
already deemed to be “important” by
Google.

The most important referring sites will
be travel-related sites like TripAdvisor and
industry-related sites like Go Camping
America. Once you have the big players
covered, it is time to get your website listed
on the “B list” of referral sites, and I will
save you some work by presenting the fol-
lowing list of 10 websites that include on-
line directories of campgrounds. Nine of
the ten offer free listings. Check each site to
see if your park is already listed, or if an ex-
isting listing might require corrections or
updates. If your park is not listed, follow
the links to get your site added.

Although every valid link is helpful,
links from highly ranked sites with heavy
traffic are the most valuable. For that rea-
son, I am including the Alexa ranking and

the StatShow traffic estimate for each site.
The Alexa ranking is a metric that presents
the site’s overall ranking against all other
websites; the lower the Alexa ranking num-
ber, the better. StatShow indicates the aver-
age number of users and page views per
month, where the higher the numbers, the
better. 

RV Points. This is a relatively new site,
launched in early 2012, that looks like it is
trying to be the Groupon of campgrounds.
Listings are free, although there is a fee to
be listed as a featured park. You do not have
to present a special offer to participate. Go
to rvpoints.com, then follow the signup
link. Alexa ranking: 10,821,800. StatShow
ranking: 1,320 / 2,940.

Leisure and Sport Review. This site
provides a state-by-state listing of events
and lodging, including both campgrounds
and cabins. Find it at www.lasr.net, with a
signup form at www.lasr.net/addBusin
ess.php. Alexa ranking: 222,547. StatShow
ranking: 64,350 / 141,570.

Mile By Mile. Nothing fancy in this di-
rectory of resources, including camp-
grounds, that is designed to help families
plan road trips across the United States and
Canada. Go to: www.milebymile.com, with
edit listing/add listing form at www.mile-
bymile.com/update.php. Alexa ranking:
477,532. StatShow ranking: 29,970 /
65,970.

RV Resources. Nearly 15 years old, this
site presents everything that has to do with
RVing, including a directory of camp-
grounds. Go to www.rvresources.com, with
a listing form at www.rvresources.com/
addsitenew.php. Alexa ranking: 530,214.
StatShow ranking: 27,000 / 59,430.

RV Zone. One of the oldest RV-related
sites on the Internet, this site offers list-

Guest View – continued on page 32

www.hireaworkamper.com
http://watermatters.org/flyingeagle
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INVESTMENT OPPORTUNITIES

Campground Brokers, we
have a 30-year proven track 

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

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

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

WANTED!
RV parks with water feature (lake,
river, ocean), or near major 
attraction. Prefer 200+ sites with
high number of seasonal residents,
but will consider smaller parks (with
or without water feature), if have
high seasonal occupancy in 
desirable location near attractions.
Family and/or retirement. Rural or
city location. We will decide quickly
and pay all cash or structure sale 
to meet your needs. We are 
experienced RV park owners and
assure confidentiality. Eastern
U.S. region. Brokers welcome. 
Please call us today:
            518-725-2003

“Specializing in RV PARKS and
CAMPGROUNDS FOR SALE”

Over 25 Years Experience

www.rvparksforsale.com
WE SELL TO SELL AGAIN

612 Sidney Baker St.  •  Kerrville, Texas 78028
Phone: 830-896-5050  •  Fax: 830-896-5052

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

Campgrounds/RV Parks
ME - NH - VT

Lakes - Mountains - Oceans
• Oceanfront-Multi-Income-Views-$1.5M
• QualityRVPark-75 sites-Great Loc-$775K
•Mtns-175 sites w/100 seasonals. Near large
lake & Sum. & Wint. Tour Attract-Only $1.495M

• Lakefront-150 sites-cabins-House-more $1.2M
• 70sites-5Cabins-House-NearBarHarbor-$465K
• 225sites-w/120 seasonals-house-Pool, 80a
Opportunity for increased Revenues-$1.250K

• Lakefront-55 sites-cabins-com. kitchen-Only$485K
• 75+/- sites-350K in improvements-Owner
too busy with his other businesses-$599K

Contact Don for these and other Listings.
www.BuyaCampground.com
Don@BuyaCampground.com
RE Broker. Campground Specialist.

603-755-3944
One of America’s most experienced
Campground/RV Park Brokers!

Looking for a great investment
and business opportunity?

This well-established 150 acre RV
Resort property offers both. For Sale
in one of the highest rated RV Re-
sorts in the entire country. Located
in, Northern Michigan’s Traverse
City, one of the best resort towns in
the country. The RV Resort has ex-
perienced many successful years in
business and is ready for its next
large expansion which is already de-
signed and permitted. This RV Resort
is a licensed campground/site-condo
development. The Resort’s natural
setting, perfect location and superior
maintenance make it a highly popular
destination for high-end Motor-
coaches and RVs. Rental income for
developed lots and the sales of lots
offer a great return for investor/busi-
ness owner. Sellers will consider a
partnership with a qualified investor. 

Contact James A. Schmuckal,
Realtor at 231-620-2260 or 
231-946-5100 (office) or e-mail
office@schmuckalrealtor.com 
to review this unique business
opportunity.

www.parkbrokerage.com
mailto:john.grant@earthlink.net
http://parksandplaces.com
www.campgroundsforsale.com
www.campgroundbrokers.com
www.fortunerealestate.com
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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, Pa. 
Contact: (888) 303-2887
www.largestRVshow.com

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

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

OCTOBER

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

NOVEMBER

6-8: CONY’s 51st Exposition for 
the Outdoor Hospitality Industry

and Trade Show
Turning Stone Resort, 
Verona, NY
Contact: (800) 497-2669, 
info@nycampgrounds.com

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

ings that are quick and easy to submit.
You’ll find it at www.rvzone.com, with
the “suggest a site” link at
www.rvzone.com/SuggestASite.cfm. (No
stats currently available.)

WorldWeb.com. This is an interna-
tional travel directory that includes both
the U.S. and Canada campground list-
ings, representing a useful resource for
international travelers to find your park.
Go to www.worldweb.com, then follow
the Add > Business link in the upper
right of the page. Alexa ranking: 26,275.
StatShow ranking: 544,920 / 1,198,860.

The Modern Outback Adventure
Travel Guide. Based in British Colum-
bia, this site presents comprehensive list-
ings of campgrounds, resorts, wilderness
lodges and destinations in the United
States and Canada. Find it at www.mod-
ernoutback.com, then add your listing at
www.modernoutback.com/addlisting.ht
ml. (No stats currently available.)

RVNetLinx.com. This site lists camp-
grounds, campground associations, RV
repair services, employment ads, and
more. Go to www.rvnetlinx.com, with a
“submit your site” form at
www.rvnetlinx.com/wpsubmitsite.php.
Alexa ranking: 3,080,156. StatShow
ranking: 4,620 / 10,200.

RV Mechanic. This is an online direc-
tory of everything that relates to RV re-
pairs. It also includes a directory of
campgrounds, with an easy form to add
your listing. Find the site at www.rvme-
chanic.com, then, to add your listing, go
to www.rvmechanic.com/company_reg-
ister.html. Alexa ranking: 560,380. Stat-
Show ranking: 25,560 / 56,250.

RV Park Hunter. This one is not free,

Guest View —from page 30 but costs $25 per year on the one-year
plan, or $10 per year on the five-year
plan. Go to www.rvparkhunter.com,
with a listing form at www.rv-
parkhunter.com/listing.asp. Alexa rank-
ing: 2,883,568. StatShow ranking: 4,950
/ 10,950.

As you can see from the statistics,
some of these sites might actually send
some significant traffic to your site,
which you can track and verify if you are
running Google Analytics. In other in-
stances, the greater value will be in sim-
ply having the search engine robots
visiting the sites and catching the out-
bound link to your site.

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

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



