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Pausing from a breathless run through several RV industry events on
behalf of Woodall’s Campground Management’s (WCM) sister publication,
RVBusiness — and listening to a multitude of summer season-ending
comments from the RV park and campground sector — it sure looks
like the table is set for a continued strong run for the industry at large.

And I’m not just saying that as some sort of trade magazine guy look-
ing to polish the apples of prospective clients on the brink of what looks
to be a tremendous show season for the campground sector. There’s
simply a preponderance of evidence from most every corner — every-
thing from anecdotal input to RV shipment reports to an eye-opening,
summer-season-ending report generated for this issue (see page 20) by
WCM Editor Justin Leighty.

The real impact of all this good news first dawned on me (pun unintended) on the morning of Sept.
10 while watching an unbelievable “senior day” consumer crowd queue up outside the Giant Center for
the Pennsylvania RV & Campground Association’s (PRVCA) Hershey Show, which generated record-
breaking registration of 46,143, eclipsing by 6% last year’s record total of 43,506.

Also breaking records was the annual Elkhart County RV Open House in northern Indiana, a crazy
trade show that first surfaced during the recession; this year’s event was held the week after the Hershey
Show. “In 2 ½ days we at least did a billion dollars worth of business,” said Doug Gaeddert, outgoing
chairman of the Recreation Vehicle Industry Association (RVIA) and a group general manager at Forest
River Inc., speaking for the industry at large. “We had to be in that billion-dollar range easily. There’s no
question there were more units and more sales written in that 2 ½ day period than anything else by far.”

Meanwhile, campground-sector insiders like Paul Bambei, president and CEO of Colorado-based
National Association of RV Parks & Campgrounds (ARVC), say many parks are posting their best
year ever. “People seem to be wanting to get out and camp, and as long as the weather cooperates, they’re
doing that,” said Bambie as he prepares for ARVC’s Outdoor Hospitality Conference & ExpoDec. 2-
5 at the Rio All-Suites Hotal & Casino in Las Vegas. “Everybody seems to be reporting good camping
seasons with occupancies at pre-recession levels. The camping business typically rides the U.S. economy
and it seems like we’re out of the hole.”

Some other related insights from Bambei:
• Parks’ website traffic seems to have grown at a 20% to 30% pace.
• Tent camping appears to be gaining favor.
• Participation by varied ethnic groups, Asians and Hispanics, has increased. “So, those are all very

positive signs that we’ve done very well this year,” adds Bambei, “and there’s no real obstacles that we
can see that would cause that trend to stop or start declining.” WCM

Table’s Set for a Good Show Season and Beyond
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More than half of the parks in the 
Yogi Bear’s Jellystone Park Camp-
Resort franchise, managed by Leisure
Systems Inc. (LSI), are now listed on 
TripAdvisor.com.

In all, 45 parks out of the 80-plus in
the Jellystone network now have business
listings on the online travel-rating service
as TripAdvisor expands its presence in 
the outdoor hospitality market, according
to LSI.

“We think this is the right move for 
us as we continue to expand our online
marketing capabilities,” said Michele
Wisher, director of marketing for LSI.

The 45 Jellystone Parks took advantage
of a special promotional offer to have busi-
ness listings on TripAdvisor.com. Addi-
tional Jellystone Parks are expected to join
the TripAdvisor network in the coming
months, according to LSI.

In addition to
offering business
listings, TripAdvi-
sor recognizes
top-rated camp-
grounds, RV parks
and resorts with
certificate-of-ex-
cellence awards.
The accolade,
which honors
hospitality excel-
lence, is given
only to establish-
ments that consis-
tently achieve
outstanding trav-
eler reviews on
TripAdvisor, and is
extended to quali-

fying businesses worldwide. 
Jellystone Parks in Cave City, Ky.; Luray,

Va.; North Java, N.Y., and Williamsport
(Hagerstown), Md., have all received the
TripAdvisor Certificate of Excellence.

When selecting Certificate of Excel-
lence winners, TripAdvisor uses a propri-
etary algorithm to determine the honorees
that takes into account reviews ratings.
Businesses must maintain an overall Tri-
pAdvisor bubble rating of at least four out
of five, volume and recency of reviews. Ad-
ditional criteria include a business’ tenure
and popularity ranking on the site.

TripAdvisor representatives are
scheduled to speak at and attend LSI’s
annual symposium and tradeshow,
which is scheduled for Nov. 10-13 at
the Embassy Suites Rivercenter and
Northern Kentucky Convention Center
in Covington, Ky. WCM

TripAdvisor Lists Jellystone Parks

ARVC Pushes Rewrite of National Standards for Parks

gram advocacy, in a written announcement.
“Since new regulations and laws are

made by officials who often have little or no
knowledge of the campground business, it
behooves us to develop our own positions
on a number of topics and to share these po-
sition statements with the state and federal
agencies and legislative bodies,” Sims said.

Sims cautioned, however, that just be-
cause ARVC is asserting the private park in-
dustry’s positions doesn’t mean that every
ARVC recommendation will be incorporated
into the NFPA code.

“This is a very extensive process,” he
said, adding that the closing date for NFPA
public input is Jan. 5. The final updates to the
code are expected to be completed in 2017.

While ARVC is continuing to refine its po-
sitions on a number of topics, the associa-
tion is also working with the U.S. Access
Board “to achieve regulations that are rea-
sonable and attainable by the private RV
park and campground industry to meet the
needs of all guests,” Sims said.

ARVC also supports legislative and regu-
latory action to enable park operators to
meter electricity at individual campsites.
While park operators are not public utilities
and do not resell electricity, ARVC believes
that park owners should be able to recoup
the actual costs of electricity by their guests.

“Some campers may use a small amount
of electricity and others may use a substan-
tial amount,” Sims said. “Submetering ad-
dresses this issue by enabling RV park and

ica and from the Indian population absolutely
loving camping.

“We toured several campgrounds, were
able to see development happening at one,
we toured Apple Island resort in Vermont,”
she added. “They recently are renovating
some sites to make due for larger pull-
through sites. They also are creating some
more premium sites with a view of Lake
Champlain.”

In addition to those sites, NCA attendees
got to see Shelburne Camping area, now run
by the family's fourth generation, Zbeierski
said, and they use their property very effi-
ciently. “Their property is used for a restau-
rant right on the road, there is a motel part to
it and the campground is the rest of it.
They’re celebrating their 40th year this year,”
she said. 

Jeff Sims, legislative affairs director from
the National Association of RV Parks &
Campgrounds (ARVC) also attended, along
with ARVC Chairwoman Marcia Galvin, who
also has leadership roles in NCA and the
Massachusetts association, allowing atten-
dees to talk about RV parks and camp-
grounds from the local, state, regional and
national level, Zbierski said.

VCA Executive DirectorPeter Danielsand
VCA offered a showcase of Vermont’s prod-
ucts and places, including tours of Grand Isle
State Park, Hackett’s Orchards, Snow Farm
Winery and the Vermont Teddy Bear Factory.

Bradd Rubman, owner of Lone Pine Camp-
sites, played host for the attendees. “The
northwest region of Vermont is an absolutely
outstanding area to visit,” Rubman said be-
fore the event. “With our proximity to Burling-
ton and Lake Champlain, we are able to
provide a great Vermont cultural experience
with a backdrop that is truly special.” WCM

In addition to performing a watchdog role
in protecting private parks from new laws
and regula-tions that increase the cost of
doing business, the National Association of
RV Parks & Campgrounds (ARVC) an-
nounced it is making a strategic move to
rewrite many of the nationally recognized
standards for private parks.

These standards are contained in a vari-
ety of federal laws and regulations, includ-
ing the National Fire Protection Association
(NFPA) 1194 Standard for Recreational Ve-
hicle Parks & Campgrounds; the National
Electric CodeNFPA 70; the Uniform Plumb-
ing Code; and the Americans With Disabil-
ities Act Series 1006.

ARVC formed an NFPA 1194 committee
earlier this year and is developing a series
of proposed changes in the next revision
cycle that will address Americans With Dis-
abilities Act requirements for campsites;
evictions and ejections; lengths of stays; as
well as zoning and taxation issues involving
park model RVs.

ARVC is focusing its attention on NFPA
1194 because that is the nationally recog-
nized standard that the association uses
when it works with state and local govern-
ments involving proposed regulations.

“By taking a proactive role in developing
new industry standards, ARVC can get
ahead of the legal curve and provide a
framework that can guide legislators and
regulators moving forward,” said Jeff Sims,
ARVC’s director of state relations and pro-

Frontdesk Anywhere
Makes ‘Top 20’ List

Frontdesk Anywhere, a provider of
cloud-based hospitality software solutions
for campgrounds, hotels and other lodging
properties, has been named one of CIO 
Review’s 20 most promising solution
providers in Travel and Hospitality, accord-
ing to an announcement from Frontdesk
Anywhere, which recently entered the RV
park/campground market.

In the selection process, CIO Review an-
alyzed the company’s ability to bring the
spotlight back to the guest experience,
streamline operations, client testimonials,
milestones and other recognitions. They also
consider the company’s ability to innovate
and potential for growth in their market.

The June issue of CIO Review covered
travel and hospitality technology leaders
who are innovating and changing the way
the travel and hospitality industry performs.
The selection process was moderated by a
panel comprising CEOs, chief information
officers, industry analysts and the editorial
board of CIO Review.

“It is an honor to be included in this out-
standing, innovative group of travel and
hospitality leaders,” said Thomas Lyle, co-
founder and CEO of Frontdesk Anywhere.
“As we continue to lead the industry’s move
into the cloud we are grateful for this recog-
nition which rewards the hard work of our
dedicated team.”�The company joins other
such notable brands as IDeaS Revenue So-
lutions, Lufthansa Systems, SiteMinder and
TravelPort in this year's list. The article is
available in the CIO Review print edition
and online. A PDF of the article is also avail-
able on the company’s website. WCM

Changes to electric codes, evictions/ejections, ADA
and length-of-stay standards are all in the sights of
the Colorado-based trade association

NCA’s Great Escape Caps Off Great Summer

Jeff Sims

campground owners to allocate electricity
to their guests according to their actual
usage as opposed to applying a flat fee to
everyone, which discourages the conserva-
tion of electricity.”

ARVC’s NFPA 1194 Committee includes
Garry Cole of Shelby (Ohio)/Mansfield
Kampgrounds of America (KOA); Wade El-
liott, president of Utility Supply Group in
Kingston, Wash.; Mark B. Hazelbaker of
Kasieta Legal Group LLC in Madison, Wis.;
Pat Hittmeier, president of KOA in Billings,
Mont.; Michael Hobby of Moon Landing RV
Park and Marina in Cross Hill, S.C.; Rob
Schutter, president and COO of Leisure Sys-
tems Inc. in Milford, Ohio; and Sims.

Comments involving NFPA 1194 and
other regulatory or legislative issues involv-
ing private parks should be sent to Sims at
jsims@arvc.org. ARVC members can obtain
a copy of NFPA 1194 from the online store
at www.arvc.org at a members-only dis-
counted price of $27. WCM

Cyndy Zbierski

The Vermont Campground Association
(VCA) played host in September to camp-
ground owners from Maine to Maryland for
the 25th Great Escape of the Northeast
Campground Association (NCA).

Cyndy Zbierski, NCA executive director,
said the event capped a good summer camp-
ing season for members of NCA and the state
associations which comprise NCA.

There were 105 attendees at this year’s
NCA Great Escape, above the average 80-
100 campground owners, former owners and
business members of NCA who typically at-
tend, Zbierski reported.

As those people talked about the summer
season, “We saw differences, but many
mentioned the importance of rental units,
and many states are working with their web-
sites and new rack cards to promote camp-
grounds with rentals,” she said. “We talked
about a strong Canadian market in many
states and a wonderful new European mar-
ket growing in several states. There was
mention of a growing group from Latin Amer-
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Devenish New President of
Canadian RV Association
Shane Devenish was named presi-

dent of the Canadian RV Association
(CRVA) in August, according to an an-
nouncement by the CRVA board.

Devenish was formerly employed at
TCF Inventory Finance, Inc. where he
held the title of vice president, na-
tional relationship manager for North
America (recreation vehicles). Bring-
ing more than 25 years of industry ex-
perience, Devenish has worked
closely with both RV manufacturers
and dealers throughout his financial
career at TCF, Textron Financial and
GE Commercial Distribution Finance.

Devenish has served on the CRVA
board for a number of years, most re-
cently in the role of vice president.  

“The CRVA is delighted to have
Shane join our team in the role of ex-
ecutive director,” said Roger
Faulkner, president of the CRVA.
“With Shane’s help, CRVA will be po-
sitioned to move forward in a totally
new direction. We will be asking
Shane to work closely with Chris Ma-
hony, Go RVing Canada; Eleonore
Hamm, president of the Recreational
Vehicles Dealers Association of
Canada ( CRVDA) and with Maryse
Catellier from CCRVC (Canadian
Campground Recreational Vehicle
Council). We are confident that
Shane’s past relationships within the
RV industry will bring a talented range
of innovative and fresh new ideas to
the table,” Faulkner said.

“I am extremely excited to take on
my new role at the CRVA,” said De-
venish. “The CRVA has been a tradi-
tion in the Canadian RV Industry for
over 40 years and I am humbled and
honored to have been given this op-
portunity. I look forward to working
with my industry peers to meet the
challenges and opportunities that lie
ahead.” WCM

Alaska Campground
Marking 40 Years
The Homer Spit is a sliver of a penin-

sula south of Homer, Alaska, that juts out
into Kachemak Bay on the southern side
of the state. And at the tip of the Spit lies
the Homer Spit Campground run by
Peggy and John Chapple III and their
family.

The Homer Spit Campground cele-
brates its 40th year of ownership by the
family this year and its 43rd year as a
campground, according to a report in the
Homer News.

In 1971, Tony Neal leased city land at
the end of the Spit and hired Mike and
Diane McBride to build and run the
campground. John and Nancy Kosch ran
the campground after the McBrides, and
Neal sold it to the Chapples in the winter
of 1973.

The Chapples, now both 66, came to
Alaska from New York in June 1970 with
their first child, Stephanie, age 1. They
towed a pop-up tent trailer behind a 1968
Volkswagen Beetle. They intended to go
to Fairbanks, but in Delta Junction met a
longhaired guy with a guitar who said,
“Go to Homer, man, and get a job in the
cannery.”

The Chapples looked at a map and
turned south. They came over Baycrest
Hill with $300. The first place they stayed
was at the Homer Spit Campground. A
few years later, they owned the business.

“It was a big open sandpit at the time,”
Peggy Chapple said of the area.

At first the campground had 35 spaces.
It now has 122. 

Other campgrounds have become
fancier, but the Homer Spit Campground
sticks to the basics: picnic tables, show-
ers, water and power, the beach and the
best view of any campground in the world.
Its only modern concession is Wi-Fi, but
reservations are still made old school, in a
big book, by phone or email. WCM

Hundreds Attend Reopening,
Thousand Trails Anniversary Party
More than 500 people attended the

Lake & Shore RV Resort grand reopen-
ing July 19 in Ocean View, N.J., that fea-
tured refreshments, games, two bounce
house obstacle courses and musical en-
tertainment, an event that also marked
the 45th anniversary of parent company
Equity Lifestyle Properties Inc.’s
Thousand Trails RV campgrounds line.

Kids enjoyed the planned activities
that included a pool party, magician,
slushie machine, prizes and a clown for
face painting and balloon animals. The
event highlighted the resort upgrades in-
cluding a doubled beach area, completely
renovated welcome center, new children’s
playground, upgraded mini golf course
and updated swimming pool.

The event also celebrated the 45th 
Anniversary of Thousand Trails RV camp-
grounds. Lake & Shore RV Resort is a
member of Encore RV Resorts and
Thousand Trails with more than 170 
locations in 27 states.  

Lake & Shore RV Resort is a family-fo-
cused campground that offers cozy
wooded sites and amenities including a wa-
terpark swimming pool, hot tub, boating,
beach fishing, bike trails, planned activities,
kids’ activities and free Wi-Fi. The resort is
located five miles from the famous Jersey
shore, 10 miles from historic Cape May
and 20 miles from Atlantic City. WCM

Manufacturers of Quality Recreation FUNniture
www.ParkEquipment.com

1-800-376-7897
2061 Sulphur Springs Rd

Morristown, TN 37813

A New Jersey man won this year’s
Coleman Camper RV giveaway, which
was co-sponsored by Coleman Tent
Campers by Livin’ Lite, Yogi Bear’s
Jellystone Park Camp-Resorts and
RVTrader.com.

Bob Wilson, 56, of Hammonton,
N.J., was awarded the $10,000 Cole-
man ultra lightweight automotive tent
camper on Saturday, Sept. 6, at the
Jellystone Park Camp-Resort in Elmer,
N.J., according to an announcement
from Leisure Systems Inc. (LSI), the
Jellystone franchisor.

More than 68,000 entries came in for
the contest, and Wilson was randomly
selected as the winner of the national
online promotion.

In addition to awarding the 2014
Coleman camper to Wilson, Jellystone
Park Camp-Resorts also bestowed

camping passes to 12 weekly winners,
who each received a free two-night
camping stay at any of the 81 Yogi
Bear’s Jellystone Park Camp-Resorts in
the U.S. and Canada. 

The grand prize Coleman Camper is
an automotive tent camper that can be
easily pulled by an array of vehicles and
is made entirely of lightweight 
aluminum and composites. The
camper’s exterior is available in a wide
selection of colors and can be color-
matched to a family’s car or minivan.

“It’s always exciting to bring together
campers from across the country and
help more people learn about the RVing
lifestyle. We were thrilled at the success
of this promotion and look forward to
additional promotions in the future,”
said Christine Knapp, marketing man-
ager of RV Trader. WCM

LSI, Livin’ Lite, RVTrader 
Announce Camper Winner

Anaheim Resort RV Park an-
nounced it has been accepted as a
gold-level “GreenLeader” into the
TripAdvisor GreenLeaders pro-
gram, which helps travelers plan
greener trips by identifying environ-
mentally-friendly accommodations
across the U.S., according to an an-
nouncement from the park and the
California Association of RV Parks
& Campgrounds (CalARVC).
TripAdvisor GreenLeaders have

met a set of environmental standards
developed for TripAdvisor by a lead-
ing environmental consulting firm,
with input from expert partners. The
more green practices a property has
in place, the higher its Green Leader
level, which is shown on the prop-
erty’s listing on the TripAdvisor site.
“At the Anaheim Resort RV Park,

we care about the environment and
making sure that we are doing our
part in preserving it for future gener-
ations,” said R. Vernon Mangels,
CEO.
Travelers can now search for ac-

commodations that have a Green-
Leaders status on the TripAdvisor
site, and view a detailed list of envi-

ronmentally-friendly practices that
they can expect at each location.
“TripAdvisor GreenLeaders are

leading the hospitality industry in
making efforts to improve their envi-
ronmental footprint,” said Jenny
Rushmore, director of responsible
travel at TripAdvisor. “We greatly ap-
plaud these accommodations and are
pleased to share their eco-friendly
practices with our online audience of
more than 260 million travelers who
visit the site each month.”
The TripAdvisor GreenLeaders pro-

gram was developed in partnership
with the U.S. Environmental Protec-
tion Agency’s Energy Star program,
the U.S. Green Building Council, and
the United Nations Environment
Programme. For more information,
visit www.tripadvisor.com/Green-
Leaders.
The Anaheim Resort RV Park has

been family owned and operated for
nearly 60 years. Located just around
the corner from Disneyland and Dis-
ney California Adventure Park, the
park markets itself by saying that
staying at the park is like camping In
Mickey’s backyard. WCM

Anaheim Resort RV Park Listed In 
TripAdvisor’s GreenLeader Program
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DGA Refocuses on Core Business, Gorin 
Leaves VCA Executive Director Position

David Gorin Associates LLC
(DGA), a leading consulting company
exclusively serving RV park and camp-
ground investors, developers, owners
and buyers, has announced a re-focusing
of the company to better enable it to
meet the increasing demand for high-
level professional consulting in the park
industry.  

“As the RV industry, the accommoda-
tions sector and all related outdoor hos-
pitality and recreation sectors experience
significant growth, the interest in the in-
dustry has expanded dramatically,” said
David Gorin, founder and president of
the company, and columnist for Woodall’s
Campground Management. “To meet the
growing demand for services, it’s neces-
sary to refocus attention on the most im-
portant segments of our business —
consulting with investors and developers
who are eager to explore opportunities in
the park business.”

In the first two re-focusing steps, Gorin
announced that he and DGA are ending

its 12-year management relationship with
the Virginia Campground Association
(VCA) and simultaneously announced
that Jayne Cohen, a long time camp-
ground owner and former president of
Adventure Bound Camping, is joining
DGA as a senior consulting associate.

“It’s been a pleasure being associated
with the Virginia Campground Associa-
tion and we’re going to miss the day-to-
day relationships with many great
Virginia park owners,” said Gorin.  “Serv-
ing as the VCA executive director was an
honor and I hope we were able to be of
help in growing and developing the asso-
ciation. There will be a smooth transition
to a new executive director who will take
over the management of the association
on Oct. 1,” he added.

Gorin said he expects that the associa-
tion will be managed by Derek Dick, a
former membership services associate
with the National Association of RV
Parks & Campgrounds (ARVC). Dick
recently moved with his wife to Virginia.

“These two steps, moving away from
association management and bringing on
a new senior associate with deep opera-
tional experience, will enable DGA to re-
spond more effectively to our growing
client base and new opportunities in the
industry,” said Gorin.

Cohen joins with other senior consult-
ing associates at DGA including Donald
Westphal, a veteran land and site plan-
ner based in the Detroit, Mich., area with
more than 30 years experience in RV park
and mobile home community planning;
Douglas Campbell, an architect with
Perkins Eastman who has assisted DGA
in the design and planning of many RV
parks over the last 12 years; and Jack
May, a CFP with Lara May LLC, a finan-
cial and tax planning firm that provides
fiancial planning services to DGA clients
as needed. WCM

RV Manufacturers Stage 7th Annual Elkhart 
County Open House in Northern Indiana

The industry’s RV-manufacturing sector reportedly posted record dealer sales at
the 7th Annual Elkhart Open House Week, held Sept. 15-19 in and around the northern
Indiana RV-building center of Elkhart, Ind. In what amounted to another positive signal
for the industry at large, the Open House drew more than 4,000 dealer personnel from
the U.S. and Canada for an event that has gained widespread acceptance in the years
since the recession as a no-nonsense, high-discounting event at which the OEMs,
as well as current and prospective retailers, close sales for the winter shows — some
estimate as much as a billion dollars this time around — and slow down long enough
at cocktail parties to reestablish social relationships. WCM

Aerial view of Thor Industries Inc.’s multi-division display on the grounds of the RV/MH Hall
of Fame in Elkhart, Ind.  Photo by Dave Miller

TripAdvisor IDs 25 “Excellent” KOA Sites
A total of 25 Kampgrounds of America

(KOA) locations throughout North Amer-
ica have received the prestigious 2014
TripAdvisor Certificate of Excellence
Award, KOA said in an announcement.

According to TripAdvisor, properties
that are awarded the Certificate of Ex-
cellence demonstrate hospitality excel-
lence and represent the “upper
echelon” of businesses listed on TripAd-
visor, the world’s largest travel website.

Accommodations, attractions, restau-
rants and vacation rentals worldwide
are eligible to receive a Certificate of Ex-
cellence.

TripAdvisor officials stated that the
awards are based solely on feedback
from actual guests.

KOA parks receiving the 2014 TripAd-
visor Certificate of Excellence are:

• Astoria/Warrenton/Seaside, 
Ore., KOA

• Badlands/White River, S.D., KOA
• Branson, Mo., KOA
• Durango, Colo., KOA
• Gettysburg/Battlefield, Pa., KOA
• Grand Canyon/Williams, Ariz., KOA
• Lake Placid/Whiteface Mountain,
N.Y., KOA

• Manchester, Tenn., KOA
• Milton/Gulf Pines, Fla., KOA
• Myrtle Beach, S.C., KOA
• Natural Bridge/Lexington, Va., KOA
• Orlando/Kissimmee, Fla., KOA
• Petoskey, Mich., KOA
• Philadelphia/West Chester, Pa., KOA
• Renfro Valley, Ky., KOA
• Saco/Old Orchard Beach, 
Maine, KOA

• San Antonio, Texas, KOA
• San Francisco North/Petaluma,
Calif., KOA

• Santa Cruz/Monterey Bay, Calif., KOA
• Santa Fe, N.M., KOA
• Springfield/Route 66, Mo., KOA
• Sweetwater/I-75/Exit 62, Tenn., KOA
• Townsend/Great Smokies, 
Tenn., KOA

• West Glacier, Mont., KOA
• Wytheville, Va., KOA WCM

www.yourelectricalsolutions.net
mailto:sales@yourelectricalsolutions.net
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GUEST VIEW

Here are a few ideas that might work for
you:

• Encourage your customers to post
online reviews that share their positive 
experiences at your park. In addition to
TripAdvisor and Yelp, there are a number
of review sites that are specific to camp-
grounds. Concentrate on the key players,
but be careful not to offer incentives for
positive reviews.

• One of our campground clients runs
a “refer a friend” program, in which they
provide coupons where campers may
enter the contact information of a friend

who has not previously camped at the
park. If they make a reservation, both the
new camper and the camper who pro-
vided the referral receive a $20 credit.

• Explore referral opportunities with
complementary service providers. These
might include local RV dealers, restaurants
and other businesses in town and camp-
grounds in other regions of the country.
You may also want to include your vendors
in these opportunities. Let the people who
fill your propane tank, deliver your gro-
ceries and service your equipment know
that you are always looking for new
campers. Printed literature — with or
without a coupon incentive — works best
in these instances.

• If you post something newsworthy
(such as an upcoming event) on social
media, encourage people to share your

post and spread the words with their
friends.

• Consider adding a referral form to
your website. This would also work more
effectively if it included some sort of in-
centive (usually in the form of a discount)
for both parties.

• Giving a referral yourself is sometimes
the best way to get somebody else to re-
turn the favor. You know your seasonal
campers, and many of them are likely to
be small business owners. If somebody is
looking for an electrician, an auto body re-
pair expert, a computer geek or even a new
car, one of your campers is probably in
that line of work. Refer them!

As always, the bottom line is that sur-
prising people by doing something unique
is the best way to get them to take notice.
Then carry that personal relationship to
the next level — so that both parties will
benefit.  

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

The High Power of Personal Appeal in Growing Brand Loyalty

The more that we get caught up in be-
lieving that mass marketing and technol-
ogy are the sole keys to bringing in new
business, the more that we might miss out
on basic, time-proven principles that
work. When a campground is looking to
expand its customer base and occupancy
rates, it is fine to put effort into growing
your sphere of influence within social
media or building your website’s search-
engine optimization (SEO); however, don’t
obsess over these at the expense of the
more personal approaches that are more
reliable today than ever.

Even the world’s biggest brands are re-
alizing the advantages of personalizing
their marketing campaigns. A perfect ex-
ample is Coca-Cola’s “Share a Coke”
campaign. Introduced in Australia in
2012, this campaign has been expanded
around the globe. In the summer of 2014,
some of the iconic Coca-Cola logos on 
20-ounce bottles have been replaced by
250 of the most popular first names
among the young people in the brand’s
core demographic.

What Coca-Cola is recognizing in this
campaign — which also tested success-
fully in the United Kingdom in 2013 — is
the power of personal appeal in growing
brand loyalty. In addition to the bottles
that can be purchased, the program
toured major colleges and universities
across the country when students re-
turned to campus for the start of the fall
semester. At these events, students were
given an opportunity to personalize two
Coca-Cola cans — as the promotional ma-
terials say, “one to keep and one to share.”
That sharing part is essential. The campaign
also allows people to create a customized

“virtual” bottle that they can share online,
encourages people to upload photos of
themselves consuming their customized
Coke via Twitter, and makes it easy for you
to determine whether or not your name is
one of the 250 that may be found at retail
outlets. The costs of this campaign are
probably enormous — but the return on
investment was proven through two years
of testing.

Your Campground Is Not Coca-Cola
Without spending a fortune, your busi-

ness can capitalize upon the same concept
of using personal
appeal to expand
your markets. I re-
member visiting a
campground a few
years ago where
each campsite was
graced with a
carved wooden sign
with the camper’s
family name. An
employee at the
campground had a
router and was
skilled at quickly
making these signs
using pre-cut cedar slabs. Imagine the last-
ing, positive impression this created, when
first-time campers arrived at their site and
saw their name right below the site num-
ber! At the end of their stay, they took the
customized sign home as a continuing re-
minder of their camping weekend.

The most effective marketing and pro-
motional campaigns succeed because they
capitalize upon the element of surprise
that comes from providing the unex-
pected. More and more these days, simply
reaching out to your customers on a per-
sonal level will elicit a sense of surprise
that will differentiate your business in a
very positive manner. When reaching out
to your customers, one of your key objec-
tives should be to subtly recruit them to
assist in your attempts at bringing in new
business. 

Demographics Drive
Camping Amenities

Whether it's Baby Boomers whose
lumbars won't abide sleeping bags on the
ground anymore, or milennials who think
it’s unreasonable and even dangerous to
be out in the woods without access to the
Internet, camping has gone upscale, the
Telegraph Herald of Dubuque, Iowa, re-
ported. That canvas pup tent in the attic
might as well stay there. That's not what
camping in 2014 typically looks like.

With age comes a certain affinity for some
creature comforts. For those who want the
great outdoors, but still want their air condi-
tioning, the recreational vehicle fills that bill.

Stanley and Bonnie Venden, of Madison,
Wisconsin, also were relaxing at the Potosi-
area campground. “We’ve evolved from four
kids and a tent to this,” said Bonnie, motioning
toward their large, comfortable and well-
equipped motorhome.

The Vendens are part of a growing trend in
the U.S. A record 9 million RVs are on roads
across the country, according to the Recre-
ation Vehicle Industry Association.

The ever-growing fleet of RVs, many with a
full complement of modern conveniences, also
is representative of another trend, according
to some outdoor enthusiasts. The latest tech-
nology has infiltrated campgrounds; for many,
a camping trip is no longer about roughing it.

“I think back in the days, in the tents, there
was more family time,” said Cliff Payne, 60, 
operator of Great River Road RV Campground
in Guttenberg, Iowa.

Thirty years ago, he and his wife, Carmen,
used to camp with their four children in a 1969
Shasta trailer that slept six or in tents. “Now,
we're losing a little bit of that family time now
to the new stuff: the smartphones and Inter-
net,” he said. “It’s not as close-knit and ‘rough-
ing it’ as it used to be.” WCM

Peter
Pelland

www.jellystonefranchise.com
mailto:info@jellystonefranchise.com
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plan in writing and the implementation
will go much smoother than if you don’t
have a roadmap to follow.

• Twitter and YouTube are two of
the more challenging platforms to use,
based upon study responses. This is
very likely the result of the frequency
and interaction requirements of Twitter
and the perceived difficulty of produc-
ing a video for YouTube. Use Twitter if
you want a mechanism for back-and-
forth communication with their main
demographic, males and females 18-29
years old (though some reports say that
the 55-64 year old demographic is the
fastest growing on the platform).
YouTube tells us that it “reaches more
U.S. adults aged 18-34 than any cable
network” and that alone is impressive
— if you’re trying to reach the 18- to
34-year-old demographic. However,
once you create a video and post it on
your YouTube channel, you can use it on
every other digital marketing platform
you have a presence on, from your web-
site to Facebook to Pinterest and more,
reaching a much wider audience.    

Mission to Mantra
To help refine both your “who” and

your “why” consider doing this exercise,
a riff on creating a mission statement to
help cement your business’ identity and
marketing focus. If you already have a
written mission statement, great. If it’s
in your head, jot it down. If you don’t
have anything formal, begin thinking
about your business and how you can
serve your target market.

Now comes the fun part. Business
branding experts, including Dart-
mouth’s Dr. Kevin Keller, suggest 
developing a short, sweet, to-the-point
mantra, an often-repeated  expression or
idea relating to how you run your busi-
ness, as a succinct operating version of
your mission statement. 

Using your answers to the who and
why questions posed in this column,
develop a clear mantra to help guide
your decisions as you navigate not only
the choppy waters of digital marketing
but your operations as a whole. To help
you on your journey, consider this, the
mantra for my Modern Marketing 
column: Educate for Growth. 

Now go out there and ask the impor-
tant questions.

Like what you see in Modern Market-
ing? Stay abreast of the latest digital mar-
keting trends for the outdoor recreation
industry by subscribing to Schmarder’s bi-
weekly trend digest Digital Marketing for
the Outdoor Recreation Industry at
www.roadabode.com. Ask her about her
digital marketing/social media diagnostics
and tune-ups, content strategy and mar-
keting plans, and more at evanne@road-
abode.com or 702-460-9863. WCM

MODERN MARKETING

Do you remember the 1992 vice-
presidential debate where Ross Perot’s
running mate, Admiral James Stockdale,
began his opening statement with “Who
am I? Why am I here?” It was an unfor-
tunate turn of phrase, one that was
picked up by comics nationwide, and,
combined with his debate performance,
was the beginning of the end of any po-
litical aspirations he may have had.

When a business owner asks me to 
review their digital marketing program
and provide insight for growth and 
success, the good Admiral always comes
to mind — because one of the first
things I ask my consulting clients as it
relates to their digital marketing is along
those same lines: Who are you? Why
should — or shouldn’t — you be active
on particular platforms? These two
questions can help build the foundation
of your program. Let’s take a closer look
at each one. 

Who Are You?
While many try, you and I both know

that you can’t be everything to every-
one. In fact, the most successful busi-
nesses zero in on a very concise answer
to the question of who they are. Are you

Evanne 
Schmarder

Ask Yourself the Questions Needed to Define Your Campground
a family park that caters to summer-
season vacationers? Do you look to the
more mature crowd to fill your park? Is
the transient business model the one for
you? Do you want to be known for your
unique operation? Is your property 
attracting a high-end clientele? Do you
cater to a more relaxed, less-formal
crowd? Would you like to add or 
improve ancillary income streams such
as a café or store? Is there a market for
those streams? 

Chances are you already have a very
good idea of who you are, what you’d
like to provide, and the image you’d like
to project for your park. So, write it
down. Reflect upon it. Make sure it is
accurate and points you in the direction
you’d like to take your park. This impor-
tant information will shape everything
about how you market your park. 

Ask yourself who — exactly — your
customers are. Are they outdoorsy? Do
they have a limited budget? Are they
more the s’mores-around-the-bonfire
crowd or would a festive evening of
Texas Two-Step be more in order? Again,
write it down — and reflect on how you
can reach these demographics. Really
get into the mind of your customers or
prospects. This important information
will shape the platforms you choose to
market your park. 

Platform Considerations 
and Industry Stats

So where should you concentrate
your digital marketing efforts?

• You must have a well-crafted web-
site offering the details your customers
want to know and expect to find online,
regardless of your target market. 

• Email marketing is still a tried-and-
true workhorse and should be employed
— with the critical caveat that you de-
liver relevant information based upon
your above observation of who your cus-
tomers are. According to the 1st An-
nual Digital Marketing Benchmark
Study for Outdoor Hospitality, 61%
of respondents utilize email marketing
— and they achieve an average 33.5%
open rate. Look at your stats and see
how you stack up. If your opens are
below the industry average review your
content for relevancy as well as your 
frequency. The study showed that 48%
of respondents launch a campaign
monthly. 

• Facebook is too big to be ignored
and is populated by a wide range of
users, in particular Baby Boomers and
the more mature crowd. The Bench-
mark Study revealed that nearly 90% of
respondents participated on this plat-
form. That being said, organic reach on
Facebook is nearly a thing of the past.
Instead, successful Facebook marketers
are creating tightly targeted ads across
the platform, enhancing their reach to
their specific demographic needs. 

• Visual content motivates young
families — in particular young mothers
— on Pinterest. If you consider your
park/product a niche market and can
produce attractive visuals and an active
presence there’s a good chance you’ll
find success with that demographic on
this platform. It’s important to note that
while 42% of study respondents have a
presence on Pinterest, only 17% have a
written strategy for the platform. Have a

www.charioteagle.com
www.minigolfinc.com


WOODALLSCM.com October 2014  -  11

mailto:franchisesales@koa.net
http://ownakoa.com
http://ownakoa.com


12 -  October 2014                                                                                                                                                                                         Woodall’s Campground Management

ON CAMPGROUNDS

Reports from 
the field: 

Bob Ashley

Owners Transform Lazy River Into Family Oriented Campground

Lazy River at Granville in Granville,
Ohio, is more than a campground. It’s also
a family oriented activity center that in-
cludes dozens of things for children to do
along with a 300-foot zip line, gem mine
and two-story-tall “challenge course” that
includes slack lines to walk across and a
rock-climbing wall.

That’s a far cry from what Lazy River was
when Mark and Kathy Kasper bought the
195-site park 26 miles east of Columbus 
in 2001.

“It was in pretty rough shape. About the
only thing it had going for it were the RV
sites,” Mark Kasper said “The only activity
back then was hay rides on Saturday nights.

“I spent many nights walking the camp-
ground at 2 a.m. asking people to be quiet
or flagging people who just came in to drink
and party.

“We had to change the character of the
park. We had to have campers and cars
hauled out of the campground and we
started remodeling buildings. We upgraded
the water plant and the wells, the electrical
and all the plumbing.”

And over the years, the couple also
added nine camping cabins to the park,
which had only two rustic cabins when they
bought Lazy River.

Kasper said it was no accident that Lazy
River became family oriented.

“We wanted to be self-employed and we
were looking for something the whole family
could get involved with,” said Kasper, who
previously worked in retail. “A campground
seemed like a natural fit.

“I was still working when we bought the

park but after about three weeks I quit my
job and started full time at the camp-
ground.”

And the Kaspers’ five children — ages 7
to 14 at the time — pitched in. “They took
reservations, guided campers to their sites,
cut grass and helped build a sand volleyball
court,” Kasper said. “The whole family was
involved.”

Family involvement extends to the RVers
who stay at Lazy River. “The most serious
challenge we had was making a place —
and this was our goal from the beginning 
— that we as campers would want to bring
our children.

“When people come to our campground,
we do a lot with the campers’ children. We
have about 13 DJ weekends a year and we
hire jugglers and magicians and face
painters.

“And we have Dry Creek that runs
through the campground, but it’s never dry.
Children will purchase nets from us and
then go down to the creek and hunt for
minnows and crawdads and they’ll spend

Campers enjoying a leisurely float down Dry Creek at Lazy River at Granville.

ball courts.
“When we first started, Bay View was a

traditional campground,” Tiatula said.
“Now, our activities mainly are directed at
kids.”

The campground store, which features
an outdoor restaurant, also recently was ren-
ovated, and all the sites have fire rings. The
park’s cable system also is currently being
upgraded so that Internet access is available
directly from pedestals at each site.

* * * * *
Among the largest campgrounds in

Florida, family owned Wekina Falls Resort
in Sorento, with 817 full-service pads and
another 100 tent sites, has seen a 30% spike
in business this year.

“Not many campgrounds in Florida are
as large as we are,” said Heidi Runels, Wak-
ena Falls marketing director who also is 
co-owner of the park with her father, Gary
Ott Sr., and her brother, Gary Ott Jr. “The
winter primarily is snowbirds and in the
summer, we get short-term locals.”

The resort 20 miles northeast of Orlando
was built 35 years ago with the intention
that it would be split 50/50 between tradi-
tional RVs and park models. Over the years,
the park model section has been converted
to traditional RVs.

Wekina Falls has a unique “RV Getaway”
program that allows RVers to store their
units onsite on a monthly basis for a special
rate with the ability to stay at the park for
15 nights at no extra charge. “A lot of people
can’t leave their RVs at their homes,” Runels
said. “They have to store them somewhere.
So we give them 15 nights of storage and 15
nights when they can stay at the resort.”

The park also allows day visitors during
the summer to take advantage of a water
park that features a swimming lagoon and
water slide along with canoe/kayak rental to
be used on the Wekina River that runs
through the park.

The resort also has benefited from the
closing of a 200-site RV park five miles away
that is being converted to condominiums.
“We had a lot of those people move over to
our park,” Runels said.

Currently Wekina Falls is adding a 
second laundry facility with showers, a 
fitness center and a dog park with a dog
wash. “The dog park is a really big addition
for us,” Runels said.

RVBusiness Senior Editor Bob Ashley is 
a Central Indiana-based freelance writer/
editor and a 25-year newspaper veteran who
has focused on the RV industry and national
recreation issues for the past 19 years. He 
received the 2013 “Distinguished Service in
RV Journalism” award from the Recreation
Vehicle Industry Association (RVIA). WCM

hours building pretty intricate dams.”
Business at Lazy River has been particu-

larly good the last two years. “We had a huge
increase in business last year and didn’t
know how we would top that, but we’ve had
another big increase this year,” Kasper said.

“We are seeing an improving economy
and people are buying campers again. And
we are providing them with something they
are looking for.”

* * * * *
About two-thirds of the campers that stay

at 415-site Bay View Campground on
Cape Cod in Bourne, Mass., rent their pads
for the summer season that extends from
May 1 to Oct. 15.

“We are a big park for this area,” said
Mareana Tiatula, operations manager of
the family owned park. “Our seasonal sites
were sold out this year and that hasn’t hap-
pened in the last 10 years. We even had a
waiting list. And we were at capacity three
or four nights a week throughout the season.
I love being full on Sunday night.”

The park, which was built in 1967 by
Tiatula’s grandfather, has three swimming
pools, two playgrounds, two basketball
courts and tennis courts, some of which
were renovated this year to become pickle-

The two-story-tall “challenge course” at Lazy
River is a key part of the activity center.

mailto:salestower@comcast.net
www.towercompany.com
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Q&A WITH BOB MACKINNON, FOUNDER OF GUESTRATED.COM

Bob MacKinnon,
a former Walt 
Disney Co. executive
who spent more
than 30 years in 
resort management,
founded GuestRated
LLC in 2008 as the
nation’s first guest-
satisfaction-rating
program covering
all independent, pri-
vately owned RV
parks and camp-
grounds in the U.S.  
Still in use today,

the online survey program was launched in cooperation
with the National Association of RV Parks & Camp-
grounds (ARVC) as a member benefit to provide parks

with the opportunity to measure and improve guest 
satisfaction and better serve today’s camping and RVing
enthusiasts.
In addition to GuestRated.com, MacKinnon is a

highly recognized industry expert and consultant. In
1996, he founded MacKinnon Campground Consulting
(www.campgroundconsulting.com), through which he
provides extensive marketing, project development,
management and other operations services to current
and potential park owners. 
MacKinnon, an ARVC-certified park operator, is 

involved in many organizations such as the National
RV Park Institute and the School of RV Park and Camp-
ground Management, California Travel Parks Associa-
tion, National School of RV Park and Campground
Management and ARVC. 
Recently, MacKinnon took the time to sit down with

Woodall’s Campground Management and answer a few
questions.

WCM: As you approach 20 years since
you started MacKinnon Campground Con-
sulting, how has the RV parks and camp-
ground industry changed over that time, for
better and for worse?
MacKinnon: It has changed and I

think it’s all changed for the better. 

What I’ve really seen over the past nearly
20 years is that guests are expecting more,
their expectations are really rising as far as
what they’re looking for in a camping expe-
rience. Those rising expectations are really
driving more of a hospitality focus in the in-
dustry. In the 1980s and ’90s when I

started getting involved with it, when I was
with Disney and managing some of their
operations looking outside of my “corporate
castle,” I saw most of the campground in-
dustry was made up of individuals, a lot of
mom-and-pops, and a lot of campers were
— I don’t want to be derogatory — but a

lot of them were seniors who wanted to play
bingo and shuffleboard. That’s not the busi-
ness we’re in today. That’s not the audience
we’re serving today.

So, one of the big changes I’ve seen is
very, very strong shift to more of a hospital-
ity focus and providing camping experi-
ences for a whole new set of consumers.
And that’s a change for the better. 

I think another thing that’s changed for
the better is not only are campground own-
ers more focused on hospitality elements,
but they are also much more focused on
managing their business principles and in
treating the campground as a business. 

That’s been a change for a number of
people who may have gotten into the indus-
try based on a kind of lifestyle choice —
you know, “I want to retire and run a camp-
ground and live in the woods and not have
to work too much.” Now it really is a busi-
ness and it’s a business enterprise. 

With campground schools and with
ARVC, the focus over the past few years has
been on getting more and more tools to im-
prove business aspects of the campground
business, and that’s been a good thing.

And then the third is the realm of the
corporate owner, which has certainly been
a major change in recent years. I think that
that’s a good thing because there were an
awful lot of people in the financial markets
that did not understand the business op-
portunities of the campground industry. I
work with a lot of clients trying to get fi-
nancing, doing reports to help financial in-
stitutions better understand the industry,
and I think the presence of corporate play-
ers has added credibility in that regard.

Online Reviews a Tool for Quality Control,
Word-of-Mouth Marketing for Campgrounds

www.raindeck.com
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Campgrounds can be a viable business en-
tity and viable business opportunity.
WCM: Has there been a constant

throughout those years?
MacKinnon: I think there have been a

couple of constants. One, the majority of in-
dividual campgrounds are still small family
business enterprises. Even though there are
a lot of corporate players getting involved
and doing consolidations, the stats that I
see still show that vast majority of the indi-
vidual parks are still family businesses. 

That adds a special flavor to how they’re
run, how they’re operated — and a special
challenge, too, because they all are very in-
dividualized. It’s hard to look at industry
averages when you’ve got a lot of individual
enterprises that are so varied. I think it’s a
good thing. It’s still a strong family business
opportunity.

The other constant is that camping for
the consumers still represents a great
wholesome family activity that presents a
great value. It’s very affordable and it’s
something that’s quality family time.
WCM:Why do you think the majority of

campgrounds will remain a family business?
MacKinnon: In my consulting business

I’ve worked with both. I’ve worked with
corporate groups in the acquisition process
and I’ve worked with a lot of individual park
owners. The majority of parks are still small
enterprises — with less than 100 campsites
— and their business model is not a match
for the corporate goals. Corporations are
looking for larger properties and properties
that have growth potential. The majority of
what I see in the industry is still smaller
parks with less than 100 sites. The eco-

nomic situation of that business model is
that it will continue to be a small family
business. It doesn’t meet the model that the
corporate groups have right now.
WCM:What are the common indicators

of successful campground management?
MacKinnon: I’ve taught seminars on

key success indicators and how to review
your property’s financials so you can have
some feedback, but you know what? It re-
ally comes down to two very, very simple
things. 

One is successful campground busi-
nesses are always trying to build guest loy-

alty. The best indicator of
that is what percentage of
their business comes from
repeat guests or guests who
had been referred by previ-
ous guests. So in tracking
your source of business —
and most parks do this in
some manner or another
— if they are increasing,
year by year, the number of
repeat and referral guests
and the amount of busi-
ness they get from those,
that is a huge indicator of
success. It’s obvious:
you’re satisfying your cur-
rent customers and grow-
ing your customer base
based upon word-of-
mouth advertising from
your repeat customers.

The second is a constant
year-over-year improve-
ment in revenue. I pick rev-

enue because a lot of parks will put profits
back into the business. So, improvement in
profit is not necessarily a sign of success in
my book. It’s growing your revenues and
then deciding what you want to do with
those revenues.
WCM: You launched GuestReviews.com

with ARVC as a program designed to help
member campgrounds use consumer feed-
back as a tool for improving their opera-
tions. What was it like during those first few
years as you tried to get GuestReviews.com
up and running?
MacKinnon: Actually, back in 2005, I

had started providing quality-control feed-
back programs for individual park clients
under my campground consulting name. I
got involved with it at Disney because we
did extensive customer-satisfaction surveys
to quantify the specific areas that needed
improvement and justify the financial ex-
penditures. 

And then, a couple of years later in 2007,
ARVC did a whole bidding process and con-
tracted with me to create an industry-wide
standardized guest-satisfaction-survey pro-
gram that would be a benefit to the mem-
bers of ARVC. That’s really what has
become GuestReviews. It started because
ARVC saw a need on a nationwide basis to
create that kind of a tool, to be tuned into
guests’ hospitality satisfaction. ARVC
wanted to get something out there that was
a standardized program that any of their
member parks could use and help them
with a quantifiable, measurable tool to
gauge satisfaction and work on improving
it.
WCM: How has GuestReviews.com

evolved since it first started?
MacKinnon: It took about nine

months to develop the program, so we
launched it in 2008 with about 400 ARVC
member parks participating in the first sum-
mer of review activity. Since then, we’ve
grown to a little over 1,200 parks that are
registered to participate in GuestReviews. 

Not all of them are ARVC members.
We’ve gone beyond that boundary. We have
public agencies, we have private parks that
are not ARVC members, we have groups of
corporate parks that contract with us to

Q&A MacKinnon – continued on page 30
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Growth in Popularity of Park Models Translates
Into a Greater Presence at Major Fall RV Events
‘It was just a tremendous show, which is not only good for us but good for
the industry,’ said Heather Leach, marketing and education director for
PRVCA, which hosted America’s Largest RV Show in Hershey, Pa. ‘I think it
is a real indicator that the industry is healthy and growing.’

Campgrounds and RV parks in North
America have been reporting dramatic
growth in rental accommodations — espe-
cially with an emphasis on park model RVs.

As Matt Wald, executive director of park
model RVs for the Recreation Vehicle Indus-
try Association (RVIA) put it, “A lot of camp-
grounds are investing in cabins, either

building cabins or purchasing park model
RVs and using those as rental properties.
The cool thing about it is even if a family
doesn’t own an RV, they can still enjoy every-

thing at an RV park.”
State associations in the Northeast

Campground Association (NCA) are working
to promote campgrounds with rental accom-
modations, according to Cyndy Zbierski,
NCA’s executive director.

Kampgrounds of America Inc. (KOA) is
working to grow its rentals, too, according to
Toby Hedges, vice president of marketing for
the Billings, Mont., company that oversees
nearly 500 RV parks and campgrounds
across North America.

“We put a program in place to help camp-
grounds get more out there this year. We’re
definitely putting an investment to bring that
to the forefront.” 

KOA refers to its park model RVs as
“Deluxe Cabins,” and Hedges said that
through mid-September, “we have added
220 Deluxe Cabins to the KOA system. All of
last year we added 110. We’ve doubled that
this year — and we’re not even through the
third quarter yet,” she said. 

“Our Deluxe Cabin products continue to
do great. That has been double-digit growth
trending year-over-year for the past several
years. Year-to-date, we’re up 11.7%. That
continues to be a trend to us in seeing new
people engage in camping with that prod-
uct.”

Edson Robertson has a unique perspec-
tive, having spent decades developing
campgrounds and running an RV dealership
in New Jersey.

“It’s a summer home, it gives them the ca-
pability of two bedrooms, the living room, the

Skyline showed several park model RVs in Hershey, including
the 1966CTP (right) which Ty Sultzbach showed off.
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loft,” Robertson said of park model RVs and
their appeal to consumers. “It gives them a
way to save fuel. They like to keep them 2 1/2

to 3 hours away
from home. Ver-
sus using a travel
trailer 3-5 weeks a
year, they can use
these every week-
end. They are for
seasonal usage
only,” Robertson
said.

The difference
between having a
park model and a
fifth-wheel RV or a
travel trailer, he
said, is  “loading it
up, hauling it
down, fighting the
traffic, hitting the
campground, they
stay Friday, Satur-
day, then Sunday
morning they pack
it up and take it
home.” With a
park model RV the
owner drives to
the campground,
“You click on the
a/c, grab a beer
and relax. A lot
less headaches.”

In the three
campgrounds he’s developed, Robertson
said, “We specialize in park models in sec-
tions in the campground. People like that

idea. Our best customers love the lifestyle.”
They also stick with it, he said. “The av-

erage person who buys a park model is in the
campground for 13-15 years. If you buy a
park model, you’re usually there a long time.”

When you add to that mix the growing
general demand from RV buyers for nicer
and nicer accommodations and a growing
number of Baby Boomers moving into retire-
ment age, park model RV manufacturers ex-
pect demand for their products to continue
to grow in the U.S. and Canada. 

There were two major shows for the park
model makers in September. The Pennsylva-
nia RV & Camping Show in Hershey, Pa. —
which bills itself as “America’s Largest RV
Show” — is a hybrid dealer and consumer-
oriented event that had its biggest year yet.
In Indiana, the
Elkhart County RV
Open House
Week is a dealer-
oriented show in
the heart of the 
RV industry, which 
includes a large
number of park
model RV
builders.

The 46th run-
ning of America’s
Largest RV Show
proved to be the
most successful
edition to date as
event organizers

reported record attendance for public days,
which ran Sept. 10-14 at the Giant Center in
Hershey. 

Heather Leach, marketing and education
director for the host Pennsylvania RV &
Camping Association (PRVCA), told RVBusi-
ness, sister publication to Woodall’s Camp-
ground Management, that 46,143 attendees
passed through the gate, eclipsing by 6% last
year’s record total of 43,506.

“It was just a tremendous show, which is
not only good for us but good for the industry.
I think it is a real indicator that the industry
is healthy and growing.”

The show incorporates both Industry and
Public Days to create a true “hybrid show.”
Leach said that Industry Days, which ran
Monday and Tuesday, were also well-at-

Dutch Park Homes showed their new Monterey
FDL interior at the show in Hershey.

Canterbury’s newest Grand Haven destination trailer
offers an industry first: A loft in a destination trailer.

http://jamestownadvanced.com
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tended as the setting provides dealers
and manufacturers the opportunity to
network and concentrate on building
relationships.

Skyline
Skyline Corp. had five of its Shore

Park models on display at Hershey.
“We sell a lot of our park models to
places with water,” said Mike Scheid,
Skyline’s general manager for park
model RVs.

Skyline, based in Elkhart, recently
went through a three-month process
to bring their park model RVs “more up
to residential standards,” using the
same bed supplier as KOA, new fab-
rics, new cabinetry and a new high-
end heat-pump/air-conditioning
system that is quick and, most impor-
tant in RV parks, quiet.

The five units they displayed in Her-
shey were all U.S. models, and of the
three the company later displayed at
Elkhart’s Open House, one was a
Canadian model. The biggest differ-
ence between U.S. and Canadian models is
size, with a maximum of 400 square feet
under U.S. standards and more relaxed
Canadian standards that allow park model
RVs of up to 538 square feet.

While all of those Skyline models were
consumer-oriented, the redevelopment hasn’t
stopped. “We’re coming out with a new rental
product that’s campground and resort
friendly,” Scheid said. Details on that line aren’t
firm enough to make public yet, he said.

Dutch Park
The other park model RV manufacturer

whose product was in front of consumers at
Hershey and in front of dealers at Open House,
was Dutch Park Homes of Goshen, Ind.

Dutch Park largely focuses on the retail
market, and had its Monterey midpoint line
in two floorplans in Hershey, one with the
Seaside. “We were successful with both of
them,” said Larry Weaver, sales manager for
Dutch Park.

The company followed up at Open House
with one Monterey, their entry-level Cam-

bridge and their Sterling top-end model
which has a brand new approach. “We had
a Sterling, but I took it up a notch. It’s our first
attempt at top of the line, this was really a
gap in our line,” said Weaver. “The response
has been phenomenal.”

Demand was so strong this year at Dutch
Park, the company had a major backlog that
didn’t start to ease until fall started, Weaver
said. “It was definitely a problem.”

Canterbury
DNA Enterprises, which sells under the

Canterbury name, had six park model RVs on
display to dealers during Open House, five
American models and one Canadian.

In addition, they had two eight-foot-wide
destination trailer RV models on display, in-
cluding one with a loft, an industry first, ac-
cording to Kevin Wells, president of
Canterbury which, like Dutch Park, is based
in Goshen.

From their entry level Bayview to three of
their midpoint Parkvue models to their top-
of-the-line Select, Canterbury had a wide

range of their
products out.

The Select is
their fully cus-
tomizable line,
from the floorplan
to the location of
the fireplace.

Fairmont
F a i r m o n t

Homes Inc. of
Nappanee, Ind.,
brought a couple
of park model RVs
to display with the
Gulf Stream Coach
RV lines at Open
House. John

Soard, general manager of Fairmont’s park
model RV division, said he took one U.S. and
one Canadian unit to Elkhart. “We’ve really
had exponential growth in Quebec this year,”
Soard said.

“We went to some new colors this year,”
showing off new decors and window treat-
ments.

“It feels like there was a waiting this week
for dealers to come out and order at this
show,” Soard said.

At Fairmont, “we’ve sold some rentals in
the past. We’re not actively pursuing that
market,” he said.

Forest River
Forest River Inc. of Elkhart has continued

the regrowth of its park model RV division,

Canterbury’s Grand Haven line of destination
trailers supplements their park model RV line.

Forest River continues to grow its park
model RVs with the Quailridge (pictured) and
Summit lines, plus new KOA Deluxe Cabins.

mailto:pilotrock@rjthomas.com
www.pilotrock.com
http://silver-top.com
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showing off three American park model RVs
and one Canadian unit at Open House.

That division has worked over the last
couple of years to improve its products
under the direction of Gary Duncan, who
was named general manager of the division
in early 2013.

The Elkhart program saw the introduc-
tion of the Coastal Bay interior décor for
Forest River park model RVs, as well as a
new bath layout in one of its Quailridge
models that provides a more open feel and
makes the most of the limited space.

One of the marks of Forest River’s suc-
cess in improving its product line came ear-
lier this year when KOA named it one of its
approved suppliers of park model RVs.

Woodland Park
The other park model RV builder with a

significant Open House display was Wood-
land Park Inc., which welcomed dealers to
its factory in Middlebury, Ind. 

“We’ve always had a residential eye ap-
peal and fit-and-finish. Since 2011 we’ve re-
ally gotten serious about that; it’s become a
very concerted effort for us to take that to
the next level and really create a differenti-
ation in our product in everything we do
from the frame all the way up to the shin-
gles,” said Daryle Lambright, North Ameri-
can sales manager for Woodland Park.

“It’s a conscious approach to how we
decorate the units, the appointments that
we use, the drapes that we use, the furni-
ture we use. When the customer comes in
it feels like home.”

Lambright said that while the Open
House focused on retail dealers, “We have
expanded the rental market and continue 
to do so. We’re in a lot of RV shows 
and open houses throughout the year,” he
said. WCM

Breckenridge Leaves The Park Model RV 
Market, Focuses On Destination Trailers

One familiar name in park model RVs is
no longer building park models, with Breck-
enridgemoving its focus this year off of park
models and onto destination trailers.

During Elkhart County RV Open House
Week, Breckenridge — part of Heartland
RV, a subsidiary of Thor Industries Inc. —
displayed three destination trailers, but has
gotten out of the park model RV business,
according to Dave Burroughs, general man-
ager of destination trailers for Heartland.

“We are not dumping the Breckenridge
name. Breckenridge is very much a part of
it. We are looking to be one of the major
players in the destination market,” Bur-
roughs explained. The trailers, he noted, es-
sentially target the same demographic as
park model RVs.

Heartland has a dedicated plant for its
destination trailers, a first in the industry that
streamlines the process greatly by getting
rid of “batch building,” or only occasionally
running destination trailers down the line.

“We are building year-round. Our quality has
gone up exponentially since we’ve done this
because our employees are doing the same
thing every day. They’re really dialed into
this,” he said.

“We are going to do some great things
with this. We’re just really getting off the
ground and moving,” Burroughs said.

“Destinations is one of the best-kept se-
crets there is. It’s 400 square feet. What’s a
travel trailer? It’s 200,” Burroughs said.

“Breckenridge has always been known
for park models and for destination trailers.
We exited the park-model market. We’re fo-
cusing on the destination. A lot of people
say, ‘Why did you guys exit the park model
market?’  Well, our market’s changed.
Things change. This is a natural progression.
Breckenridge has always built a destination
trailer. It makes sense for Heartland, which
already had two destination units, to bring it
all together under one roof and really make
a go of it.” WCM

Online RV Community
Introduced in Canada

Edmonton, Alberta, RV enthusiast Scott
Krupa has launched a new website for RVers
in Canada, according to a written announce-
ment. RVwithMe.com is an online commu-
nity for RV owners and land owners in
Alberta and across Canada and the United
States that allows people to list land available
and RVs available for rent.

The site not only features complete RV
park listings, it also encourages landowners
to list any space they have available for boon-
docking in the summer months and RV stor-
age in the winter months. RVers can have a
less-cramped and quieter stay on private
land — while land owners make money for
allowing people to share their space. They
can also have a tailor-made experience that
they may not be able to get in a large RV
park.

“RVers will be able to find the right host
for their needs, from riding horses to getting
a ride in a tractor to picking grapes. The op-
tions will be limitless for RVers and will
match any budget,” said Krupa.

The site also offers RV rental listings for
those that are not quite ready to commit to a
new RV, or want to try it out before buying.

RVwithME.com offers quick and easy
search, booking and payment functions to
ensure that there are no issues when collect-
ing payment. Krupa also promises quality as-
surance — all RV sites are worth the visits.
Membership on the site is free.

Krupa started out in the RV industry
more than two decades ago building RV
parks in Alberta. After discovering the Airbnb
model of travel and hospitality, he decided
to unveil a new side to RVing that he thinks
will revolutionize the experience. WCM

www.kandkinsurance.com
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It has been a good year so far for
campground and RV parks in the Mid-
west.

And in the western U.S. And the
northeast, and in snowbird havens. And
...well, all around.

Last winter was good for the snowbird
parks, and for the northern tier this sum-
mer finished off strong to more than
make up for a late start. Not only that,
most early indications are that it’s going
to be a good fall shoulder season all
around — and another strong winter for
most snowbird parks from Florida to Cal-
ifornia.

Coming out of the summer season,
Matt Rose of the Recreation Vehicle
Indiana Council said that across his
midwestern state, “it’s been really good.
Most of the campgrounds that I’ve talked
to this summer are having better years
than they’ve ever had. They’re happy and
doing well.”

For instance, Rose noted that at one
campground, it’s been a multi-year up-
swing. “Last year they saw a 13% in-
crease from 2012 to 2013; they’re on par
to match 2013’s numbers — and maybe
even eclipse last year,” Rose said.

The same is holding true for Texas.
“It was actually a really good summer

for a couple of reasons. We ended the
spring season and started off the summer
season with some rain, which is really re-
freshing. Our rivers and our lakes came
up quite a few feet, and that helped es-
sentially all the parks that were located
on water,” explained Brian Schaeffer,
executive director of the Texas Associa-
tion of Campground Owners (TACO).
“Our summer here has been much cooler

than in previous years. It really seemed
to encourage folks to get out and camp.
From that standpoint we did well.” 

In addition, Schaeffer told Woodall’s
Campground Management, “overall the
economy in Texas is just screaming hot.
We had a lot of folks coming in on work
projects and a lot of our parks had sea-
sonal workers in them. We kind of have
a shortage of housing here, so as people
are moving to the area, they’re staying in
campgrounds until they can either buy
or build a house. We’re up not only for
weekends, but monthly,” Schaeffer said.

“We had a board meeting recently and
we (TACO) have campgrounds from all
around the state, and in talking to the
park owners, their summer numbers
were up about 10-12%,” he said. “Truly
we are blessed. Business is good. Even
this time of year with school back in ses-
sion, parks are full,” Schaeffer said.

When 105 members of the Northeast
Campground Association (NCA) gath-
ered in Vermont for this year’s Great Es-
cape, they were pleased with the
just-ended summer, said Cyndy Zbier-
ski, executive director of NCA, which en-
compasses the states from Maryland to
Maine. “Around the NCA board table
with each of our reps as they gave their
state reports, they were all a resounding,
‘This was a good season,’” she said.

“We talked about a strong Canadian
market in many states and a wonderful
new European market growing in several
states. There was even mention of a
growing group from Latin America and
from the Indian population that 
absolutely love camping,” Zbierski 
reported.

“Maryland enjoyed a great summer
season. They had a very good season.

“Pennsylvania, they were boasting a
strong camping season. It was a wonder-
ful conversation,” Zbierski added.

Even in Florida, which isn’t typically

a state with a strong summer season —
“We’re always glad to see summer go,”
said Bobby Cornwell, executive director
of the Florida Association of RV Parks
and Campgrounds (Florida ARVC) —
summer treated operators of RV parks
and campgrounds unseasonably well.

“It’s been a real good year and a good
summer for most, better than normal.

It’s slower than the rest of the year but
for summer it’s been good for us,” Corn-
well said. “Overall business has been
good.”

In Arizona, “Some of our members are
reporting significant year-over-year gains
in occupancy,” said Jo Ann Mickelson,
executive director of the Arizona Asso-
ciation of RV Parks & Campgrounds,
in a written announcement. One
Flagstaff-area park saw bookings through
the summer up from 8% to 12% and ex-
pects to end 2014 about 5% to 7% ahead
of 2013. Another northern Arizona park
reported a 17% increase for the first eight
months of the year, according to the Ari-
zona association, while other northern-
Arizona parks saw summer business on
par with last year.

Next door on the West Coast, there
were similar positive reports coming
from the end of summer.

Debbie Sipe, executive director of the
California Association of RV Parks
and Campground (CalARVC), told
WCM, “it’s all anecdotal, but people are
up.”

Even in less touristy areas, one park
was up 17% for the year, having “a phe-
nomenal season all the way up in Cres-
cent City, just a few miles from the
Oregon border. It really means people are
back out on the roads,” Sipe said.

For her part, Sipe said the best way to
get solid numbers is to look at Kamp-
grounds of America Inc. (KOA), which
has nearly 500 franchise and company-
owned locations. “At this point they ob-
viously have the best statistics out there
in the market,” she said.

And those statistics bear out the anec-
dotal information about the ongoing
growth for RV parks and campgrounds as
a whole.

Coming out of summer, “I think the

whole industry had a great year— at least
KOA did,” said Toby Hedges, KOA vice
president of marketing. “The summer
season was great for us. On a short-term
basis for the summer, we were up 6.8%
over last year in terms of camper nights.

“Year to date, we’re up almost 8% in
registration dollars,” Hedges said. “Our
big weekends were really strong, Labor

Despite a Frigid Start in the Northern Climates,
2014 Is Shaping Up As a Good Camping Year

Northern Arizona parks, like Meteor Crater RV Park in Winslow, reported
strong summers and their southern counterparts expect another strong winter.

California RV parks and campgrounds, like beachfront
Dockweiler Beach RV Park in El Segundo, were upbeat
about the summer, and winter looks like it will be good, too.

‘Truly we are blessed. Business is good. Even this time of year with school
back in session, parks are full,’ said Brian Schaeffer of the Texas Association of
Campground Owners — and his state isn’t alone.



Day, Memorial Day, our Value Kard
weekend — that was up 9% over the
same weekend last year,” she said.

“Last year was a great year for us, so
we’ve seen year-over-year increases on
everything. We’re really pleased with
how things are going,” Hedges said.

Looking at KOA’s geographical break-
down, Hedges told WCM, “everywhere
had a really strong year. The Southeast
and the Southwest had the strongest
year-to-date numbers so far.

“The winter definitely was hard, but
the summer really picked up for sure,”
Hedges said. Once summer wrapped up,
New England and Canada had at least
not lost ground due to the start of 2014,

when “Polar Vortex” entered the popular
lexicon. “New England’s pretty flat from
last year and eastern Canada. That can
definitely be impacted by weather,”
Hedges said.

KOA made major marketing pushes
this year — on television and in online
advertising, efforts that brought in some-
thing like $9.5 million in registrations
across the KOA system this year, accord-
ing to Hedges — and KOA has seen “a
lot of growth in mobile registrations,” or
registrations made through smart phones
or tablet devices. “We launched a mobile
app last November which has just been
huge,” she said. As of mid-September,
“we had almost 160,000 downloads of
that app,” Hedges reported.

“I think we’ve got a lot of things going
in the right direction in terms of brand
awareness,” she said, but there’s
spillover that benefits the industry. “It’s
not just KOA awareness, it’s camping
awareness.”

KOA’s “What’s Behind the Yellow
Sign” campaign resonates with con-
sumers in a way similar to how the
“Away” campaign by the Go RVing Coali-
tion does, Hedges noted. “It just seems
to evoke this curiosity, people want to
connect outdoors, they want to stay.”

While the mobile and marketing 
efforts definitely contributed to KOA’s
numbers, Hedges said, “I think it’s com-

You can see it, feel it, and hear it as you wander down the roads
of nearly every snowbird or Winter Texan park come November/De-
cember: Friends new and old meeting and greeting one another,
catching up on life, and making plans to work together on activity
programs where they share a mutual interest. 

Yes, work together. A longstanding trademark of winter-season
parks is community and a sense of participation and camaraderie. 

“Our guests want to be part of the activities; they are excited and
passionate about the program and take a personal interest in its im-
plementation and success,” said Tom Clark, resort manager at the
award-winning Bentsen Palms RV Village in Mission, Texas. It turns
out that guests are the “secret” in their winter season recreation
program’s success. 

Upon arrival in November, Bentsen Palms’ guests sign up for the
activities that they’d like to assist with. From kayak tours to pancake
breakfasts and margarita happy hours to dance lessons and wood-
shop, there’s something of interest for volunteers of all stripes. “Ac-
tivities are an essential component of guest satisfaction. It’s
important to them. It’s one of the biggest reasons they come to our
resort. They love to be part of it all, they know what to do and take
pride in how well an event is run,” continued Clark. 

Even with a full roster of volunteers, Bentsen Palms employs an
activities and guest services staff. They’re responsible for oversee-
ing the program as a whole, setting up and breaking down events,
and managing the day-to-day details of running a very busy depart-
ment. To educate or refresh their training — 90% of the staff are re-
turning workers — the staff arrives two weeks before the season
begins in earnest and participates in a mandatory two-week orien-
tation. 

Much like a high end-concierge service, guest services is housed
in its own building and is the go-to place for information, tickets,
Bentsen-Rio Grande Valley State Park passes or any other needs
the guests have as they pertain to recreation. This is also where
guests turn to rent ATVs or borrow the complementary bicycles,
kayaks and canoes. In addition to in-person assistance, the activities
and guest services department utilizes an email account to stream-
line the guests’ needs.

Work to Make the Program Work
A vibrant volunteer group and staff are not all that’s required

for a successful winter activity program. Today’s snowbirds and
Winter Texans are active and desire both familiar and challenging
things to fill their days and nights. In this resort’s case, world-class
recreation is the goal they continuously work toward. According
to Terry Goss, Bentsen Palms’ general manager, a successful win-
ter rec program requires variety in offerings and ample marketing
and communication. 

For example, guests can partake in classic winter rec events such
as bingo, card games and horseshoes but they can also take advan-
tage of the rifle range where they can practice skeet and trap shoot-
ing, compete in cook-offs or even garden their own 10 by 10-foot
organic plot. “We’ve reinvented the recreation offerings at our park
and continue to innovate based upon what our guests tell us they
want,” remarked Clark. “We encourage them to get out and partake
in activities that might be new to them or not available at home —
this may include bird watching, Zumba or exercising their pet at the
resort’s dog agility course.  

To keep the guests informed of the program, past events, news,
and upcoming happenings Goss and his team deploy a robust email
marketing program, publish a monthly newsletter, and post ample
photographs, videos, and other information on their website. Using
a WordPress platform, authorized team members are able to log onto
the site to assist in maintaining an always up-to-date representation
of their resort.  

Some Snowbirds Actually LIKE Snow
Regardless of the time of year, avid campers want to get out and

enjoy nature in all its seasonal abundance. And that couldn’t be truer
than at Timber Ridge RV & Recreation Resort in Traverse City, Mich.
As to be expected, the park has a robust summer activities program,
but when Old Man Winter calls the sporting fun begins. 

“Our winter activities kick off with the largest point-to-point
mountain bike race in the country, the Bells Beer Iceman Cometh
Challenge,” said resort co-owner Kristin Levesque. “While we don’t
manage the event itself, we do handle many other functions that
make this a successful event including bringing in local restaurants
for a food court and obtaining a special one-day liquor license al-
lowing us to sell beer (upwards of 60 kegs) for the event, which
brings quite a bit of revenue going into the winter season.” 

The winter season begins in earnest with the first snowfall. Stay-
ing in one of Timber Ridge’s 16 cabins or six deep-water campsites,
guests come to enjoy the adjacent state cross-country skiing and
snowshoe trails. Onsite ski and snowshoe rentals are available as
well as day passes, providing secure parking and restrooms for vis-
itors. Snow biking is a recent addition to Timber Ridge’s winter lineup. 

“This has brought us a new group of outdoor enthusiasts and
some additional ancillary income. We subcontract a portion of our
park office/lodge to a local bike shop who rents fat tire bikes for the
snow biking and provides guided rides day and night,” she added. 

Every winter Wednesday evening is Ladies Night, offering a va-
riety of informational and exercise activities, something different
every Wednesday from nutrition to what’s new in equipment and
clothing to ski techniques and ski lessons for all levels. Wine and
snacks, provided by the park, are the reward when the ladies come
back in from skiing or snowshoeing. 

Each month brings a special event to the resort but none closer

to Levesques’ hearts than the Suds & Snow Microbrew Festival. A
signature event that Timber Ridge established, it is entering its ninth
year. “Our Michigan beer festival commemorates the end of winter
and celebrates the many outdoors activities that take place on our
trails,” continued Levesque. “It features live music and sees an ap-
proximate 900-1,000 people in attendance. We sell event tickets and
individual beer and food tickets. A commemorative glass is always
given with event purchase. And best of all, the event is a fundraiser
to benefit local adoption and foster care agencies. We’ve raised over
$30,000 in the past eight years.” 

Timber Ridge’s winter activities program is promoted heavily via
email marketing, working closely with sporting groups and sporting
goods stores, handing out posters and hanging flyers, newspaper
advertising, and social media – especially Facebook. The winter pro-
gram is also talked up at the resort’s RV show booths. The program
itself is run with a skeleton crew, Levesque and one other. Like south-
ern winter season parks, guests are more than happy to assist and
feel a sense of pride being part of the “in crowd.” 

While Winter Marks A Close For Some Parks, 
Others Are Gearing Up For Their Busiest Season
Two campgrounds — one in Texas, the other in Michigan — have very different weather, but both
manage to have vibrant winters by offering a variety of activities. ‘Activities are an essential com-
ponent of guest satisfaction. It’s important to them,’ said Tom Clark of Bentsen Palms RV Village.
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Winter Texan campers at Bentsen Palms RV Village
in Mission, Texas volunteer their time staffing the
park’s many activities, including bird watching.

Timber Ridge RV & Recreation Resort in Traverse City, Mich.
embraces the winter with seasonally appropriate activities.

Arizona’s Flagstaff KOA benefitted from
more KOA marketing this year.

Gearing Up – continued on page 23
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bined with the strength in the RV indus-
try; consumer confidence is up.”

Indiana’s Rose agreed. “People are re-
alizing that vacationing with their family
in an RV is a more flexible and affordable
way of taking a family vacation. It’s just
more people being introduced to the RV
lifestyle. More people buying RVs means
more people staying in campgrounds.”

In Arizona, Bruce Brossman attrib-
uted Grand Canyon Railway and
Hotel’s RV park increase of 17% this
year to a variety of things. Stable fuel
prices and the park’s pet boarding facility
contributed, he said in the Arizona
statewide announcement, but also to the
website’ online bookings.

In talking about the reason 2014’s
been good so far, Florida’s Cornwell —
who also serves on the board of the Na-
tional Association of RV Parks &
Campgrounds (ARVC) — said, “I guess
it’s just the economy overall. We’ve seen
an increase gradually over the past four
years, every year’s gotten better and bet-
ter. People are traveling again, gas prices
are lower, the RV industry itself, the RV
dealers have had a big rebound in
Florida,” he said.

In addition, “Florida tourism has been
up, all aspects of the industry have been
up. That always relates to RV parks and
campgrounds.”

That trend looks like it will continue
into the winter, Cornwell said. “At least
half our parks really rely on that January-
through-March business. Last year it was
strong and there’s every indication it will
be again,” he pointed out. “Right now
it’s all pretty sunny skies ahead, if you
will. We don’t have any occupancy sur-
veys we do on a regular basis, but reports
are it’s better than normal. Spirits are up.
The campground owners and managers
seem real excited about the fall season
and winter coming up. Reservations are
up from years past,” he said.

The winter optimism is spilling over
to Florida ARVC participation, he added,
with twice as many people as normal
planning to attend the association’s fall
meeting.

Hedges said across the KOA system,
“We’re coming off a really strong sum-
mer and looking ahead we have no rea-
son to think we’re not going to have a
great winter.

“I think the snowbird season’s going
to be up, with gas prices going down.
We’re optimistic about the winter,”
Hedges said.

While school’s start marks a downshift for most of the
family focused Yogi Bear’s Jellystone Park Camp-
Resorts across the U.S., one park in Ohio is pushing
deeper into the fall shoulder season, while two others —
one in Texas and one in North Carolina — shift their 
attention more toward retirees and other winter visitors
traveling without children, a push into a demographic
that’s poised to grow.

In Shreve, Ohio, Whispering Hills Jellystone Park
opened a five-acre maze next to the 220-site campground,
according to Leisure Systems Inc. (LSI), franchisor of the
Jellystone system.

It’s a push to make the fall season more productive for
the Midwestern park. “We have cut two miles of path-
ways, which will be available for our park guests as well
as local residents to explore,” said Matt Smith, a
spokesman for the campground. Whispering HIlls has
been owned and operated by three generations of the
same family since Wayne and Ruth Murray opened the
park in 1969, 

The corn maze will be transformed into a haunted at-
traction in October to complement the Halloween-themed
activities at the campground, which include campsite
decorating and costume contests.

“If the weather allows and we have enough interest,
we may keep the corn maze open until mid-November,”
Smith said, adding that the park has been very busy this
year since it joined the Jellystone Park chain. “Every
week we gain momentum with an extremely happy
camper base that is spreading the word,” Smith said. 

Looking ahead to 2015, Smith said the improvements
will continue with the installation of waterslides and con-
struction of a new area of the campground for seasonal
campers that will include a private clubhouse with an out-
door kitchen, pool and hot tub. “We are initially planning
on 70 seasonal sites, but we have room to expand by an-
other 30 sites at a later time,” he said.

Meanwhile, Jellystone locations in Burleson, Texas,
and Tabor City, N.C., are holding onto the core Jellystone
family focus — they, too, have plenty of family fall 
activities planned — while branching out into an older 
demographic.

According to a report released in May by the U.S. Cen-
sus Bureau, “By 2029, when all of the Baby Boomers will
be 65 years and over, more than 20% of the total U.S. pop-
ulation will be over the age of 65.” 

That shift isn’t limited to the Baby Boomers, either. The
census bureau estimates that by 2056, there will be more
Americans age 65 and older than 18 and younger.

While there are decades before that shift happens, ac-
cording to LSI, at Jellystone Park Camp-Resorts across
the northern tier of the U.S., Yogi Bear and Boo Boo typi-
cally hibernate for the winter sometime in November and
don’t wake up until young campers return with their fam-
ilies in the spring.

But that’s not the case at the North Texas Jellystone
in Burleson, which is open year round. “Yogi never hiber-
nates,” said park manager Steve Stafford. “We shift
gears.”

So instead of offering youth-oriented activities, North
Texas Jellystone Park focuses on entertaining adults,
specifically Winter Texans who are hoping to avoid hiber-
nating in the frozen north.

“We are developing a growing array of activities and
special events to keep our Winter Texans and other win-
ter visitors entertained,” Stafford said.

New for the 2014-’15 winter season will be live country
music performances on Nov. 7-8 and 14-15 and Christmas
parties on Dec. 18-19 with food, live music and hay rides
through Christmas lights in the park.

Stafford is also organizing a murder mystery weekend
and a Civil War re-enactment weekend as well as a craft
beer weekend and chili and steak cook-off weekends.

Unlike Burleson, at the Tabor City Jellystone Park Yogi
and friends will hibernate —but the park won’t. “This year
we will make a nighttime event out of it over Thanksgiving
weekend,” said assistant manager Rebecca Murphy. “We
hope to have all of our guests get into their pajamas and
we plan to take them on ‘hey’ rides to put Yogi, Boo Boo
and Cindy Bear to sleep in a yurt. Then we have milk and
cookies so all the parents can put their kids to bed.”

The 170-site campground will not shut down. Instead,
the park provides different kinds of activities designed to
appeal to retirees and other winter visitors who are trav-
eling without kids.

“Our winter activities include crafting and knitting
classes as well as bingo games and potlucks,” Murphy
said, adding, “We are developing golf outings as well as
museum and art gallery tours for our winter visitors. Ad-
ditional winter activities will include senior fitness
classes, horseshoes, bag toss, ladies lunch outings, trivia
games and holiday socials.” WCM

Beyond the Shoulder Season, Some Jellystone Parks 
Are Setting Their Sights On A More Mature Crowd

An improving economy is one of the reasons
most people cited for the strong summer
camping season.

www.yurts.com
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In California, Sipe was more cautious
about a winter outlook, though certainly
not pessimistic. She said it’s simply too
early to have any solid expectations. “I
would guess probably that 30% of our
membership are key snowbird destina-
tions. The summer’s obviously the ma-
jority of the season, but the snowbirds
are certainly a good chunk of California’s
business.

“We should start to see here in an-
other month the ‘enroute’ parks picking
up to tell us how good the season’s going
to be.”

Schaeffer said early indicators are a lit-
tle clearer that Winter Texans are again
headed south, with overall bookings up
about 5% to 10% over last winter.

“Nearly every part of Texas looks
good. Reservations are up. The possible
exception would be the Rio Grande Val-
ley, which is flat.” News reports about vi-
olence along the Mexican border have
created a serious public-relations prob-
lem with areas along the Rio Grande.
“There’s a perception that’s not good,”
Schaeffer said. “There are a couple of dif-

ferent entities that are putting a big push
on in PR,” he said. “It’s as safe as ever,
there’s no issue with the parks,” Schaef-
fer said, but he acknowledged it’s an up-
hill battle. “You get that on cable news
24/7 for a couple of weeks, your gover-
nor’s on, and people start to think,
‘There may be a problem there.’”

Hedges said it’s a problem KOA is
monitoring because of the effects on
KOA locations that, in the past, were
popular valley destinations for Winter
Texans.

The silver lining, Schaeffer said, is that
parks in the Rio Grande Valley are report-
ing flat business instead of the declines
that have been the norm over the last few
years.

The other good news for the entire
state of Texas, Schaeffer said, is that Win-
ter Texans aren’t melting away, just set-
tling down farther north.

“In the Hill country, around Houston,
even in the northern part of the state their
bookings are up, probably they’re picking
off folks who would normally head to the
valley.” —Justin Leighty WCM

Both Clark and Levesque will attest to the
same facts that summer-season rec opera-
tors espouse: These programs are not profit
centers in themselves. In fact, they can be
cost centers. In Levesque’s case, day-pass
fees, rentals, festivals and other events
bring in enough income to remain viable
throughout the winter. 

As for Bentsen Palms, most activities are
complimentary with the ones that carry a
small fee supporting the program. One type
of funding event, “big name” entertainment
evenings, requires a ticket purchase. Resort
guests have the first option but then the re-
maining tickets are offered to the public.

This is standard operating procedure for
many neighboring RV parks and resorts and
is intended to cover costs plus a bit more.   

In the final analysis, modern snowbirds
and Winter Texans want the same experi-
ences as their predecessors: A welcoming
place to stay, the opportunity to develop
lasting friendships, a chance to be part of
something bigger and to give back to their
community. 

“For many guests, this is their second
home, a place they can be active and ad-
venturous,” said Clark. “For our staff it’s an
opportunity to have fun, make friends, and
make a difference. In this perfect world
everyone feels at home…and it’s good to be
home.” —Evanne Schmarder WCM

Gearing Up —from page 23
KOAs across North America, including this one in Petaluma,
Calif., reported strong business through September.

KOA, Lazydays RV Join 
For First Joint RV Rally

Oktoberfest at Okeechobee KOA is
the first time Kampgrounds of Amer-
ica Inc. (KOA) is putting on an RV rally,
and they’re doing it at the Florida site
with the help of Lazydays RV and Fan-
tasy RV Tours.

The rally will happen Oct. 17-20,
and the organizers are billing it as an
“historic event,” one that’s “part expo,
part carnival and all fun,” according
to a written announcement from KOA
and information from Fantasy RV
Tours.

“This will be a great chance for
campers to enjoy a true rally atmos-
phere while staying at one of our best
KOA campgrounds,” said KOA CEO Jim
Rogers. “KOA camping is all about re-
lationships and the fun of interacting
with other campers. Rallies like ‘Okto-
berfest at Okeechobee’ can be a show-
case for great KOA camping.”

There will be 360 RV sites dedi-
cated to the rally, which includes
catered pool parties, an Oktoberfest
“biergarten,” a golf tournament, a
Lazydays show, seminars, cooking, a
tennis clinic, photography and crafts
workshops, a pet parade and other
events, plus prizes. WCM

http://southeastpublications.com
mailto:sales@bbelec.com
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and getting back to our family roots has
long been a dream of ours. We believe
strongly in sharing our way of life and
western culture with others.” 

When they bought the ranch, the 625-
acre property needed some cleaning up
and consisted of “a burnt-out ranchhouse
and an arena filled with weeds because
no one had been living there for quite
some time,” according to Chip Watts.

After a general cleanup and creating a
place to live, construction began in 2000
with the office. 

The first phase of campground-specific
construction began on a cold December
day in 2001 by pouring the concrete floor
for the showerhouse. The north-end three
rows of the campground and the tent
sites were completed in time for opening
in the summer of 2002. 

Three years later phase two began and
three more rows were added to the south
end of the campground, plus the “Cow-
boy Cabins” and “Super Sites” were
added to the 66-site park.

Chip Watts’ passion for local history
extends to personal tours of the area.
While they offered them for a while,
horseback tours are no longer given due
to the issues with finding good horses for
that type of work. Now, Chip’s vehicle
tours extend far beyond the Little
Bighorn, with visits to the Bighorn Moun-
tains, Pompey’s Pillar and the Bozeman
Trail Corridor. His extensive knowledge of
the history of this area makes for a very
interesting tour. 

Involvement with the local residents is
also important to foster good relation-
ships with their neighbors, the couple be-
lieves. The Watts respect the traditions of
the local Crow Indians — even to the ex-
tent of outfitting and setting up the camp-
ground’s teepee in traditional Crow
fashion with the entrance facing east. 

As a career educator, Sandy is still in-
volved and active as superintendent of
schools for Bighorn County and the cou-
ple enjoys teaching visitors about the

CAMPGROUNDPROFILE

area, its people and their customs. As
Sandy put it, “We have St. Labre Indian
School here and we have quite a few dif-
ferent cultures here. We have a Mennon-
ite school, we have Amish in the area and
quite a few cultures that people don’t
even know about.”

Chip and Sandy Watts pride them-
selves on keeping a clean and orderly
campground, without imposing overly re-
strictive rules on visitors. Chip said that,
“If you present a neat and clean facility,

Not many campgrounds are located
immediately next to a national monu-
ment. At Seventh Ranch RV Camp, it’s
a major reason to stop in Garryowen,
Mont. The campground lies on the edge
of the Custer Battlefield National Monu-
ment, right alongside the Little Bighorn
River — site of George Armstrong
Custer’s famous “last stand.” A climb to
the top of the hill on the east edge of the
campground gives you a bird’s eye view
where you can survey the battlefield, in-
cluding Last Stand Hill in the distance.

This is the perfect location for Chip
and Sandy Watts, a pair of former teach-
ers who have a real passion for western
history. They purchased the ranch in
1992 from the former owner, Henry
Weibert, author of “Sixty-Six Years in
Custer’s Shadow.” 

The ranch had been neglected and
Weibert was glad to sell to a family who
had more than a passing interest in west-
ern history, according to the Watts, both
fourth-generation Montana residents.
“Chip’s great-grandfather was punching
cattle near Mission Creek when Custer
was killed and my great-grandfather was
one of the first stagecoach drivers and
mail carriers in Yellowstone Park,” Sandy
Watts noted. “Owning our own ranch

people generally tend to keep it that way.”
Sandy mentioned that there were times
when some people removed their shoes
and left them lined up outside the shower
rooms rather than track any dirt in. She
even related one instance where, “We had
three little girls who went into the show-
ers and weren’t coming out so when
someone asked about it I went in to
check on them. They were sitting down
on the clean floor in the handicapped
shower stall and having their tea party.”

The campground also has a less-re-
strictive policy regarding reservations.
They use Campground Master software in
their business but do not tie their credit
card machine to it to avoid any potential
security risks. As Chip explained, “For se-
curity purposes we don’t keep credit card
numbers in the computer and we don’t
take credit card numbers over the Inter-
net.” Reservations can be taken over the
phone or a preregistration form can be
printed off the website and either sent via
fax or pasted into an email and sent to
Seventh Ranch. No credit card informa-
tion is taken up front. All credit card
transactions are done at the time of
check-in. “It’s easier to not have to refund
and it builds better trust,” Chip pointed
out.

The atmosphere at Seventh Ranch is
friendly and rural. Birds and rabbits can
be found all over the campground and
there are dozens of unique, custom-made
birdhouses placed on top of fence posts
throughout the park. Being a modern
working ranch also adds to the atmos-
phere — as does being in the middle of
the Crow reservation and next to a na-
tional battlefield. 

Every visitor is cheerfully greeted and
each member of the family given a free ice
cream bar upon check-in, then escorted
to their site and guided into their spot to
make things easier for the guest. It’s
amazing how big of an impression a little

Old covered wagons dot the property and evoke
the western heritage at Seventh Ranch.

The 70-foot-plus pull-through sites can easily accommodate Class A motorhomes
with dinghies. The ranch also boasts three 100-foot-plus Super Sites.

Overview of campground from the overlook hill — which also
provides a birds-eye view of the location of Custer’s Last Stand.

Owners Chip and Sandy Watts in the Seventh
Ranch office in southern Montana.

Situated Next To Custer’s Last Stand, Montana’s 
Seventh Ranch RV Camp Is In A Unique Position



The open-air “Cowboy Café” provides a great
meeting place for camping groups or rallies.

The Watts have renovated the campground in stages. They opened the loca-
tion in the summer of 2002 and added four Cowboy Cabins three years later.
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Campground Overview
Name: Seventh Ranch RV Camp
Address: PO Box 117, Garyowen, MT
59031
Number of sites: 48 full hook-up
sites, 18 water/electric, one teepee,
20 tent sites, four Cowboy Cabins
with heat and air conditioning
Physical description: Five-acre camp-
ground set into a 625-acre ranch set-
ting along I-90 exit 514 frontage road
on the edge of Custer Battlefield Na-
tional Monument.

Season:May 1-Oct.1 

Rates: Full hookups: $43 ($38.70 w/
discount). Water/Electric sites: $40
($36 w/ discount). Tent sites: $30.
Cowboy Cabins: $55
Website: www.historicwest.com
Contact information: Information:
(406) 638-2438, Reservations: (800) 371-
7963, 7thranch@historicwest.com

free ice cream makes on arriving guests
after a long day’s drive.

A pavilion for group activities and the
cowboy café are centrally located in the
campground, surrounded by 70-foot-
long, roomy pull-through sites. Grills and
picnic tables are provided at each site.
And what would a Montana campground
be without horseshoes? A large horseshoe
pit is located near the shower rooms and
pavilion as well as a playground with a
number of activities, including tetherball
and a very popular airplane “ride” for the
young RVers.

The campground sites are all level and
terraced as needed where the property be-
gins its gradual slope up to the battlefield
overlook. Any location in the park is great
to view the amazing western sunsets.
Three 100-foot-plus Super Sites are lo-
cated up on the hill. 

Although a 42-foot motorhome and
towed Jeep would easily have fit into any
of the 70-foot-plus regular pull-through
sites, the Super Sites — with the hillside
on one side — give the impression of
truly being out alone in the rolling hills
of Montana, and a hike up the nearby
path to the top of the hill provides an ex-
cellent view of the Custer Battlefield.

Seventh Ranch’s office has a very small
selection of items for sale and only stocks
the bare necessities, instead preferring to
offer a book swap area and history DVDs
for the guests to use. The campground
doesn’t accept check-ins after 10 p.m.,
but a large parking area is available up
front by the office where late arrivals can
spend the night until checking in the next
morning. Seventh Ranch is located in a
very quiet and safe area, but the separate
late-arrival parking is done so as not 
to disturb existing guests, as the Watts
family explained.

Chip and Sandy Watts rely on four to
six sets of work campers during the sea-
son, which runs from May 1-Oct. 1, to as-
sist in escorting guests to their site,
staffing the office and the usual mainte-
nance chores. 

Seventh Ranch is a Good Sam park
and also offers discounts to Family Motor
Coach Association (FMCA) members, Es-
capees Members and active-duty military
personnel. They also belong to the Na-
tional Association of RV Parks and Camp-
grounds (ARVC) and the Campground
Owners of Montana.  —Mark Quasius
WCM

www.checkboxsystems.net
www.hialeahmeter.com
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90 Days Downunder: 2 Americans, 1 Road Trip

Editor's note: Woodall’s Campground
Management contributor and columnist
Evanne Schmarder recently spent three
months in Australia. Schmarder and her
husband, Ray, headed to Australia’s east
coast to explore and film the food and 
caravan travel culture for their “90days-
downunder” TV/website series. Episodes
can be seen on Rollin’ On TV as well as at 
RVCookingShow.com.  

Here she presents her firsthand view of
the Australian caravan industry through
the eyes of a North American RVer and
campground-marketing expert. 

We arrived in Melbourne, Victoria, Aus-
tralia ready to embark upon our “90Days-
Downunder: 2 Americans, 1 Road Trip tour,”
greeted by an upside-down timetable and a
parade of opposites attracting. On the other

side of the world, May is autumn. With a
chill in the air and the promise of dazzling
fall colors, Australia’s gray nomads — what
we call full-timers or Winter Texans —
begin their winter migration (north!!) seek-
ing warm welcoming climates. The majority
of Australia’s population lives along the
perimeter of the continent and for those liv-
ing or traveling on the eastern seaboard,
tropical northern Queensland is the desired

destination. It’s much like Florida with lush
vegetation, ample seashore, and a bit of hu-
midity in the balmy winter air.  

Rigs on the Road
They travel in an illuminating variety of

vehicles, with an extraordinary number of
options coming from nearly 200 camper
manufacturers. While similar in concept,
they look a bit different. Expandas — travel
trailers with a soft-side pop-up roof — are
everywhere. Travel trailers, called cara-
vans (or vans for short) appear to be the
most popular way to go. Much like home,
vehicles with their own engines are called
motorhomes: Class A, B, and C fall in this
category, with Class A motorhomes the
least common of the three. Fifth-wheels lag
behind and are seldom seen in abundance
like they are in any U.S. campground. My
favorite set-up, however, is the Complete
Campsite hard floor range (completecamp-
site.com.au), a wacky and wonderful tent
camper that folds out from a short trailer. It
tows behind an SUV, Jeep, or even a hefty
car and seems a no-hassle way to take it
all in. 

Regardless of the RV or ’van style, units
in Australia are typically shorter and smaller
than their U.S. counterparts. Slide-out
rooms are uncommon, a sight to gawk at as
you pass by. That being said, most park op-
erators are looking to the future — and the
future looks bigger. Aussies want the larger,
roomier rigs and aim to emulate the Ameri-
cans; therefore, many campgrounds are
overhauling their sites to accommodate
longer and wider units. Incredibly popular
are screened rooms, or “annexes” as they
call them. They come in front-only sun-
shades, two- and three-panel rooms. Left to
their own devices, campers will add a room
to both sides of their units as well as add an
extra panel to the depth of the room. In
some parks this is not only accepted but the
order of the day; in others it’s a tight fit but
everyone wants the extra room so it’s toler-
ated — to a point. 

Because the vehicles are driven on the
right-hand side, the camper doors, awnings
and site patios/slabs are all on the left side
of the vehicle, which required some getting
used to by this American camper.

As an overseas traveler, a campervan
rental seemed to make the most sense. We

worked with thl and its maui Motorhomes
line and couldn’t have been happier with
the product and experience. With four dif-
ferent types of units in their rental inventory
sleeping from two to six, apartment-style
kitchen and cookware, bedding, towels,
cleaning tools, cords and cables, and 24-
hour on-call assistance, it was as easy as
getting in and hitting the road. Driving our
two-person Ultima was an absolute pleas-
ure. Many locations we visited were “RV-
friendly” and the maui was small and
nimble, allowing us to park in town or along-
side the beach for a picnic stop. 

Speaking of driving, the theme of the day
(everyday)? Keep left. They drive on the left
side of the street from the right side of the
vehicle in Australia. Speed limits are posted

Australian RVers travel in an illuminating variety of vehicles, with an extraordi-
nary number of options coming from nearly 200 camper manufacturers. One, called
Expandas — travel trailers with a soft-side pop-up roof — are everywhere.

Screened rooms, or “annexes” as they call
them, are popular with Australian RVers.

www.campgroundmanager.com
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in kilometers and are rather modest. 110km
(66mph) is the fastest we saw, with 80-
100km (48-60mph) being more the norm.
They take their road rules seriously and
speed cameras are more expected than a
novelty.

Accommodations
Just like in the U.S., parks in Australia

come in all shapes and sizes from modest
mom-and-pops to award-winning mega-
resorts. City or county parks are called
council parks. There are a few park groups
including BIG4, Top Tourist and Discovery
Parks — and all have a wide range of invit-
ing facilities, a variety of sites, and roofed
accommodations. Included with our maui
Motorhome paperwork was a BIG4 camp-
ground guide, a clever marketing partner-
ship that helps not only the consumer but
the park owners/operators as well.

For those not wanting or needing a holi-
day park experience, “free camping”
abounds. In fact, there’s a full-blown asso-
ciation dedicated to the free camping
movement as well as at least one national
magazine. It’s not unusual to see RVs and
caravans of all sizes and shapes set up for
the night in rest areas, alongside rivers and
lakes, or at gorgeous natural areas. This is
a huge bone of contention with park owners
and operators across the country, espe-
cially since many of the services — water,
dumping, etc. — offered at free camps are
subsidized by the government.

In terms of electrical service at camp-
sites, 240v/15amp power is the norm and is
comparable to 120v/30amps in the U.S.
Water is available at most sites and a small
drain for gray water dumping, called sul-
lage, is onsite as well. Unlike what we’re
used to, most rigs in Australia use a cas-
sette toilet rather than a black tank. Either
way, parks offer a convenient dump point
for black water and, like in the U.S., tank
chemicals are an environmental issue. 

Bathhouses are called amenities blocks.
That’s where you’ll find the (rather expen-
sive — $4-$6AU to wash, $1AU for 10 min-
utes of drying) laundry rooms and
communal clotheslines as well as commu-
nity dish sinks. 

Limited and often unreliable Wi-Fi ac-
cess is available, occasionally free, other
times for a fee. This is quickly becoming un-
acceptable by the camping public thus forc-
ing improvements at the park level.

'En Suite' Sites 
Two fun and fabulous differences we’ve

discovered downunder are “en suite” sites
and camp kitchens. For just a few extra dol-
lars, campers can stay on sites that have
their own private bathhouses (en suite)
complete with a shower, sink, and toilet. In

addition to en suite sites, Northstar Holiday
Resort and Caravan Park in Hastings Point,
New South Wales, offers additional private
bathrooms — complete with bathtubs to
accommodate parents with small children
— in their bathhouse buildings, again at an
additional charge. It should come as no sur-
prise that these sites and bathrooms book
up fast and first.  

The camp kitchen is usually an open-air
structure and almost always consists of
free barbecues — but not barbecues like
we know them. You won’t find grills but
more along the lines of flat griddles, usually
propane-driven. You’ll also find a refrigera-
tor where it’s safe and acceptable to store
your refrigerated goods (as long as you tag
them with your name), a toaster, mi-
crowave, electric water kettle and, some-
times, an instant hot water dispenser. At
first we only looked at them but once we
began using the camp kitchens we really
grew to enjoy them. Surprisingly, most folks
are very considerate. What are not avail-
able at each site are picnic tables. Campers
come equipped with their own outdoor
seating set up and no one seems to think
twice about it.

Like in the U.S., parks making a play for
the family market offer a plethora of activi-
ties and facilities for their guests, most often
free of charge, included with the site fee.
Day visitors to these well-endowed parks
pay a small fee, usually around $15-ish, for
use of the facilities.

Cabin Culture
Talk with almost any park operator in

Australia and you’ll learn that roofed ac-
commodations are critical to their survival.
In fact, I had the opportunity to visit with the
owners, Geoff Olholm and Jenny Tonkin, of
what many consider one of the top holiday
parks in Australia, Northern Queensland’s
Cairns Coconut Holiday Resort. I learned
that while they have 220 sites and 120
roofed accommodations, they earn 80% of
their income from the roofed accommoda-
tions. If the campsite business faded away
they would still be wildly profitable. That’s
one reason that making the right hire and
providing adequate training is critical. Geoff
mentioned that it’s not unusual for a reser-
vation agent to take a $4,000 booking. Hit-
ting all the right points on the call is a must
— every time, every inquiry.

From basic cabins to high-end pent-
houses, most roofed accommodations have
dishwashers and televisions, some have
fireplaces, all have kitchens and cookware
— and the more successful operators
wouldn’t think of charging a linen fee or
asking the guests to bring their own. Bath-
rooms are usually a beautiful affair with

Though it’s hard to tell, the tent — minus the sun shade — is actually a towable RV which expands.

90 Days – continued on page 32

Delivering Breaking
News Directly to You!
Want to read the same extensive coverage of the outdoor
hospitality industry found in this issue ofWoodall’s Camp-
ground Management — every business day?

Here’s where you’ll find it.

Updated more than a dozen times daily, the Woodall’s Campground
Management website — www.woodallscm.com — is the “go to” 
Internet news address for owners and operators of North America’s
RV parks and campgrounds, as well as executives and managers of
companies providing the industry with products and services.

NOW, we’ve made it even easier to stay current with events that 
impact your workplace. When you subscribe to the WCM news feed,
we deliver Breaking News briefs directly to your email! 

Subscribing is simple.
• Log on to the Woodall’s Campground Management
website at: www.woodallscm.com
• Go to the “Campground Management News Delivery”
box on the right side of the page.
• Enter your email address in the box.
• Click on the green “Go” button.
• That’s it — you’re done!

Please note: All subscriptions to woodallscm.com’s
daily email news updates are authenticated by our
subscription service. Once you enter your email ad-
dress and submit the form, you will receive a veri-
fication message which requires that you respond
to it before your subscription is activated.
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VENDORSCAPES
New Products to Upgrade & Maintain Campgrounds

Awning for seasonal campers in fifth-wheels,
travel trailers and park model RVs. Designed
to replace roll-up fabric awnings, Silver-top’s
Two-Way Awning is assembled without screws
or caulking and without need of tools, unless
anchoring the poles to wooden decks or con-
crete, and its hinge-rail system slides into a
standard awning rail. 

Used with a Silver-top screen room, it can

create a three-season room with components
that slide into an existing channel that’s hid-
den behind the decorative valance trim, but
the screen room and awning are said to be eas-
ily disassembled for off-season storage and
portable for placement at another site. The
Two-Way Awning has optional skylights and
some Silver-top screen rooms have optional
storm panels and vinyl windows. 

“We’re preparing for the upcoming 2015
show season and are in the final stages of the
design and development of several new op-
tions in our Patio and Screen RV Enclosures,
including new door options,” said Hermani.

For more information, visit Silver-top.com
or call (800) 638-6960.

Southeast Publications 
Plantation, Fla.-based Southeast Publica-

tions started its MobileRVing search engine
website to promote its customers in 2012;
the site has since branched out into a mobile
app, podcast, e-newsletter and social media
utilization. 

Southeast Publications customers receive
a customizable Preferred Property Listing
within MobileRVing.com and in the iOS/An-
droid app, according to Kurtis Eiben, market-
ing technologist. 

“Our customers are showcased within our
app as a Preferred Property, enabling them to
leapfrog right to the top of a consumer’s
search results,” he stated. 

MobileRVing.com also uses Facebook,
Google Plus, Pinterest, Twitter and Instagram
to promote Southeast customers, with
13,500-plus Facebook fans; the e-mail
newsletter is expected to double its 10,000
opt-ins over the next few months.

Eiben said 30 podcasts have been
recorded, each downloaded about 3,500
times and with great results for the featured
campgrounds. “We’ve even had a testimonial
of a park that was at 80% occupancy before
its podcast and then went to being booked
out for the next three months,” he reported.
“This is all provided at no cost to Southeast
Publications customers. It’s the largest free
marketing platform a campground can use to
market their establishment.”

For more information, visit www.MobileRV-
ing.com or www.SoutheastPublications.com or
call (800) 832-3292.

King Supply 
King Supply Company from Manchaug,

Mass., provides campground maintenance and
restroom facility products, including its rugged
self-contained, coin-operated shower timers. 

The heavy-duty steel coin box has been
dubbed “bulletproof,” according to Paul
Boutiette, president of King Sales Group, Inc.
“This is the same timer used on amusement
park kiddie rides. If they can take that abuse,
they’ll certainly hold up well for shower or
laundry use,” he said.

The coin box can be fitted with a mecha-
nism that accepts tokens, U.S. quarters or
Canadian $1 coins and includes an odometer
to count the total coins deposited into the
cash box for accurate bookkeeping. It fea-
tures scratch-resistant, powder-coated tex-
tured paint, polished chrome coin insert and
coin return slots and a round-key barrel lock.

Boutiette said when the solid-state timer is
used in conjunction with a solenoid valve, it
solves the problem of patrons leaving the
shower water running. “But many camp-
ground operators don’t know the timer can

also control outdoor floodlights, air condition-
ers, air compressors, game room TVs and just
about any electrical appliance,” he added.

Timers retail for $369.95 and can be
found at www.KingSupply.com or by calling
(888) 852-5340.

Flight Control Plus 
As most lakeside property owners and man-

agers know, some of the most unwelcome resi-
dents are Canada geese that, once they settle in,
don’t want to leave. Year round, they devour turf,
soil property, and inconvenience or even terror-
ize tenants, residents and customers. 

Now property owners are taking back

Silver-top Manufacturing 
Popular among campground owners in

2014 have been the Slide-Out Covers, Snap-
Lock awning and Screen and Patio Enclosures
from Silver-top Mfg. Co., Inc., an awning and
sunroom product supplier for park model
RVs, according to company representative
Sharon Hermani. 

Another top seller has been the Two-Way

www.phelpshoneywagon.com
www.pelland.com/tripadvisor
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their waterfront properties with a unique,
EPA-approved goose repellent called Flight-
Control Plus that gets the birds to leave with-
out harm, while preventing the “drop” of
parasite-carrying feces, grass damage and 
aggressive goose behavior.

This spray-on solution is odorless, water-
proof and does not harm humans, vegetation
or wildlife. It utilizes a naturally occurring, en-
vironmentally safe compound called anthran-
quinone formulated by Arkion Life Sciences.
The spray effectively protects waterside turf
areas seven days a week, 24 hours a day.  

It works in two ways, the first by sending a
visual warning. When sprayed on turf the

compound absorbs ultraviolet light, some-
thing the geese can see even though humans
can’t. This sends a visual signal to the geese
that something is wrong with their food. Sec-
ondly, it gives the geese a stomachache. When
the geese sample treated turf they experience
a harmless-but-effective digestive irritation, re-
inforcing the message that there's something
wrong with the food. The combined effect
teaches geese to recognize and avoid grassy
areas treated with the compound. 

For more info, call (877) 55-GEESE; vis-
itwww.flightcontrol.com; or write to Arkion
Life Sciences; 551 Mews Drive, Suite J, New
Castle, DE  19720. —Barb Riley WCM

KOA’s First Franchise 
Location Celebrates 50 Years

The first campground to join the Kamp-
grounds of America Inc. (KOA) franchise
system celebrated 50 years in June.

The Cody/Yellowstone (Wyo.) KOA
held a weekend of special activities June
13-15, according to an announcement
from the campground.

“Fifty years of camping memories have
been made here at Cody KOA,” said Jean
Mickelson, general manager of the
campground located on the eastern edge
of Cody. “We want to be able to celebrate
this accomplishment and all of our won-
derful campers who have stayed with us
over those last 50 years.”

KOA founder Dave Drum created his
first campground on his property along
the Yellowstone River south of Billings,
Mont., in 1962 to meet the needs of peo-
ple traveling to the Seattle World’s Fair. 

On June 18, 1964, Cody landed the first
franchise of the company, which now has
more than 485 campgrounds across
North America. Ernest Goppert and M.C.
Calkins were partners in the Cody fran-
chise, one of a handful of campgrounds
that struck deals with KOA in 1964.

“We’re delighted to congratulate Cody
KOA on its special anniversary,” said Jim
Rogers, CEO of KOA Inc. “It has long been
one of our most popular campgrounds,
one that provides our campers with a
wonderful gateway to the Yellowstone re-
gion.”

The campground was awarded the
2014 KOA President’s Award for receiving
top scores in customer service surveys
and KOA’s Quality Review. It is one of 10
franchises owned by Recreational Ad-
ventures Co., a family-operated business
headquartered in Hill City, S.D.

Located one hour from the east en-
trance of Yellowstone National Park,
KOA Cody offers more than 200 camp-
sites, 20 cabins and five deluxe cabins.
There is a heated swimming pool, hot
tub and a wading pool with spray foun-
tain. Campers can enjoy Wi-Fi, bike
rentals, a horseshoe pit and basketball
court, a giant checkers and chess set,
jumping pillow, game room and many
other activities. WCM

Correction
The story “Campgrounds Preparing

for Power-Hungry RVs” in September’s
WCM contained incorrect information.
Wade Elliott is expecting manufacturers
to produce RVs with 100-amp service,
not 200 as was reported.  WCM

www.bookyoursite.com
www.dogwastedepot.com
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CAMPGROUND

RV Park for Sale - Adjacent to large
sandy beaches of Lake Superior.
Gitche Gumee RV Park and Campground
has been busy for decades. The Park 
is operable year round. Full service RV
sites and campsites, 2233 sq ft log 

home, ranger station, clubhouse, fudge
shop, rental cabin, restroom/shower 
facility, event stage and a theatre. 
Just South of Marquette, Michigan.

CALL 906-250-2493
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CLASSIFIEDS

CAMPGROUND SERVICES
“INSIDE THE PARK” MAGAZINE - 
Tips/ideas to get more RV Park guests
- Get it free at FillThePark.com

MOBILE TREASURE HUNTS 
FUN + PROFITS – With our game, 
players have fun, share your 
message on social media, 
and spend more at your 
store/restaurant.  We just 

launched, so early subscribers get 
half price rate.  508-520-0066 or
info@CampgroundTrek.com

HELP WANTED
CAMPGROUND MANAGERS NEEDED
Locations vary. Campground or 
hospitality experience preferred.
Competitive compensation and 
benefits. Send resume to jcohen@
campgroundlodgingconsultants.com

TO PLACE YOUR 
AD IN THIS 

SPECIAL SECTION:

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

provide the tool. 
But it is the same tool industry-wide.

Part of the initial strategy — and the benefit
ongoing — is the fact that it’s a standard-
ized questionnaire. So if a guest visits a park
in Michigan and fills out the questionnaire,
it’s the same questions that they would fill
out if they went to Fort Wilderness at Walt
Disney World or if they visited a park in
South Dakota or wherever they might be at
a park that’s using our program.
WCM: You go to great lengths to de-

scribe how GuestReviews.com can be an ef-
fective tool for RV park and campground
owners. Please explain.
MacKinnon:Why is it an effective tool

for managers and owners? I’d say that, first
of all, it was developed by the campground
industry as a unique tool to provide them
with a standardized questionnaire. There
are lots of review processes out there. Con-
sumers can go and leave reviews all over
the darned place. Every time I look there’s
a few more review sites out there. There’s
easily 20 or more. And some of the corpo-
rate groups, KOA (Kampgrounds of Amer-
ica Inc.) and the Yogi Bear (Leisure Systems
Inc.) groups, have their own proprietary re-
views. 

But the GuestReviews program was de-
veloped as something that any park could
use no matter what their affiliation was and
it really is a comprehensive process. It’s not
just three questions and you get three smiley
faces. It is a very comprehensive question-
naire. It’s one that we provide the data back
to the campground owners in a very detailed
format the gives them the opportunity to
take action on it in real time. So it’s all on-
line. It’s all in real time. The folks that regis-
ter for the process are able to access their
data from anywhere they can access the In-
ternet and know exactly what’s happening
in their park.

The other thing we’ve done that’s unique
— again, we don’t use stars or smiley faces
or some other intangible ratings scale — is
that we use a report-card scale. It’s A through
F, exceptional to failure, and it’s very under-
standable for the guests and the parks. 

And we provide detailed questions in the
questionnaire that go well beyond a guest’s
experience. We ask questions like, “To what
extent was the campsite level?” “Was it easy
to get in and out of?” “Was there adequate
hot water in the showers?” Those are ques-
tions that the operator can take action on
right now. And they can quantify over time
whether they are improving or not in the var-
ious areas.

Our questionnaire has 76 individual

questions, which is a little lengthy but we
track that on average about 70% of the
guests who start the questionnaire go
through and complete the entire question-
naire. We think that’s extraordinary that
campers will take the time to do it, which is
about seven to 10 minutes. So far we’ve re-
ceived just under about 150,000 reviews so
we’ve gotten a lot of guest participation and
a lot of data out there.

It’s effective because it’s specific.
WCM: What are some recent trends 

in the industry that have caught your 
attention?
MacKinnon: I don’t mean my answer

to be self-serving — I mean, there have been
innovations in cabins now — but I’ll tell you
the thing is this trend of reviews. The whole
review process through the rest of the hos-
pitality industry — and the Internet in gen-
eral — has just been a mega explosion. 

In our industry, the biggest change is how
reviews have begun playing a major role in
helping guests make their purchasing deci-
sions. I don’t think parks really realize the
importance of them. Some surveys have
shown that as much as 80% of online buy-
ing decisions are driven by customer re-
views. I believe that the camping industry is
starting to feel the pressure of this activity. If
parks don’t provide an opportunity like
GuestReviews, if they don’t encourage
guests to use a tool to review their park that
helps them make their park better, the
guests are going to go somewhere else and
make a review. The reality is that they’re
going to review you whether it’s through
your process or some other website. 

Successful parks are using a feedback tool
for quality improvement, but also as a pow-
erful word-of-mouth advertising tool. So re-
ally there are these dual benefits of getting
the feedback in an actionable, detailed man-
ner to improve your business, but then also
using that feedback to promote new busi-
ness.

The big game-changer is how park own-
ers are reacting to the reality that reviews are
becoming product differentiators at an ever-
increasing rate. Reviews are what tell the
consumers the differences in experiences at
Park A and Park B. And savvy guests today
value and trust transparent comments from
their peers much more than cherry-picked
testimonials or advertising jargon that parks
put on their web page or put in their ad. It’s
all about understanding what others are say-
ing about their business. 

I believe that park owners who fail to en-
gage with their guests in this dialogue are
going to gradually lose market share to those
parks which have learned to use these tools
effectively. —Rick Kessler WCM

Q&A MacKinnon —from page 15

www.hireaworkamper.com
http://parksandplaces.com
mailto:jcohen@campgroundlodgingconsultants.com
http://fillthepark.com
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INVESTMENT OPPORTUNITIES

QUALIFIED BUYERS WANTED!!
Florida RV Resorts, Campgrounds, and Mobile Home Communities

FREE Market Evaluation
for Motivated SELLERS

We help plant, grow, and harvest fortunes!

www.FortuneRealEstate.com • 941-755-1339

Fortune Real Estate - The “FLORIDA SPECIALISTS”

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

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.

Indiana Camping
Park For Sale

Jellystone Park Knightstown IN.
An investment opportunity.
Amenities include 155+ sites on
38 acres of woodland and rolling
meadows, 7 acres available for
future expansion. Gold Camp
with a certified gold creek on the
property. Ranger station, swim-
ming pool, bath house, laundry
room, 4 cabins, 3 acre fishing
lake, large pavilion, maintenance
building full of equipment. 
A 6 BR 4 BA 3000 Sq Ft. owners
home overlooking the property,
This is a turnkey operation.

Call (765) 289-8805

Campgrounds/RV Parks
ME - NH - VT - NY

CAMPGROUND LISTINGS:
$469,000 – $4,100,000

Don Dunton is one of
America’s most experienced
Campground/RV Park Brokers.

……………………………………

Why not put his experience
to work for you!

Don @BuyaCampground.com
www.BuyaCampground.com

603-755-3944

TO PLACE YOUR 
AD IN THIS 

SPECIAL SECTION:

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

PARK BROKERAGE INC.

John Grant/Park Brokerage Inc. 
11510 Caminito Garcia, San Diego, CA 92131

john.grant@earthlink.net
800-987-3363 • Fax 858-530-2368

www.parkbrokerage.com

Desert View RV Resort
Needles, CA
66 Big Rig RV/MH Sites, Built in 2000
Beautiful Owner’s Residence with 3 Car Garage
Pool, 50 Amp Electric, Good Sam 8/9.5/9.5
100% Reserved for Next Winter Season
$1,850,000, 20% Cash Flow

The Redwoods RV Resort, 
Crescent City, CA
102 RV Sites with 5 Cabins, 21 Mobile Home
Sites, 9,600 Commercial Building, Complete 
Renovation in 2007 with New Utility Systems
In an Old Growth Redwood Forest on the Coast
$2,300,000

Black Rock RV Village,
Quartzsite, AZ
403 Huge RV Sites with 275 annuals
47 Acres, Pool, Spa, All 50 Amp
$4,250,000, 15% Cash Flow

mailto:hess@campgroundsforsale.com
www.campgroundsforsale.com
www.campgroundbrokers.com
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CALENDAR OF EVENTS

OCTOBER

10-19: 62nd Annual California 
RV Show (featuring Campgrounds) 
LA Fairplex, Pomona, Calif. 
Contact:http://calarvc.com/pdf/2014%2
0RVIA%20Show%20App.pdf

21-22: Ohio Campground Owners 
Association Fall Conference & POOT
Best Western Plus
Steubenville, Ohio
Contact: (877) 787-7748

NOVEMBER

6-8: CONY’s 51st Exposition for 
the Outdoor Hospitality Industry
and Trade Show
Turning Stone Resort, Verona, N.Y.
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 & Trade Show 
Northern Kentucky Convention Center
Covington, Ky.
Contact: Dean Crawford, (513) 831-2100
ext. 12, dcrawford@leisure-systems.com

12-15: Kampgrounds of America
(KOA) Convention & Expo 
North Charleston Convention Center

Charleston, S.C.
Contact: ekamp.com/convention-home,
Jenny McCullough, (406) 254-7478

DECEMBER

2-5: 2014 National Association of RV
Parks & Campgrounds Outdoor Hos-
pitality 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 52nd Annual National
RV Trade Show
Kentucky Expo Center, 
Louisville, Ky.
Contact: Huyen Dang, 
(800) 336-0154 ext. 305,
hdang@rvia.org

MARCH 2015

6-7: Ohio Campground Owners
Association Spring Conference
& Trade Show
Embassy Suites Airport
Columbus, Ohio
Contact: (877) 787-7748

APRIL

15-19: Inaugural Recreation
Vehicle Industry Association
Spring Calif. RV Show
LA Fairplex
Pomona, Calif.
Contact: Tom Gaither, (818) 248-6600
tgaither@rvia.org  WCM

Manufacturers of Quality Recreation FUNniture
www.ParkEquipment.com

1-800-376-7897
2061 Sulphur Springs Rd

Morristown, TN 37813

large showerheads, toiletries, beautifully
folded towel animals on the foot of the beds,
and some even have full glass-enclosed

showers. In Australia you’d be hard pressed
to find a faux log cabin. Roofed accommo-
dations — luxury villas, condos, holiday
units, lodges, and penthouses — in holiday
parks are serious vacation accommodation
contenders, in the same company as resort
hotels and even cruise ships, when it comes
time for mom to begin selecting vacation
lodging. 

Same but Different
Traveling the Prince’s Highway from

Melbourne, Victoria, to Port Douglas,
Queensland, provided plenty of interesting
insight, some ah-ha moments, and the
knowledge that even though we’re a world
apart in miles, some things are universal:
Families want a safe, fun-filled environment
to play together and bond, outdoor recre-

ation is balm for the soul, friendships can
be kindled simply by sitting outside and
welcoming the world as it goes by,
campers talk and share their views on des-
tinations and experiences, and dogs love to

play ball with their
owners on the
beach. It’s really
that simple. 

And, while Wi-
Fi might be an
issue at some
parks, make no
mistake: Aus-
tralians are savvy
when it comes to
sharing and read-
ing reviews. Park
owners/operators
keep a close han-
dle on what’s
being said about
their parks and re-
spond to the good,

the bad and the ugly. They train their staff,
working side-by-side with them in many
cases to assure the proper level of service
is delivered. WCM

90 Days —from page 22

A camp kitchen is one of the amenities at Atherton Woodlands Holiday Park.

http://www.go-usg.com
www.airwaveadventurers.com
mailto:sales@airwaveadventurers.com



