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We’ve all read about it and noticed it at the gas pump for the
past few weeks — a persistent drop in gas prices that, according
to the national press, is the result of a “global glut” in crude oil
prices that has traders “increasingly convinced that the world
will remain awash in oil” and that increasingly moderate pump
prices could be a long-term trend.

Could this actually be true, one wonders, after a few years
of spiking oil price fluctuations that varied hourly on a regional
basis?

Kampgrounds of America Inc. Chairman & CEO Jim
Rogers is beginning to think so.

On the doorstep of what looks like a huge annual convention
in Charleston, S.C., for his Montana-based company, Rogers is convinced that a pivotal change
could be afoot. And a reversal in the nation’s long-standing shift toward higher prices could,
he argues, alter an ongoing pattern we’ve all seen over the past few years wherein campers
have tended to stay closer — generally within a 200-mile radius — to their homes.

In fact, Rogers, the former Harrah’s Reno exec who’s been in senior management at KOA
since 2000, posits that the whole set of circumstances might be a game-changer that could 
potentially help erase negative media perceptions about gas-guzzling RVs.

“There’s no question that the latest news on energy and gasoline prices has removed a cloud
from our sector of business — a continual beating that we’ve received from the national media
on gas prices, whether it’s been about miles-per-gallon or the distances that people drive,” said
Rogers. “It looks as if that’s a barrier that’s being removed as we speak at the end of 2014. We’re
seeing some of the lowest gas prices that we’ve seen in years.

“More importantly, some oil industry executives are saying that we should see very low gas
prices for the next 30 years,” Rogers told WCM. “This is not a blip. This is, indeed, a trend.
With the United States producing as much oil as it is now, there’s a feeling in the petroleum
industry that this pricing model that we’re experiencing will be sustainable — which, again, I
think is a great precedent for us as we think about moving forward with the sale of RVs.”

So, while the jury’s still out on all this, you’ve got to hand it to Jim Rogers — the virtual 
canary in the coal mine when it comes to original thinking in this industry — for being the first
to publicly express what might wind up being the second-most impactful event (behind the
global downturn) over the past decade in this niche business. Meanwhile, look for more input
from Rogers and the rest of the RV park & campground arena’s leadership in post-convention
coverage from KOA, LSI and ARVC. WCM

KOA’s Rogers: Gas Price Trend Could be Game-Changer
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California is getting hotter, and residents
are feeling the heat in more ways than one. 

2014 is the state’s warmest in at least 119
years, according to a recent analysis by earth
sciences experts published in The Sacra-
mento Bee; and when record-high tempera-
tures meet cyclical low-rainfall conditions,
snow-melt and water evaporation rates sky-
rocket. That, the paper explained, is what’s
led to the worst drought California has seen
in more than a century and
its driest consecutive 12
months ever recorded.

In January, state agen-
cies started tracking at-risk
water systems — those
whose communities may
be in danger of actually
running out of water —
and applying various as-
sists and solutions, includ-
ing drilling or deepening
wells, building storage
tanks, joining smaller sys-
tems to larger ones, using
additives to slow stored-
water evaporation or haul-
ing in truckloads of water from other areas.
Fortune intervened for others with late-
spring rains that helped to refill reservoirs. 

Even so, parks and campgrounds suffered
closures for the season throughout the year,
starting in January all the way through Sep-
tember, when the Los Angeles Times reported
that 14 communities were still on the “criti-
cal” list with less than 60 days’ water supply
— including that of Woodside RV Park in
Fort Bragg.

“Our wells are basically going dry period-
ically,” explained Woodside General Man-
ager Dan Cotton. Though the park has seen

dry spells before, a good rain would always
put it right until two years ago. Without that
replenishing precipitation, their only option
was to truck in water from a local seller. “For
3,800 gallons of water, we’ve got to pay
about $350. This last month we had to do it
three times.”

Cotton said they’ve increased conserva-
tion with coin-operated showers on timers,
requesting guests limit laundry and banning

vehicle washing altogether. “We’ve just had
to tighten up the belts,” he said. 

Fortunately, Woodside RV Park just 
received a federal grant to drill a new well.
“According to topography, they believe
there’s an underground stream about 300
feet down that we’ll hopefully be able to tap
into,” Cotton said.

Farther inland at Lake County, Edgewa-
ter Resort on Clear Lake is getting along a
little better, in spite of Clear Lake’s water
level being at its lowest in 37 years — 14 feet
below normal — and the resulting closure of

California Drought Forces Changes at Parks

HUD Ruling On Park Model RV Porches Poses Threat
to Many Campgrounds As Well As RV Manufacturers

now views the 400-square-foot park model
RV limit as including porches, a common
feature of park model RVs. “HUD suggests
that this interpretation is in keeping with
past guidance from the department,” said
Matt Wald, RVIA's executive director of
park model RVs. That assertion, he said, is
simply untrue.
“For over 20 years, RV manufacturers,

dealers, campgrounds and consumers op-
erated in good faith under the guidance of

fuel, water and honey
wagons out to RVs
set up in the desert
on land managed by
the U.S. Bureau of
Land Management.

Kenny King, who
runs the Quartzsite
Sports, Vacation &
RV Show, slated for
Jan. 17-25, said,
“They’re helter-skel-
ter out in the BLM
land. We’ve had esti-
mates of 20,000,
30,000 coaches at
one time.” 

“The trick of it,” Farish told Woodall’s
Campground Management, “is to be an at-
tractive park so you have business outside
of January. Most of the parks in Quartzsite
were built 40 years ago,” so, when they
bought the park in 2010, “we brought in new
pedestals, four antennas for better Wi-Fi, we
did a lot of stuff to bring it up to date. Increas-
ingly we have more boomers coming in and
demanding Wi-Fi” at their 55-plus park, 
Farish said.
“The newer rigs they want 50 amp, they

want Wi-Fi so we tried to position ourselves
to grab that market. We do better than most.”
Even at the RV show, it’s not your typical

RV show. As King put it, “you’re literally going
to find soup to nuts. A lot of widgets, slicers,
dicers and what I call snake oil.”
There are also major rock, mineral and

gem shows in the area.
So while there are plenty of other strong

snowbird areas, Farish and her husband set-
tled on this quirky place where, as she said, “if
you’re an RVer, it’s on your bucket list.” WCM

On Oct. 1, theU.S. Department of Housing
and Urban Development’s (HUD) Office of
Manufactured Housing Programs Adminis-
trator Pamela Danner issued a memoran-
dum regarding the way in which park model
RVs (PMRVs) are measured, effectively
rolling back decades of precedent and
threating the future of the RV class, accord-
ing to the Recreation Vehicle Industry 
Association (RVIA).
Danner’s memorandum asserts that HUD

Sam’s Town RV Park
New Las Vegas KOA

Boyd Gaming Corp. and Kamp-
grounds of America, Inc. (KOA) an-
nounced a long-term agreement that will
make Sam’s Town Hotel & Gambling Hall
the new home of the Las Vegas KOA.

Under terms of the lease agreement,
KOA assumed operations of Sam’s Town RV
Park, one of the largest and most well-
known RV parks in the Las Vegas Valley. Ef-
fective Oct. 1, the park was renamed the Las
Vegas KOA at Sam’s Town, and become
KOA’s exclusive home in Las Vegas after the
former KOA by Circus Circus was slated for
redevelopment.

The agreement returns KOA to Boulder
Highway, where the company opened the
first Las Vegas KOA in 1971. As one of the
most popular destinations for RV enthusi-
asts in the country, Las Vegas has long been
one of KOA’s leading locations.

With nearly 500 spaces across two parks,
Las Vegas KOA at Sam’s Town will offer
both 30- and 50-amp full-hookup sites, spa-
cious pull-through sites, and extended-stay
opportunities. The park is fully landscaped,
offering shade trees, grass and designated
pet areas. Campground amenities include
two pools with hot tubs, laundry and
shower facilities, cable and Wi-Fi.

Opened in 1979, Sam’s Town is one of
the largest and most established gaming re-
sorts on the Boulder Strip. In addition to a
133,000-square-foot casino, the property of-
fers a wide array of amenities including
award-winning restaurants, live entertain-
ment nightly at Roxy’s Lounge; an 18-screen
movie theater — even a 56-lane bowling
center and Shepler’s Western Store.  WCM

Contrary to positions taken by previous administrators,
HUD issues memorandum requiring exterior porches
to be included in 400-square-foot limit on living space

Quartzsite A Snowbird Site Unlike Any Other

the HUD Office of Manufactured Housing’s
repeated assurances that, because they are
exterior space, porches were not included
in the square-footage calculation of park
model RVs,” Wald said. “This position was
consistently repeated to the industry and is
clearly captured in minutes from a HUD
meeting.” According to Wald, RVIA con-
firmed with the former Office of Manufac-
tured Housing Programs Administrator, Bill
Matchneer, that when he was in charge of
the office for 10 years it was HUD’s policy
that porches on PMRV chassis were not
counted toward the 400-square-foot limit for
park model RVs.
The change could lead to some ugly con-

sequences for RV parks and campgrounds.
“The administrator did not consider the

unintended consequences,” Wald told
Woodall’s Campground Management.

Jeff Sims, director of state relations and
program advocacy for the National Associ-
ation of RV Parks and Campgrounds (ARVC),
said, “I deal with park model RV issues
somewhere around the country on a local
or state level on a daily basis.”
HUD’s new guidance, Sims said, “was

kind of a curve ball and was absolutely a
new interpretation of the regulation. 
Although it wouldn’t impact any existing
units that are out there at the moment, it cer-
tainly does impact the industry as a whole.”
The memorandum states that HUD will

start reviewing for compliance to this new
interpretation on units that enter the first
stage of production on or after April 1, 2015.

Quartzsite grows to the third-largest population area in Arizona during January.

When Randie Farish and his wife, Shawn,
decided to buy an RV park, they wanted a
Snowbird park. They considered Florida,
Texas and California, but settled on Arizona.
“We spent a summer visiting parks,” said

Shawn Farish. They looked around the
Phoenix area, but “we found that we could
get a lot more bang for our buck in Quartzsite.
We bought a fixer-upper,” she said, and
named it Scenic Road RV Park.
While people in other parts of the country

may find it a strange choice to buy one of
several parks in a town of fewer than 3,700
year-round residents, Quartzsite is unusual.
“We have over a million people that come

through Quartzite,” Farish explained. 
They come for mineral shows, swap meets

and the largest and most unorthodox con-
sumer RV show in the country. Many of those
events happen together in late January.
“Quartzsite is a phenomenon. They call it

the gathering place. There’s an entire cot-
tage industry set up to serve the dry camping
out there,” Farish said, with people hauling

HUD Ruling – continued on page 21

Drought – continued on page 4

New HUD ruling would make exterior
porches count as living space for Park
Model RVs built on or after April 1, 2015.

California’s drought conditions also have affected the state’s
campgrounds, some of which have seen their wells run dry.
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Utah’s most unusual RV park is back in busi-
ness under new ownership — and that should
please people who love to think back to the
golden era of movie stars.
“It’s fabulous,” said T.K. Nicholsof Salt Lake

City as she prepared dinner in an Airstream
trailer surrounded by reminders of the glory of
old movies. “This is actually the only way that
we would camp.”
The Shooting Star RV Resort just outside of

Escalante is a slightly wacky mix of 1950s and
60s “retro” culture, movie star worship and the
mystique of a certain brand of RV. That would
be the familiar, curvy, silver-sided Airstream,
which has developed something of a cult fol-
lowing over the decades.
You can rent one or bring your own, which

is why the resort has special appeal to
Airstream enthusiasts. But customers are also
invited to spend the night in competing brands
— or a tent, for that matter.
Either way, the resort’s unique mix of vin-

tage 1960s cars —convertibles, of course —
and old-movie paraphernalia has special ap-
peal to film buffs. In fact, the Airstreams offer
a bit of the ambience of a 1950s movie location.
The trailer labeled ‘Sugar’s Shack’ is chock-

full of reminders of one of the hottest stars of
old movies, Marilyn Monroe. There are pic-
tures of Monroe’s famous face and posters for
her classic films, particularly “Some Like It
Hot,” in which she played sexy singer Sugar

Kane Kowalczyk.
“Holly’s Hideaway” is an Airstream for Holly

Golightly fans. She’s the character Audrey
Hepburn played in “Breakfast at Tiffany’s.” And
sultry star Lauren Bacall is the inspiration for
another Airstream trailer named “Mrs. Rut-
ledge.” Bacall played Vivian Rutledge in a clas-
sic called “The Big Sleep” in which she was
embroiled with Humphrey Bogart in a tangled
tale of mystery and romance. 
Late in the day, as sunlight fades and dark-

ness settles in at the Shooting Star, the movie
theme really comes to life. The vintage con-
vertibles become comfortable theater seats as
cartoons and feature films unspool on an out-
door movie screen.

“Yeah, this is way fun,” said Christian Hall of
Provo seated behind a steering wheel watching
Looney Tunes cartoon characters chase each
other across the theater-size screen.
Since it’s meant to be a real drive-in movie

experience, there’s also a snack bar where
customers can load up on popcorn and candy.
The snack bar is in an Airstream trailer, of
course, staffed by owners Michelle Levandoski
and Troy Wittusen.
“I like seeing people’s reactions,” Wittusen

said. “They have no idea there’s something
like this out here.” —John Hollenhorst;
reprinted with permission from television
station  KSL  WCM

Champion/Athens Park Main EcoCabin Builder

Champion/Athens Park Homes an-
nounced the company is now the primary
manufacturer for EcoCabins branded fac-
tory-built products in all categories nation-
wide, developing a “preferred affiliate
relationship” between Champion and Eco
Cabins.
EcoCabins-branded Park Model RVs,

HUD Code Homes and Modular Homes will
go into production at Champion’s nationwide
factories as EcoCabins expands it reach in
all states.
“We are delighted that Champion/Athens

Park Homes have signed on to produce the
EcoCabins brand,” said Darin Zaruba, pres-
ident of the quickly growing sustainable
brand which focuses on smaller, simpler,
sustainable and smarter homes. “We’ve had
a great relationship and enormous success

with Champion manufacturing so far, and are
excited to grow with them as our company
expands exponentially.” The partnership will
allow EcoCabins to secure preferred pricing
and attention on everything Champion offers
from materials to development, shipping, and
manufacturing. “We plan to pass these sav-
ings and efficiencies directly on to our cus-
tomers,” said Zaruba.
Champion’s Director of Park Model Sales,

Dick Grymonprez, said, “EcoCabins has a
new, innovative and market-disruptive ap-
proach to sales and marketing in an other-
wise old-fashioned market segment.”
Indeed, the brand has the unique ability to
function as a nationally recognized sales and
retail service provider, without the typical as-
sociated costs of traditional retailers or the
limitations of internet-only retailers. WCM

Manufacturers of Quality Recreation FUNniture
www.ParkEquipment.com

1-800-376-7897
2061 Sulphur Springs Rd

Morristown, TN 37813

several county park boat ramps. 
But while their potable water comes from

a city line and they’re able to use lake water
for irrigation, owner Ken McPherson said
the low water level and unusually high algae
(a regular presence at Clear Lake made far
worse by the drought) are squeezing recre-
ation opportunities for their visitors. “Almost
all beaches and boat launches in the area are
currently unusable,” he said. “The perimeter
of the lake is filled with bright green algae, so
that makes lake swimming from our very
muddy beach impossible.”

McPherson said guest expectations —
and thus disappointment — are high.
“When you inform potential guests about
the algae, that the lake is unswimmable, that
our pool is closed for the season, and that
boaters have to launch 10 miles away at the
only usable launch on this side of the lake, it
tends to kill reservations.”

In any situation like this, it’s difficult to
determine what to do about it, get everyone
involved to agree on it and then actually
make it happen, and that’s outside of even
determining how much money it requires
and how much time will pass before it makes
a difference. Opinions on right-now solu-
tions and long-term planning vary widely. 

Mixing a little hope and realism is 
Claudia Knaus, president and CEO of the
Oroville Area Chamber of Commerce and
overseer of several campgrounds and recre-
ational areas around Lake Oroville. Located
in the Sierra Nevada foothills, it’s the second-
largest man-made lake in California.

“A lot of people are praying for rain and a
good snow pack in the mountains. Montana
was dry last year, but they had a good winter
so they’re doing fine this summer. Here in
California, I believe the prudent thing to do
would be to create more water storage,” she
said. Lake Oroville’s camping areas have
been “up and functioning and will very likely
remain so,” although the lake is down signif-
icantly, exposing more shoreline and the tips
of usually-submerged islands.

Because Oroville is the headwater lake for
an aqueduct system that sends water south
to Los Angeles, and the Tuscan Aquifer (the
area’s huge underground water basin) is
being drawn upon heavily to supply commu-
nities in need, Knaus said there is concern
the lake will drop further and the aquifer may
become overdrawn — the latter a potential
crisis for local farmers who rely deeply on it
for the area’s primary crops of rice, peaches
and nuts.

But if developments had proceeded as
originally planned when the lake was created
in the 1960s, there would have been more
water to go around a long time ago. “Lake

Oroville was never meant to drop below 800
feet, because there were supposed to be two
other lakes built as well, but environmental-
ists killed the other two projects,” Knaus re-
ported. “Now, one of them will likely go on
the ballot in November.”

The problem, she said, is that although it’s
a critical need for the area, the people who
can make the lake project finally happen after
a 50-year delay are the ones who don’t live
there — or don’t have huge voter constituen-
cies there. “In the rural areas like this, we do
not have representation because the metro
areas alone — San Diego, L.A., the San Fran-
cisco Bay Area — have greater population
than the rest of the state. So we’ll see.”

That’s a common sentiment and situation
in outlying areas and one Cotton agrees with.
The state doesn’t allow wells under 100 feet
to be used for potable water for fear of con-
tamination from ground saturation, but he
said in the Fort Bragg area, “these wells are
set in areas that there’s not going to be that
possibility.” 

Adding to the dismal collection of flat-
tened lake-building plans, thin government
representation and thick government regula-
tions is the prognosis — courtesy of that
earth science experts’ weather analysis —
that the Golden State hasn’t seen the worst
of the drought yet, and the damage already
incurred won’t be mitigated even if that
much-prayed-for rain finally arrives. Where
that leaves California campground owners
depends on one’s temperament and who
they choose to believe.

Lincoln Young, general manager of
Collins Lake RV Park in Browns Valley, has
gone the Zen route, having seen several
drought cycles since building the park 43 years
ago and figuring it comes with the territory. “In
our area there’s always a major risk to business
stability due to weather factors like droughts
and wildfires. These are things any California
park owner must accept and be prepared to
make quick adjustments if and when they hap-
pen,” he stated. “I suppose it isn’t any higher
risk than park owners in the Gulf have to take
on for hurricanes.”—Barb Riley  WCM

Drought —from page 3

NJCOA Seats New Board Members
At the recent annual meeting of the

New Jersey Campground Owners Associ-
ation (NJCOA), new officers and board
members were elected. Scott Turner from
Ocean View Resort Campground in
Ocean View, Cindy Swenk from Whip-
poorwill Campground in Marmora,
Justin Crane from Hospitality Creek
Campground in Williamstown and Carrie
Gates from Old Cedar Campground in
Monroeville were elected to the board of
directors.

They join fellow board members Dave
Benn from Pomona RV Park in Pomona,
Monica Baker-Frazer from Baker’s Acres
Campground in Little Egg Harbor, Anita
Pfefferkorn from Indian Rock RV Resort
in  Jackson, Joann Guglielmelli from Tip
Tam Camping Resort in Jackson, Clayton

Taylor from Camp Taylor Campground in
Columbia and Karen Kymer from Kymer’s
Camping Resort in Branchville.�Also at
the meeting the board of directors elected
the following as officers for 2014/2015:
Benn as president, Kymer as vice presi-
dent, Pfefferkorn as secretary and Taylor
as treasurer.�Outgoing board member
Tom Crane from Hospitality Creek
Campground in Williamstown was recog-
nized for his years of service on the board
of directors. The annual meeting was held
at Ocean View Camping Resort and was
attended by more than 60 NJCOA mem-
bers.�NJCOA represents more than 100
privately owned campgrounds  from Sus-
sex to Cape May Counties, campgrounds
that combined offer more than 25,000
campsites throughout New Jersey. WCM

Champion/Athens Park Homes is
now the primary manufacturer
for EcoCabins-branded products.

Utah RV Park Reopens With The Appeal 
Of Silver Trailers and The Silver Screen
The Shooting Star RV Resort combines Airstream
trailers, vintage convertibles and  classic movies.

Levandoski (left) and Wittusen wait on cus-
tomers inside their Airstream “snack bar.”
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cally attendance will easily eclipse 200
people. Crawford, who said business was
up 12% for franchisees this year, said they
expect all but a small handful of the 80
franchisees will attend the symposium.

Crawford also promised a surprise for
the attendees, but was not at liberty to
offer any clues publicly as to what that
might be.

The seminar lineup — which Crawford
said is due to the efforts of Kelly Jones,
LSI’s director of franchisee development —
appears to touch all of the “hot topics” he
mentioned, and are geared toward the
chain, which targets primarily families
with young children.

One such seminar is “How Do I Afford
A Waterpark?” People attending this sem-
inar will learn how the most progressive
Yogi Bear campgrounds have transformed
into more successful resorts through the
use of waterpark attractions. Mark Arag-
ona, a 30-year waterpark expert, and 
30-year financial-planning veteran Joe
Ventura will teach campground owners

The 2014 Symposium & Trade Show is
shaping up to be one for the best ever for
Leisure Systems Inc. (LSI), the franchise
company for Yogi Bear’s Jellystone Park
Camp-Resorts.

The annual event, which features a
number of seminars and a vendor trade
show, will be Nov. 10-13 at the Embassy
Suites RiverCenter and the Northern
Kentucky Convention Center. in Coving-
ton, Ky.

The theme for this year’s show is “Cus-
tomer Service + Business Planning +
Recreation + Yogi Bear = Healthy Bottom
Line.”

“Our goal is the same as it always is —
to have a better show than the prior year,”
said Dean Crawford, LSI’s executive vice
president. “To do that, we listen to our
franchisees and what they had to say after
each show and what they want for the next
year’s show. We always try to concentrate
on the hot topics, though.”

He said he’s all but sold out of vendor
space for the all-day trade show, and typi-

the secrets to affording and constructing a
waterpark attraction that builds financial
wealth. 

Nancy A. Shenker, founder/CEO of
theONswitch, a conventional and digital
media marketing firm, will lead three sem-
inars:
• “Working With the Media in Crisis”

– This practical session will teach you how
to prepare for the unexpected and handle
bad news like a pro. 
• “Email: Delight, Not SPAM” — The

session will cover how to grow your data-
base, what to send and how often, inte-
grating e-marketing and social media, and
how to measure results.
• “Making Time for Social Media” —

Attendees will learn how much time they
need to spend each day and week on social
media, which social media apps are best,
and tips and tools and time-savers.

Eileen Gedicke, owner of Jellystone
Park Gloucester Point, Va., and a Certified
Public Accountant, also will lead three
seminars:
• “Accounting Definitions in Lay-

man’s Terms” — Attendees will review
some of the most common accounting
terms to provide a better understanding of
how these relate to their business.

• “What’s the Best Way to Get Your
Banker to Say Yes!” — This seminar will
discuss some strategies attendees may
want to consider with their accountant

Call today for a brochure:

1.800.944.0240
www.yurts.com

Cottage Grove, Oregon The Original Modern Yurt

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

Leisure Systems Inc.’s 2014 Symposium 
& Trade Show Shaping Up To Be Best Ever

prior to presenting a loan request to a
banker.
• “No! You Can’t Deduct That”— At-

tendees will review some of the most com-
mon misconceptions as to what is allowed
as a deduction and some red flags the IRS
tends to look for.

A number of other seminars are also on
the agenda, including: 
• “Reviews, Reputation and ROI:

Getting the Most out of TripAdvisor and
Your Online Presence” — Sean Russell,
territory manager for the Americas at 
TripAdvisor, will discuss tools, tips, and
stats to help make the most out of an
owner’s TripAdvisor campground listing.
• “Landscaping 101”— Mike Schauff,

landscape manager of Coney Island, will
discuss the basics of landscaping.
• “Bringing Your Business to Life” —

Alex Garcia, operator of Jellystone Park in
Marion N.C., will show how to digitally
capture activities, special events and fun
that takes place at campgrounds, edit them
quickly and then showcase them, resulting
in higher engagement levels and better
marketing results.

Wizard Works Product Development
Company Inc. and Stone Canyon Cabins
are listed as the “premier sponsors” for
LSI’s annual gathering. The awards 
banquet will be sponsored by USI Midwest
and First Impression Sign Co., while the
YAC Lunch will be sponsored by Camp-
ground Manager Software and Book Your
Site, according to LIS.

Southeast Publications is sponsoring
the opening reception, with other events
sponsored by the Good Sam RV Travel
Guide, Gattuso Distributing, Firs Impres-
sion and Creative Impression.

To register for the conference, contact
Jones at kjones@leisure-systems.com or
(888) 469-9644. —Rick Kessler  WCM

Dean Crawford LSI Symposium Schedule
Sunday, Nov. 9
• 8 a.m.-noon: Yogi Advisory Council (YAC) 

Committee Meetings 
• Noon-1 p.m.: YAC Working Lunch 
• 1 p.m.-5 p.m.: YAC/LSI Meeting 

Monday, Nov. 10
• 9 a.m.-4 p.m.: Yogi Bear Merchandise 

Purchasing 
• 3 p.m.-3:45 p.m.: Rookies & Newcomers

Meeting with YAC Board and LSI 
• 3:45 p.m.-4:30 p.m.: YAC General Session 
• 6-8 p.m.: Welcome Reception 

Tuesday, Nov. 11
• 7 a.m.-4 p.m.: Vendor Set Up 
• 8:30 a.m.- 5 p.m.: Kid’s Camp
• 8:30 a.m.-10:45 a.m.: Welcome/LSI 

Updates/Travel Log 
• 11 a.m.-5 p.m.: Yogi Bear Merchandise 

Purchasing 
• 11 a.m.-12:30 p.m.: Workshops 
• 1:30 p.m.-3 p.m.: Workshops 
• 3:15 p.m.-5 p.m.: Workshops 
• 5 p.m.-7 p.m.: Cocktail Party 

Wednesday, Nov. 12
• 9 a.m.-4 p.m.: Kid’s Camp 
• 9 a.m.-6 p.m.: Open Trade Show 
• 11:30 a.m.-1 p.m.: Lunch at Trade Show
• 6 p.m.-10 p.m.: Chinese Auction/Social  

Thursday, Nov. 13
• 10 a.m.-noon: Kid’s Camp 
• 10 a.m.-noon: Workshops 
• 1:30 p.m.-3 p.m.: Workshops 
• 4:30 p.m.-10:30 p.m.: Kid’s Camp 
• 4 p.m.-5 p.m.: Franchisee Pictures 
• 5:30 p.m.-7 p.m.: Awards Presentation 
• 7 p.m.-8 p.m.: Awards Dinner 
• 8 p.m.-10 p.m.: Entertainment 
Note: Schedule subject to change. WCM

LSI’s Vic Nolting (left) and Dan
O’Connell talk during 2013’s
expo time.

www.yurts.com
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INSITES

David 
Gorin

strating to potential RVers the many 
diverse campgrounds available for their
enjoyment and use should certainly 
contribute to a better understanding of
the joys of RVing and help increase RV
sales while supporting the growth of the
park industry.

It was somewhat disappointing to
note that the column proposing this 
expansion of Go RVing received not a
single comment or response — pro or
con — from readers. As the campground
industry would be the major beneficiary
of the expansion, I expected that there
would be some response from that end
of the industry.  

As a longtime member of both ARVC
and RVIA, I would encourage the leaders
of those organizations, chief executives
and elected leaders to let the industries
they represent know where they stand
on this proposal to expand Go RVing. If
it’s a lousy idea, say so and tell us why. 
If the idea is positive, say so as well.  

At least from the park industry per-
spective, expansion of the promotion
program should be something with
broad support. The silence is deafening.  

RV Site Ownership
Back in the early part of this century,

RV condominium site ownership was
growing rapidly in many parts of the
country. As the real estate market pushed
land and home prices skyward, many
park owners in key locations were selling
out to developers who had plans for a
higher and better use of the land. RVers,
especially in Florida, became concerned
that their winter RV parks would be sold
out from under them and they would
have to relocate. The popular thinking
was that RV sites in desirable areas would
become fewer and fewer and RVers
would be forced to settle for second-rate
locations. Thus was born the RV condo-
minium park where an RVer could buy a

site, become an owner of the camp-
ground and assure its continuation for
years to come.    

The own-your-own-site business
flourished in many areas from 2001 until
the real estate implosion and the reces-
sion of 2007 to 2009. RV condo site sales
dropped dramatically — in fact, they al-
most disappeared. Developers were
forced to drop prices significantly and
while that helped in some cases, for the
most part RVers — like the rest of the
country — were not in a spending mood.
If the price was down 50% today, why not
wait until it goes down 75%?

As the recession has eased, site sales
have edged a bit in certain areas where
price declines have put the sites in the
range of affordability for more RVers. But
it is now appearing that except in some
very special circumstances where the 
location of the park is too good to pass
up, the price declines have not been 
sufficient to show RVers that it is less 
expensive to own then to rent.   

And as the building boom in Florida
and elsewhere has not come back to the
fever pitch of the period before the reces-
sion, few RVers are worried about their
favorite RV park disappearing to make
room for redevelopment. 

The keys to a successful RV site sales
program are several. First and foremost,
as noted above, if the lot price is set at a
point where owning is as good or better
than renting. For a broad segment of RV
owners, this is most important in a 
successful sales program. Second, the lo-
cation has to be so strong that it has a
wide appeal to RVers of all types and
where pricing to secure the location is
reasonable and within reach of a large
market segment. Third, the development
has to be so exceptional in terms of loca-
tion, limited number of sites, amenities,
aesthetics, service and high end appeal
that it will capture the attention of the
small cadre of RV owners for whom price
is no object.  

The RV condominium business is
likely to continue to come back as RV
sales continue to expand. In certain
areas, RV site supply may fall behind site
demand and the condo market could
heat up again. In this case, owning sites
in a quality park with high demand for
rentals could prove to be a solid invest-
ment over time.  

Keep a careful eye on this market 
segment as converting an RV park to an
ownership resort is a good exit strategy
in the right circumstances.

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

Revisiting Industrywide Promotions and RV Condo Site Ownership

On Sept. 30, I turned over the man-
agement of the Virginia Campground
Association (VCA) to Derek Dick, a
former National Association of RV
Parks and Campgrounds (ARVC)
staffer now living in Virginia. With that,
I concluded 43 years in the association
management world. Over those years,
I’ve been associated with the American
Jewish Congress, the American Na-
tional Metric Council, the Solar En-
ergy Industries Association, ARVC and
finally the VCA.

Association management has been a
fulfilling career but it was time to turn
my full-time attention to consulting work
in the RV park and campground industry
as the industry steps up its growth and
development into a modern 21st-century
hospitality and recreation business. And
it’s time to pursue some new ventures
and advocacy in the business.

In the August issue of Woodall’s Camp-
ground Management and also in RVBusi-
ness, I wrote a column suggesting that it
is time for the terrific Go RVing promo-
tion program to expand its horizons into
“Go RVing … and Camping” promotion.

I feel strongly that the time has come
for the three legs of the RV industry stool
— the manufacturers, dealers and ac-
commodations — to re-establish the
close relationship that created the Go
Camping America program in the
1980s and was the foundation for the
eventual emergence of the Recreation
Vehicle Industry Association’s (RVIA)
Go RVing program. While it’s clear that

RVs have multiple uses depending on
the desires of the owners of the rigs, it’s
equally clear that the dominant use of an
RV is camping in one form and one place
or another.  

RV parks are popping up in many
places. NASCAR and other racing ven-
ues are moving to formalize camping in
RV areas that were previously informal
parking areas for tailgating. The same is
happening around major universities
where RV tailgating is a major event
combined with college football. And golf
resorts, ski resorts and amusement parks
are increasingly recognizing the growing
popularity of RVing and the need to pro-
vide campgrounds or RV parks (the ter-
minology is not really important).
Federal, state and local parks are spruc-
ing up their camping areas to serve the
growing RV market.

It's kind of like the old days in Las
Vegas when hotel rates and food costs
were incidental and the profits were all
from gambling. Many entertainment and
sports venues provided for RVs but 
either didn’t charge or charged very little.
Now, there’s an awakening that there’s
money to be made in RV parks — why
give away what can become a profitable
revenue source?  

The Go RVing program has over the
years focused on the many uses of an RV
— taking the kids to soccer games and
tournaments, tailgating, “pursuing pas-
sions” of all kinds, getting “away” and so
on.  But most of these uses include
nights out in campgrounds and RV
parks.  

Go RVing has the mechanism in place
to raise additional funding to expand the
Go RVing program to include camping.
It’s up to the leaders of Go RVing and,
more importantly, to the leaders of ARVC
and the park industry, to get together
and figure out how to expand the 
program to include camping. Demon-

Manufacturers of Quality Recreation FUNniture
www.ParkEquipment.com

1-800-376-7897
2061 Sulphur Springs Rd

Morristown, TN 37813

www.bookyoursite.com
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media efforts across all of your social
media marketing platforms.

Doing the Math
To calculate relative engagement rates

for each platform follow this formula: 
Number of posts (ex: 20) ÷ metric result

(ex: 10) = relative engagement rate (ex: 10
÷ 20 = .5)

Let’s use one week of Facebook activity
as an example:

5 posts ÷ 11 conversations (comments)
= 2.2 relative conversation rate

5 posts ÷ 4 shares = .8 relative amplifi-
cation rate

5 posts ÷ 32 likes = 6.4 relative ap-
plause rate 

Now let’s review one week of Twitter
activity:

12 tweets ÷ 7 conversations (@replies)
= .58 relative conversation rate

12 tweets ÷ 2 shares (retweets) =  .16
relative amplification rate

12 tweets ÷ 20 likes (favorites) = 1.6 
relative applause rate

Using the table from above, the accom-
panying chart shows what these numbers
look like. 

Replicate this math for each platform
you participated on during the week being
measured. These numbers will even out
the playing field, helping you identify the
channels that are seeing activity and en-
gagement. Compare your social efforts to
your long-term objectives. Eventually
you’ll recognize a pattern and will be well-
equipped to modify accordingly.

A Valuable Tool 
If you’d like to explore an automated sys-

tem for tracking your social metrics, I
highly recommend TrueSocialMetrics.
com. At the time of writing they were of-
fering a free 30-day trial and a very reason-
able $30/month fee for small businesses.
Not only can you track the metrics dis-
cussed in this column using TrueSocial but
you can explore content popularity, com-
petitive analysis, even the best times to
post. If you choose to do it yourself, create
an Excel spreadsheet using simple formu-
las so all you need to do each week is plug
in the numbers and the engagement rates
are calculated automatically.  

Whether you choose the DIY method or
opt for an online tool, identifying and
measuring your digital marketing by chan-
nel and program averages is critical to
identifying your programs’ strengths and
weaknesses. Without this knowledge you
might as well play darts in an unlit room. 

Stay abreast of the latest digital mar-
keting trends for outdoor recreation by
subscribing to Schmarder’s bi-weekly Dig-
ital Marketing for the Outdoor Recreation
Industry at www.roadadobe.com. Ask her
about her digital marketing/social media
diagnostics and more at evanne @road-
abode.com or 702-460-9863.WCM

MODERN MARKETING

that matter and deliver relevant content on
a timely basis. Be precise with your plan
and create a system that will allow you to
track your progress on a weekly basis.  

Metrics and Measurement
Blogger and digital marketing evangelist

for Google, Avinash Kaushik, noted in a
post that using a few simple metrics for all
— yes all — of your social media channels
will provide you with ample insight to
manage your actions and goals. The uber-
tech website Moz adopted and refined this
measurement method to meet their needs,
as have a number of successful businesses
large and small. 

These metrics are by no means difficult
to gather and assess but you must stay on
top of them to reveal what is and is not
working. Create a spreadsheet noting your
channels on the top of each column. On
the left create seven rows for the number
of posts and each of the metrics to meas-
ure. Track your stats using each channel’s
analytics or via a dashboard app such as
Hootsuite. You’ll record your results by
noting the number of posts on each chan-
nel per measurement period and the cor-
responding measurement information
gathered. Add a section to the bottom of
your tracking sheet for relevant engage-
ment rates. It should look like the accom-
panying chart (which I’ve filled in with
sample numbers as explained below).

The Metrics That Matter
Simple yet very effective, begin to reg-

ularly track these four metrics:
Conversation = # of Audience Com-

ments/Replies Per Post
Are you delivering information that in-

terests your social fans? Do you delight
them, provide an “ah-ha” moment and/or
create content that makes them want to
stay tuned for more? Does your content
encourage your “tribe” to interact and 
become part of the conversation? 

Evanne 
Schmarder

Amplification Rate = # of Retweets/#
Shares Per Post

It is a terrific compliment when some-
one shares your post. They see value in
what you have to say, whether it’s a funny
line, a how-to tip or an announcement,
and make the effort to pass it along. This
is the nexus of viral content — a post
that’s so good it gets shared in a number
of circles, eventually becoming an entity
on its own.
Applause Rate = # of Likes/Favs/1+

Per Post
Do people find enough value in your

posts that they give you a virtual “shout-
out”? Likes, favorites, and 1+’s attract 
attention, signaling that the content has
value and, in some channels, may boost
search engine optimization (SEO). 

These three metrics will give you in-
sight into the effectiveness of your con-
tent. Pay special attention to what is
generating buzz. But equally important,
pay close attention to what is not gaining
traction. 
Relative Engagement Rates
Tracking the above rates or metrics for

each of your social channels is a great
start to understanding what is important
to your audience. Drill down another
level and create an apples-to-apples com-
parison of how each channel is perform-
ing using relevant engagement rates or
averages. This information will provide
an excellent overview of your social

You post on your business’ social media
accounts, comment when appropriate, fol-
low the latest trends and work hard to
make it all happen. But the fact of the mat-
ter is, for many social media marketers,
measuring program success or failure is
vexing. If that’s the case with your pro-
gram, consider clarifying your goals, tight-
ening up your metrics, and doubling down
on your social media marketing plan. 

Begin at the End
How would you answer if I asked how

successful your program was? If you are
not measuring it consistently and over
time you don’t really know. Long-term
goals such as conversion (bookings), email
subscribers and brand positioning must be
committed to in writing and are supported
and, in part, achieved by your social 
efforts. Begin with the end in mind — with
your goals and with what you specifically
want to accomplish through your social
media marketing efforts.

Observe the efficacy of your program by
utilizing consistent, trackable metrics over a
period of time. Avoid the temptation to
rely upon the number of followers or
“likes.” While big numbers might impress
(and are easy to measure), your program
should attract an interested audience that
wants to interact with you and your social
presence. Without an engaged audience
your posts are nothing more than a shot in
the dark. I’d also discourage you from
measuring your program’s success by the
number of posts released. Instead, deter-
mine a schedule that supports the metrics

How to Track Key Social Media Metrics to Measure Performance

www.campgroundmanager.com
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ON CAMPGROUNDS

Reports from 
the field: 

Bob Ashley

Tri-Lake Trails Campground Revels in Rustic, Low-Tech Enjoyment

With so much competition, the om-
nipresent Internet and burgeoning social
media, it’s tough today to find a campground
that isn’t “connected.”

But that’s the way Bob Sebring, co-
owner of Tri-Lake Trails Campground in
Marshall, Mich., about 50 miles south of
Lansing, likes it.

as a farm,” he said. Instead Sebring, his
brother Jack, who has since passed, and 
sister Jean Gladstone opened a 48-site
campground that has grown in size as the
family obtained adjacent farmland.

“We opened with outside toilets and
hand water pumps,” Sebring said.

And the park has remained pretty basic,
even as it has grown. “We have no sewers
and we only have 30-amp electric service,”
Sebring said. “If you come out here, you are
in a campground, not an RV park.”

That has not dissuaded campers from find-
ing Tri-Lakes, particularly local customers.

“There’s not a better honor than having
local people come out here every holiday to
camp,” Sebring said. “They can drive 100
miles to another park but they can get just
as good right here in their neighborhood.”

Tri-Lakes has no swimming pool, but fea-
tures three lakes, including 30-plus-acre
Fish Lake, the sandy bottom of which is
suitable for swimming. Fishing is available
in smaller Little Pine and Long Lakes. Activ-
ities include minigolf, shuffleboard, bingo
and card games. The park’s clubhouse is a
converted barn that was built in 1835.

Through the years, Sebring says the park
has followed the course laid out by the
Golden Rule.

“That’s the way we were brought up —
‘do unto others as you would do unto your-
self,”’ Sebring said. “That was instilled in our
lives when we were young and it is some-
thing that we try to pass on to the people in
the campground.

“Common respect is what is expected.
That way you gain self-respect. Today, a lot
of people don’t know what respect is.”

* * * * *
With 25 rallies that included Family

Motor Coach Association (FMCA), Safari
International, Good Sam Club and Es-
capees RV Club chapters it was a busy
summer season at Silver Spur RV Park in
Silverton, Ore., a 136-site campground in
the Willamette Valley.

“Our summers over the last three years
have been absolutely exceptional,” said
Matt Barker, who has managed the park
for 11 years. “We were full every weekend

“I’m totally on land phones and letters,”
said Sebring, 80, whose family first built a
farm on land where Tri-Lakes is located in
1848. “I don’t have email and I don’t want
to get on any sites that will get me all
messed up. I don’t want to have anything to
do with it.”

The park also is probably one of the few
privately owned parks in the U.S. that doesn’t
have a website.  “Our method of advertising
is all word-of-mouth,” Sebring said.

Tri-Lakes — with 272 sites on about 300
acres — was built in 1976 when the 
construction of Interstate 69 through south-
central Michigan cut through the Sebring
farm, isolating 44 acres.

“There wasn’t much we could do with it

and sometimes during the week. At times it
was difficult for people to get a spot.”

About half of the park, located15 min-
utes east of Salem, is occupied by seasonal
units and the other half retained for
overnighters and rallies.

“Groups are one important part of our
business structure,” Barker said.

At 200-feet elevation, the area is temper-
ate with cool, wet winters and warm dry
summers, which allows Silver Spur to stay
open year-round. Surrounded by agricul-
tural land, including a decorative tree farm
across the street, the park has several nature
ponds and a fishing lake with four 
platforms where anglers can catch bass,
crappies, bluegill and catfish.

Silver Spur features a 7,000-square-foot
lodge that can accommodate large groups
along with an outdoor pavilion with a full
kitchen. Activities and attractions nearby —
including 15 wineries, Oregon Garden and
Silver Falls State Park, Oregon’s largest —
bring RVers to the area, Barker noted.

* * * * *
At Pine Grove RV Park in Greenwood,

Neb., a semi-rustic cabin will be added next
summer.

“It’s built. It’s there. Now all we need to
do is finish the inside,” said Cathy Simms,
owner since 1982 of the 100-site park with
husband Scott.

“We’ve had a lot of requests for cabins
because there aren’t any hotels nearby.”

Located approximately halfway between
Lincoln and Omaha, Pine Grove wasn’t in
very good shape when the couple bought it
and it was more than twice the size it is
now.  “It was getting ready to be turned into
farm ground,” Simms said. “We’ve done a
lot of renovations and we’re still doing so.”

After they bought Pine Grove, the
Simms trimmed the size of the park from
220 sites to 100 and converted the former
sites into storage. “We store quite a few RVs
back there,” she said. “One hundred sites is
plenty to take care of.”

The park is open in the wintertime with
limited facilities. “We can supply water to
the rigs if they are somewhat protected,”
she said in early October. “In the winter, we
mainly have monthlies. Just around
Thanksgiving, it pretty much comes to a
halt as far as people traveling overnight.”

WCM Editor-at-Large 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

Bob Sebring shows off the campground’s motto.

www.checkboxsystems.net
www.jellystonefranchise.com
mailto:info@jellystonefranchise.com
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QUESTIONS&ANSWERS

When David Napp sits down to talk with you, as he did with Woodall’s
Campground Management, it’s not a bad idea to listen. 
His company, Carefree RV Resorts, has continued to grow into the RV

sector across North America, adding 20 properties — valued at more than
$300 million — over the last year or so.
While he’s an attorney by trade, Napp and his business partner, Colleen

Edwards, have gotten to know the RV sector well, having previously
founded Encore Communities.
Napp shared his perspective on the biggest challenges and rewards fac-

ing his company and the outdoor hospitality sector as a whole, as well as
his thoughts on the future — which can be very bright, he believes.

WCM:What was most surprising to
you entering the industry, and what do
you think would surprise people who
aren’t familiar with it?
Napp: I think most outsiders looking

at the RV business have a predetermined
business model in their minds that the
entire RV sector is focused on short-term
stays, such as weekend camping and tent-
ing, on underdeveloped properties. Peo-
ple unfamiliar with the RV business
visualize the industry on a whole as being
rustic campgrounds with lean-tos and
outhouses and, of course, rain. So I would
say that what surprises people new to the
industry the most is the financial stability
and quality of destination RV resorts with
a high percentage of park models.  

Once they understand that you have
this very attractive demographic cus-
tomer owning a vacation cottage that’s
blocked, strapped and skirted and doesn’t
go anywhere for 20 to 25 years, on leased
land — you see people’s eyes light up. We
went out last year and raised investment
capital and had conversations with a
number of institutional investors. We
talked to some of the largest private-
equity firms and largest pension funds in
the country, and to a firm, the surprising
point for them was how stabile our busi-
ness is. When you talk about the type of
debt financing that we can get, how solid
the foundation of this business model is,
and how well we did through the worst
recession in 75 years — that was the most
the surprising aspect of the business.

WCM: What are some of the most
important lessons you've learned in
this business?
Napp: Well, that I’ve still got a lot to

learn.
WCM: You’ve never got it figured out

completely, right?
Napp: Far from it. Listen, you have to

challenge yourself. For me, that’s the
main thing in life — to push yourself to
get better every day. You have to have pas-
sion to be successful; you have to love
what you’re doing in order to embrace it.
A life without passion isn’t worth living
and you have to be passionate with any
part of your life to be successful at it. If
you’re passionate about your work, then
I think you’re able to adjust as circum-
stances and economic conditions change.
Passion doesn’t guarantee success — but
a lack of passion gets you nowhere fast.
WCM: Carefree recently purchased

13 parks in Ontario. How does that fit
into your business model?
Napp: There is a thoughtful strategy

behind that. We acquired 13 properties in
January in Canada, a little over 3,000 sites
with additional development potential of
another 1,200 sites if the market condi-
tions and demand warrant it. We bought
Sherkston Shores last year. It’s 650 acres,
20 minutes outside of Buffalo, an hour
and 20 minutes from Toronto with two ir-
replaceable miles of waterfront on Lake
Erie. It’s an absolutely tremendous prop-
erty with 1,700 sites and a high percent-
age of park models, probably about 70%,

so it totally fits our business model. 
While we were at Sherkston, the week-

end after we bought it, we had a meeting
with their customer committee and most
of the people that were in the room were
from Ontario. There were about 15 
people there and 12 of them owned 
winter homes in Florida. Our Canadian
customers said it’s every person’s dream
in Ontario, as they mature, to spend their
winters in Florida. And we said, well
that’s Carefree’s dream, too! Carefree
wants you to spend your winters in
Florida. 

So we really started looking at the mar-
ket and John O’Brien, our Sherkston
general manager, came up with the op-
portunity to acquire 13 of the Castle Va-
cation Parks. Although those parks serve
more of a family market, certainly more
of a weekend market, they were 65%-plus
park models, so that aspect fits our busi-
ness model — but what it also does is it
introduces the Carefree brand to a
younger person who is ultimately going
to mature into someone who wants to
spend their winters in Florida. The 
Canadian customer will get to know the
Carefree brand as they mature, Carefree
will have the chance to earn the Canadian
customers’ loyalty and then if they do
want to spend their winters in the sun-
belt, they’ll think of Carefree first. There
were a lot of compelling reasons to 
acquire that portfolio. 

Two weeks ago we acquired three more
properties in Florida. All senior manufac-
tured-home communities, all a mile from
properties we already owned, so we were
able to fold those into our regional man-
agement infrastructure pretty easily.
WCM: What’s your strategic vision

for the future?
Napp:We’re not going to sit here and

put dollar-amount benchmarks on how
big we want to be because I think that’s a
limitation. We are going to keep buying
in our core markets, we are going to 
remain cash-flow buyers, and we’ll never
be anything other than that. I would say
the real goal is to be great organizationally
— and I do believe that asset size will
come as a result of being a great company.
WCM:What would you say are the

biggest challenges in the industry? 
Napp: I think right now, the biggest

challenge is the lack of retail financing for
the park-model and manufactured-home
buyers. There just aren’t a lot of options
out there and we are operating in a more
regulated environment which is restric-
tive to getting business done. The lack of

lenders in the space and restrictive 
government regulations have collared the
ability to grow sales by limiting the avail-
ability of retail financing to home buyers.  

On the RV side, I would tell you that
things right now are really looking up in
the industry. However, one of our biggest
challenges is that not enough people
know about the fantastic and affordable
retirement lifestyle the industry offers.
We’ve got a good wind behind us with 
the Baby Boomer demographic finally 
retiring. 

I do think that when the recession hit
that many people delayed retirement but
now that we’re seven years past 2007, I
think we’re seeing more people retiring
because they can’t, or don’t want to, post-
pone retirement any longer. Maybe some
of these people have lowered their expec-
tations in terms of what retired life will
look like, but they are still retiring. 

We look at this development as a
tremendous opportunity for the industry
because we offer such a high-value, low-
cost lifestyle for retirees and semi-retirees
to enjoy. The challenge for the industry is
how do we realistically transition from
looking at our traditional market of 9 mil-
lion RV-owning households to set our
sights higher on the over 76 million Baby
Boomers who are, or will be, retiring over
the next 10 to 15 years. If we can find a
meaningful way to access just a small per-
centage of those 76 million people, 25%
of the U.S. population, the destination RV
resort market will blow up — as will park
model sales.

The destination RV resort industry has
a great opportunity to play an important
role in the evolving retirement patterns of
the Baby Boomers. The concept of ‘retire-
ment’ in our country is a relatively new
phenomenon and is not even 100 years
old. A lot of these initial patterns and sys-
tems for retirement were established in
the 1920s to 1950s when the average per-
son was going to be dead before the time
they reached the ages of 70 to 75. A per-
son who retired at 65 was probably only
going to live another five to 10 years. 

Well, fast forward to 2014, and it’s not
unusual for people to live into their 90s.
You tell me, how many people can retire

at 65, not make another dime for 25
years, and live the way they want to? So
the whole concept of ‘retirement’ is some-
thing that’s evolving — and affordability
and lifestyle will play an integral role. 

I do believe that the lifestyle that our
industry provides fits well with maybe a

The CEO of Carefree Communities thinks the future
of the outdoor hospitality industry can be very bright
— if we stop thinking about 9 million RV-owning
households and start thinking about the more than
76 million Baby Boomers on the cusp of retirement

A Conversation With Dave Napp

Dave Napp – continued on page 29

Parks attractive to snowbirds, like Ocean Breeze, are Carefree’s bread-and-butter.
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a good part of our business.”
On the environmental side, Rosado said

that Dogipot’s bag formula is one of the
most eco-friendly OXO formulas on the
market, while also taking into account the
need for strength. “It’s about striking a bal-
ance, so you have a bag that’s thick enough
to be durable, but thin enough to break
down quickly,” she said. “Our bags biode-
grade into water, biomass and carbon diox-
ide, but release less carbon dioxide than a
leaf — and they don’t release any methane.”

Iowa-based Pilot Rock offers the family-
owned company’s own pet-waste collection
station system — which emphasizes their
100% biodegradable, “earth-friendly” bags
— and also distributes Dogipot’s system.

Beyond the Bag
At Doggie Deposit of Eclectic, Ala., the

bag was just the beginning. They have been
in business for 12 years, but now also offer
a whole host of both dog and human park
equipment through subsidiary company
Pet and Playground. 

“The reason that it’s not just Doggie De-
posit any longer is that we’ve really broad-
ened out our product line,” said National
Sales Director Bob Hanson. “For the camp-
ground industry we do everything from
campfire rings to picnic tables to grills,
commercial playground equipment, dog
agility equipment, bike racks, you name it.
We’re now a one-stop-shop for outdoor
amenity equipment.” 

Through key corporate partnerships, Pet
and Playground is striving to position
themselves as wholesalers of well-made
products manufactured in the United States
— and while overall business at the 

ment when it finally does. As an alternative,
the manufacturers we spoke to use OXO-
degradable or compostable bags, meaning
they're intended to break down more safely
either in landfill conditions (in the case of
OXO) or in a certified compost facility.    

Tony Gilas, co-owner of Dog Waste
Depot, explained the main difference be-
tween the two. “Compostable bags have a
shorter shelf life and are not feasible for
most commercial applications,” he said.
“Dog waste should never be composted as
it contains bacteria, and it doesn’t make a
good fertilizer for that reason. Unless it’s
heated above 250 degrees to kill bacteria, it
should never be used as compost.”    

The Dog Waste Depot approach to the
market is to compete aggressively on price,
as the company offers a guarantee to beat
any competitor’s price by at least 20%. If
customers find a competing price lower
than that, Dog Waste Depot will give them
the product for free. “We’re the lowest
price, free shipping, full-line supplier,”
Gilas said.

Rod Lukey, the operations manager at
Intelligent Products of Rabbit Hash, Ky.,
said that his company’s strategy is to tout
quality. “Mutt Mitts were designed specifi-
cally for pet waste,” he said. “We use an
extra ply on the bottom pouch to prevent
punctures, which nobody else does. The
two ply is also slippable, so if the first ply
receives a puncture, it slips before the 
second layer can get punctured.” 

Lukey said that all it takes is one mishap
for most people to decide to go with a
stronger bag. 

“I met a woman at a trade show who

told me that she and her husband use
newspaper bags for their pickup,” he said.
“Her job was to inspect them and his job
was to use them, and I’m thinking, ‘boy, he
better not ever make her mad.’” 

Mutt Mitts have also added a feature that
they believe can elevate the bag’s purpose
beyond its humble roots. 

“The biggest thing that we have going on
right now is that our bags are printable,”
Lukey said. “We call it the new billboard.
With the printable option, each Mutt Mitt
can have a logo or an ad on it, so advertisers
get direct marketing into the hands of their
target audience with 100% reach. So if you
own a campground, if you have businesses
around who chip in as sponsors, then you
can put their logos on the bags and they get
advertising out of it.”

In addition to its regular line of OXO
bags, Mutt Mitts recently launched a com-
postable option. They also offer pink bags,
and for each case sold, donate $1 to the 
National Breast Cancer Foundation.

“In a lot of cities and different places,
when we share that with them, they kind of
stick their neck out a little bit, knowing that
they might get pushback because they or-
dered pink bags,” Lukey said. “So that’s
kind of neat.”

At Orlando-based Dogipot, the strategy
is to emphasize the environmental benefits,
as well as the heritage of their company. 

“We were the first ones to market 20
years ago,” said Marketing and Brand Man-
ager Linda Rosado. “We also founded the
pet-station concept and our bags are OXO-
degradable. We haven’t saturated the camp-
ground market as much as we’d like, but it’s

They say you can't put a price on love —
but when it comes to American pet owners,
you can: it’s $60 billion. That's how much
we're currently spending annually to care
for our furry companions (according to the
American Pet Products Association), and
RVers are no exception. The Recreation
Vehicle Industry Association (RVIA)
estimates that 4.8 million RV-owning fami-
lies travel with at least one pet. That's more
than half of the 9 million total estimated RV
crowd.

With numbers like those, it's no surprise
that campground and RV park owners are
getting in on the doggy business by taking
steps to make their facilities pet-friendly,
and as they do, both park owners and 
consumers are seeing an explosion of pet
products tailored to the industry.

There is a mind-boggling array of pet
products available to owners, and a small
sampling of the players in the industry re-
veals potential investments that run the
gamut from a few hundred dollars upwards
of $20,000. On the less expensive end, of
course, are doody bags and their related ac-
coutrements. Many companies offer up
their products in this niche, including:
Dogipot, Doggie Deposit, Bella Bagno,
Dog Waste Depot, Pilot Rock/RJ
Reynolds Manufacturing and Intelligent
Products. As with any industry, the strate-
gies for success are unique to the individual
organizations, although there are some
commonalities.

Many of the bags manufactured today
are not made from conventional plastic,
which breaks down very slowly over time
and often poses toxic risks to the environ-

These Companies Help RV Parks and Campground Owners Fetch New Markets

Dogipot was the first to market with a dog
waste station, but many others followed suit.

Pilot Rock offers
Dogipot and their own
dog-waste station.

Drinking fountains have gone to the dogs, too.

From humble dog waste bags to grandiose interactive splash pads, pet-friendly parks and products make for big business
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“We’ve been building splash parks for 14
years” at Wizard Works Product Develop-
ment, said Joe Ventura, and company Pres-
ident Mark Aragona “has been doing it for
30 years, so this is not new to us, it’s just
the first time we've ever done it for dogs.”

Ventura, the acting CFO and marketing
director at Wizard Works, said they are ap-
proaching the 1,000-square-foot doggy
splash park in nearly the same way as they
would approach one for children. 

“It’s interactive, meaning that the dogs
can operate some of the features,” Ventura
said. “A trainer could teach the dog to
touch on the pad and all of a sudden these
fountains will come out. You can actually
train your dog on the splash pad itself. It’ll
be an interesting experiment to see if the
dogs continue to go back to it.” 

Currently in the design phase with plans
for a large central fire hydrant surrounded
by other fountains, the park will have 
capacity for up to about 20 dogs at the same
time, and will also have a fully automatic
mode, as well as some devices where 
features will go off when dogs simply break
a beam of light.

Kristine Daniels, the operations man-
ager at Normandy Farms, said that the idea
to build a splash park came about as she
was letting her own yellow labs run in their
two-acre dog park, chatting with guests. 

“It gets hot and humid here in the sum-
mer, and people were always commenting
about how nice it would be for their dogs
to be able to go swimming,” she said. “And
while we do have a pond, it’s on the other
side of the campground so we were brain-
storming ideas about what would be fun for
the dogs and fun for people to watch.”

The thought behind going a step further
and making the splash park interactive, she
said, was in thinking about how much fun
it would be for kids and their pups.

“We figured that the kids could get 
involved, too,” she said. “Kids or even adult
trainers could work with their pets to do
certain things and learn new things.”

As with Ivy Lea, the majority of visitors
to Normandy Farms come with pets, and
their new splash park is also building on a
heritage of dog hospitality. The park already
boasts waste stations, a two-acre dog park
with agility equipment, a self-serve dog
wash, dog drinking fountains and a large
doghouse. One of the newer additions is an
area of Canine Coops day kennels that
guests can reserve when they go on sight-
seeing trips and need to leave their animals
behind. Daniels said they also provide
campers with the option of having 
Normandy Farms staff take their pooches
on walks or at least let them out of the RVs
for potty breaks. 

“We also dedicate an entire weekend to
dogs, which is aptly called Dog’s Day Week-
end,” Daniels said. “We'll have dog-themed
crafts and movies, a doggy costume parade,
and a dog show with contests.”

As long as the pet-friendly investments
continue to pay off for park owners, it’s
likely that they’ll continue to get bigger and
continue to spread to other locales. After
all, the amenities have already stretched 
beyond the canine variety. At Alamo River
RV Ranch in San Antonio, they have
fenced dog runs and miles of hiking trails
for the animals — but they’ve also 
expanded the definition of pet.   

“What if your pet is a horse or mule?”
said owner Charlie Brown, who runs the
park with his wife Roxy. “We are the only
park to offer horse stalls and horse camping
sites. Owners come in with their large horse
trailers and RVs that rival some of the nicest
RVs on the market. We have played host to
llamas, goats, parrots, monkeys, dogs, cats
and one kangaroo. What park can top
that?” —Ty Adams   WCM

even dog-park benches, but their most pop-
ular offerings are their packages: Beginner,
intermediate and expert, which combine a
variety of products. “People really seem to
like those. It’s the best deal, and it’s a ready-
to-install dog park,” Caldwell said.

That whole segment of Jamestown 
Advanced’s product offerings is “definitely
growing. As people are seeing campgrounds
and parks offer dog-park products, I defi-
nitely think people are leaning toward
going to those kinds of campgrounds and
parks,” Caldwell said.

For their part, 1000 Islands/Ivy Lea
Kampgrounds of America (KOA) owners
Susan and David Barton have doubled
down on providing a pooch-friendly park.
Located in Lansdowne, Ontario, Ivy Lea of-
fers a wide variety of canine amenities, and
biodegradable bags and deposit stations are
just the beginning. They’ve owned the
campground for more than 20 years, and
have continued to add features. 

In addition to bag dispensers and 
disposal stations throughout the park, Ivy
Lea provides a fenced, one-acre, leash-free
dog park and a dog playground with shade
and automatic water bowls that is located
conveniently next to the kids' playground. 

“We also have an elevated deck above
our swimming pool area that is just for dogs
with leash ties and water bowls,” Susan
said. “And then there’s the dog wash.”

To be specific, the dog wash is a
coin/card operated Evolution K9000 self-
serve unit, the first of its kind to be installed
at a campground when it was installed in
2012. It allows dogs to be washed, de-flead,
rinsed and dried in a matter of minutes, 24
hours a day, at the price of $10 per wash.

“The Evolution dog wash is recognized

as the gold standard,” said Evolution Pres-
ident Gary Sherman. “It has an appeal for
many different markets; I have them in
apartment buildings, military bases, car
washes — I even have one at a pet-friendly
bar in Houston.”

Sherman said that each unit is built
specifically to customer preferences and
manufactured in the U.S., with the top-of-
the-line model featuring a touch-screen
computer in the door of the unit. 

“We have hundreds of units around the
world and we don’t have any full-time serv-
ice guys,” Sherman said. “They’re pretty
bullet-proof.” 

With the Evolution models ranging in
price from $14,900 to $18,900 it’s not an
insignificant investment, but Sherman
maintains that dog washes are solid revenue
generators when usage reaches minimum
levels as well as a boon to marketing efforts.  

Has the investment paid off for the 
Bartons at Ivy Lea? “About 80% of our cus-
tomers come with dogs,” Sue Barton said.
“So I’m thinking, yes. They do seek us out
because they know we’re dog friendly.”

All Paws Pet Wash is another major
player in the market that has also begun to
sell units to several parks around North
America, and the trend seems likely to con-
tinue as the revenue-generating capacity of
the units is tested further.

While pets have yet to receive full citi-
zenship and voting rights, the bar for furry-
friend amenities is continually being lifted.
In the campground world, it will happen
again in the summer of 2015. That’s when
Normandy Farms Family Campground
of Foxboro, Mass., will unveil an interactive
waterpark for dogs — likely the first of its
kind in the world.   

company is strong, Hanson said that they
aren’t quite seeing the market penetration
they were hoping for when it comes to
campgrounds and RV parks. 

“Especially for our dog park agility
equipment,” he said. “I do upward of 40
trade shows per year and it’s been a fairly
difficult market to get into with this partic-
ular product.” 

Jamestown Advanced Products Corp.,
though, has seen significant growth in dog-
park products for campgrounds and RV
parks. 

“People are really into their pets, it
seems,” said Liz Caldwell, marketing man-
ager at Jamestown Advanced. “I am one of
them, with my two dogs. People travel with
their pets and the pet products give them
something to do with their pets,” she said.

Jamestown Advanced offers various
items for agility parks, waste stations and

Normandy Farms Family Campground has jumped in with all four paws
providing agility equipment in their Freedom Tail Dog Park.

Freedom Tail also includes
housing for dogs.

Freedom Tail at Normandy Farms offers two acres for dogs with a water
park on the way.

Ivy Lea KOA even has a dog wash station.

Jamestown Advanced
agility equipment.
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Workampers JC and Margie Crofoot

Workampers Bring Experience, Expertise and a
High Work Ethic to RV Parks and Campgrounds
Steve Anderson, president of Workamper News,  estimated there are
about 500,000-750,000 Workampers today, and that number is grow-
ing because of the 22,000 Boomers retiring every day. Many of those
might turn to work camping, but it’s a lifestyle not for everyone.

I’m not going to get the same thing with a 
20-year-old kid in college.”
The key to attracting good Workampers is

to “take really good care of them,” Becker
said. About 80% of his Workampers return
the next year, and the vacancies are usually
filled with those referred by returning
Workampers. “We treat them well and they
are part of our team. They are a tremendous
value to our business,” he said.
Workampers are essential to many camp-

grounds because of their return on invest-
ment. They’re a source of inexpensive labor
and, as Becker mentioned, they have a lot to
offer by way of experience, expertise and
work ethic. 
In exchange for a campsite, Workampers

perform a variety of jobs including cutting
grass, cleaning bathhouses, operating the
camp store and serving as the campground
host. Some campgrounds pay their Work-
ampers while some are volunteer positions. 
The typical work week can vary greatly, any-
where from 24 to more than 40 hours.
Traditionally, Workampers are retired cou-

ples looking to stay active and perhaps sup-
plement their income. Many, such as Doug
and Lorraine Porter of Pinkney, Mich., use
work camping as a way to see the country.
They choose their jobs by simply picking a
destination and then finding a nearby camp-
ground that needs Workampers. 
The Porters, who have been Workampers

since 2006, have had stops at Branson, Mo.,
Gulf Shores, Ala., Virginia Beach, and Apache
Junction, Ariz. They have spent four seasons
at Waldenwoods Recreation Resort in 
Hartland, Mich.
Doug, retired from the U.S. Navy and a ca-

reer in administration security, and Lorraine,
who was a research secretary at the Univer-
sity of Michigan, said they enjoy work camp-

ing because it’s a “relaxing job” that appeals
to their outgoing personalities.
“You know what we do? They give us a

golf cart because we’re chatterboxes. We go
around and visit with everyone who came the
day before and we ask them, ‘How was their
first night?’ and ‘Is there anything we can do
for you?’” Doug said, adding that Lorraine
usually brings them homemade cookies.
The two, who own a 35-foot Damon Chal-

lenger, said campground owners like to hire
people their age because of their good work
ethic. “We do whatever we can to make their
campground successful,” Lorraine said.
Their story is not that much different than

the vast majority of other Workampers.
Yet, the traditional notion of the average

Workamper is changing somewhat, said
Steve Anderson, president of Workamper
News, the industry’s leading source on
Workampers with 20,000 members.
In a recent survey of Workamper News

members, the average age decreased from
63 years old to 58.
“The logical assumption is that it’s be-

cause of the number of Baby Boomers com-
ing into the market,” Anderson said. “With a
lot of the Boomers retiring in the 54-55 range,
I think it’s probably going to continue to get
even younger than that.”
Anderson added that more and more fam-

ilies are getting involved in the Workamper
lifestyle. 
“We really haven’t investigated to tell you

why that is necessarily happening,” he said,
adding that perhaps one reason is the grow-
ing trend of homeschooling. “I had somebody
tell me that homeschooling is easier to organ-

ize through a number of the states, so there’s
a less-hassle factor.”
While it’s true most Workampers are em-

ployed by campgrounds, another trend is the
growing number of companies that are dis-
covering the Workamper labor force — the
most famous of which isAmazon.com and its
CamperForce Program. Workampers are
used for supplemental staffing during the on-
line retailer’s peak holiday season at its four
distribution centers in Campbellsville, Ky.,
Coffeyville, Kan., Fernley, Nev., and Murfrees-
boro, Tenn. 
“Join us as we work together in a fast-

paced and energetic environment to fulfill
Amazon’s mission: to be Earth’s most cus-
tomer-centric company!” Amazon teases on
its website. “Amazon offers great pay, a paid
completion bonus, paid referral bonuses and
paid campsites for its CamperForce Associ-
ates. Together we’ll work hard, have fun, and
make history!”
Anderson said other companies are

catching on, such as FedEx.
“I call them ‘Santa’s Helpers’ because

their centers are located in an area where
the population is okay for the normal times,
but they’re hiring Workampers during their
surge for the holidays,” Anderson said.

Paradigm Shift
Anderson said the trend of Boomers en-

tering the Workamper profession is causing
a paradigm shift.
“What we have seen and heard is that the

Boomer is coming into the market with a 
different paradigm than the senior has, which
is the bulk of our Workamper folks,” he said.
“The average Boomer has had multiple jobs.
They haven’t stayed in the same position or
in the same career for 35 to 40 years. They
grew up and had their career during that 
period of time when people were encour-
aged to improve their careers by transitioning
to other companies. 
The senior didn’t have that paradigm. The

senior’s paradigm was, ‘I’m used to being in
one location. I’m good for being there multiple
seasons and coming back.’”
Up until this paradigm shift, employers

have benefitted from the same Workampers
returning year after year. When a Workamper
chooses not to come back, the employer has
the additional time and expense of recruiting,
interviewing, hiring and training a new
Workamper staff every season.
“You can imagine, if you’ve ever been a

small business owner, when you’ve got expe-
rienced people coming back and working
with you all the time, it just magnifies your op-
eration,” Anderson said. 
“Some of them are unhappy because of

that. I tell them, it’s nothing we’re doing or
they’re doing, it’s just because of the change
in paradigm. The change in the attitude about

what the work camping experience is going
to provide them. It’s not good or bad, it is what
it is.”
Anderson was quick to add that the para-

digm shift is not a negative. It’s simply a “dif-
ference in the culture of the age category,”
he said, and employers need to adjust to it.
“I’ve had employers say the Workamper

today is not as good as the Workamper of
yesterday. When I quiz them on it, what I’m
hearing is that the Workamper today that’s a
Boomer may have different attitudes, but that
doesn’t mean they’re bad people. The man-
ager or the owner needs to understand they

Doug & Lorraine Porter

Gary Becker, president of Indigo Bluffs,
pulls no punches when he says Workampers
are absolutely essential to his RV resort 
located in Empire, Mich. 
“They make my business possible. They

really do,” he said, adding that all but one of
his 17 employees are Workampers.
Becker’s Workampers receive their camp-

site and some additional benefits for 32 hours
of work each week.

“What I get is someone with a maturity
and a depth of lifetime experience in a pro-
fession and a career that is essential. I have
Workampers who were engineers, police
chiefs, firefighters, teachers and from the 
retail industry,” he said, adding those skills
translate into a staff that needs little supervi-
sion. “They bring an enthusiasm and a matu-
rity, and a level of respect and authority, that’s
as close to a ‘plug-and-play’ as you can get.

Yvone Link & Gary Becker
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need to change their paradigm a little bit from
the standpoint of how they manage them and
work with them. They need to understand
they may not be coming back to them for mul-
tiple years. They may only have them for one
year, so they should make the very best of the
time they have with them.”
This paradigm shift was the topic of 

Anderson’s seminar at the Workamper 

Rendezvous, an annual gathering of
Workampers for three days of training and
networking Oct. 21-23 in Heber Springs, Ark.,
hosted by Workamper News. 
There are certain negative aspects to 

this shift, Anderson conceded. Some
Workampers may sign on with multiple 
employers and then pick the one they want,
but fail to let the others know they won’t be
working for them.
“That’s one of the ugly parts. Now, has it

always been there? Yes. But it is becoming
more exacerbated because of the paradigm,”
he said. “I don’t care what age you are or
what paradigm you’re from, as far as I’m con-
cerned we still live by the Golden Rule and
we treat people the way we want to be
treated.”
It’s fine to apply for multiple jobs, but do it

in a professional way. Apply for multiple jobs,
but don’t commit to multiple employers. In-
stead, practice integrity and notify all poten-
tial employers whether you accept or reject
their job offer.
The same principle holds true for camp-

ground owners, Anderson pointed out. He
said several employers will extend more job
offers than they have vacant positions, simply
in attempt to make sure they have enough
Workampers for the season. 
“If they have people get there and they’ve

already filled all the positions after the first
bunch showed up, they turn the others away
saying, ‘I’m sorry. We don’t have a job now,’”
he said. “To me, that’s wrong also.”

The solution to prevent Workampers and
campground owners from practicing either
deceit is difficult, Anderson said, because it
“requires everyone to play in the same sand-
box nicely.”
“That comes back to what we preach to

our Workamper membership: There’s a
methodology to go about applying for the
jobs,” he said. “There’s a way to represent
yourself. There are expectations and a way
to share those expectations with the 
employer and vice versa. 
“As the employer,” he continued, “there’s

a responsibility to help that Workamper ap-
plicant understand what it is you’re looking
for, what the expectations will be, and to stay
in touch with that Workamper once they’re
hired.”
The essential need for consistent commu-

nication is often overlooked, Anderson
added.
“I’ve heard too many stories from employ-

ers who say, ‘Well, I hired them back in No-
vember but they didn’t show up in May.’ They
had no conversations, no communications,
nothing with those people during that entire
period of time,” Anderson said. “Life can 
happen in that number of months. People can
die. People can have heart attacks. That’s a
common thing that can happen when you’re
dealing with people in these age groups. Life
changes dramatically.”
The communication starts when camp-

ground owners first advertise their opportu-
nities and Workampers respond. Both sides
should continue to ask questions of each
other until they are satisfied. A written con-
tract, perhaps as part of a job description, is
essential.  
Communication shouldn’t stop there. From

the time of hire to the time of work is also an
opportunity for campground owners to 
provide training and/or to better explain cer-
tain aspects of the job and the campground.
This pre-training is even more important if the
paradigm shift means campground owners
will have new Workampers each year.
Anderson estimated there are about

500,000-750,000 Workampers today, and that
number is growing because of the 22,000
Boomers retiring every day. Many of those
might turn to work camping, but it’s a lifestyle
not for everyone.
“You know, I’ve heard all about the 

divorces that have taken place – I do know
there are people that get into this lifestyle that
should never have even considered it. A lot
of it is because they cannot handle living in
400 square feet with a partner.”
Anderson said he’s developing a new

product meant to introduce the work camp-
ing lifestyle to the 22,000 Baby Boomers re-
tiring every day. Called “The Dreamers
Journey To Work Camping Discovery,” the
product will have tools, such as a 101-ques-
tion self-evaluation, to help the person or

How Campgrounds Can Develop
A Successful Workamper Program

Campground owners will benefit from a well-developed Workamper program, said Steve
Anderson, president of Workamper News, the industry’s leading resource.
He realizes campground owners are stretched thin, but a good Workamper staff is too 

important not to devote sufficient resources to. 
Owners need to allocate time and activity to the “most important thing in their business

and that’s hiring the staff that’s taking care of your customers,” Anderson said. “Yeah, I know
taking care of water system and all the other stuff they have to do is important. But it’s usually
staff issues that create more issues at a campground than anything else.”
There are four basic steps, Anderson suggested: Plan, recruit, interview and fulfill.
• Plan: Campground owners need to determine what they expect from their Workamper

staff. It could be a job description, but not necessarily so. The expectations should be written
down for two reasons: One, the act of writing it out encourages more deliberate thought, and
two, once written they can be more easily referred to. The documentation should include a
list of what work they want Workampers to do. This will help them develop a list of skills and
experience they are seeking in a Workamper.

• Recruit:Owners need to develop a strategy of how they are going to market their camp-
ground’s opportunities to find the workampers they need. A leading resource for that is
Workamper News, but Anderson said there are other options, including reaching out to

Workampers they’ve worked with previ-
ously.
“They can network through individuals

they’ve worked with before,” Anderson
said. “The best advertising out there is that
happy Workamper sitting around the
campfire telling the others about their 
positive experience they had at XYZ camp-
ground.”

• Interview: The third step is to develop
a hiring system that goes beyond a simple
ad and 10-minute telephone conversation.
“I’ve heard more stories from unhappy
employers and unhappy Workampers that
could have been resolved with more com-
munication,” Anderson said. “Would you
travel 1,800 miles across country to do a
job based on a 10-minute conversation
with that employer? People are doing it
and they’re still doing it.”
Instead, Anderson recommended sev-

eral conversations with the applicants. The first conversation is when the employer and
Workampers first discuss the position and initially get to know each other. After sufficient
time to think it over, both parties should have as many opportunities to ask further questions
of each other as needed. 
The conversations are to get clarification of the job opportunity, including compensation

(free campsite and/or wages, if any), benefits (such as discounts at the camp store or free
use of the laundry facilities) and schedule (number of hours plus overtime situations). 
Of course, campground owners will want to know more about the applicants, including

skills, experience, type of RV they have and any extenuating circumstances that may affect
their ability to fulfill the requirements of the position.

• Fulfill: Finally, the fourth step is for owners to make the Workampers feel as if they are
a valued member of a team. Simply put, a good employee is a happy employee.
Anderson said he recently stayed at the Yogi Bear’s Jellystone Park Camp-Resort in 

Fremont, Ind., which sees 3,000 campers in a single weekend, and spent much of his time 
interviewing Workampers.
“What we heard over and over from Workampers is that they feel they are part of a team

and they are valued. And we also heard that they felt they were part of the family because
it’s a family-run operation,” he said. “When I spoke with the owner, that was the words that
came out of his mouth. He said, ‘These people become a part of our family.’” The family men-
tality might not ring true at all parks, but he said the team concept certainly could. WCM

A good Workamper program will help a campground develop a positive reputation
within the work camping circles.

A campground owner should make Workam-
pers feel as they are a valued part of a team.

Steve Anderson

Terry Cooper conducts a seminar
at a previous Rendezvous
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couple determine whether they should truly
consider the profession.

Negative Portrayal
Anderson said he and others are still deal-

ing with the aftermath of an August article by
Jessica Bruder in Harper’s Magazine, which
focused on a family who couldn’t afford a
home, on their last legs and all that’s left for
them is to live for free at a campground while
barely scraping by as a Workamper.
The comments below the article posted on

the magazine’s website, as you might expect,
run the gamut — from people wholeheart-
edly supporting the author, to others laying
blame at one political party or the other. Many
comments, however, were from people tak-
ing issue with the notion that Workampers
are the lowest socio-economic members of
society.
One such person was “docj9000,” who

claimed to have been a full-time RVer for three
years. This commentor wrote he “chose this
lifestyle and weren’t forced into it. 
“For us it is the ultimate retirement,” he

wrote. “We have traveled throughout the en-
tire continent and have accomplished numer-
ous ‘bucket list’ objectives. Last year we
volunteered at a Washington state park for
several months and this year we volunteered
for the National Park Service at a national
historic site in Georgia. Currently, we are
spending the remainder of our summer on
Prince Edward Island enjoying pleasant sum-
mer temperatures and abundant seafood. I’m
not denying that some people in this lifestyle
do it as a way of surviving, but the broad-
brush characterization of everyone who lives
this way is simply poor journalism. Next time,
try to actually learn about something before
you write about it.”
Anderson, too, is critical of the Harper’s

Magazine article.

“It’s a very interesting piece of work and
a sad piece of journalism, and I don’t mind
being quoted on that,” he said. “They found
some folks who were down-and-out eco-
nomically and they followed them around for
a while and they made blanket statements
that this is what work camping is like in Amer-
ica. To make a statement like that is just flat-
out wrong.”
Anderson conceded there will be

Workampers and full-time RVers who might
be at a financial disadvantage, but he added
this is true no matter what the industry is. 
He went on to say the average Workam-

per has at least $70,000 in investments, not 
including whatever RV they own. “To say that

these people are doing it because they’re
down and out? Well, the vast majority of peo-
ple living the Workamper lifestyle are not
down and out,” Anderson said.
The silver lining to this controversy is it has

created an opportunity to more accurately
portray the Workamper lifestyle. Anderson
and some Workampers told Woodall’s Camp-
ground Management they’ve talked with 
reporters from The New York Times and 
L.A. Times, as well as producers from the 
“60 Minutes” television show. 
“I’m going on faith that a number of these

folks I’ve talked to are actually going to have
the wisdom to look into this a little deeper be-
cause there actually are some very positive
things about Workampers and what they
bring to the world. They’re the salvation for
very many of these employers who have a
difficult time staffing. Also, they bring a level
of expertise, a level of maturity,” Anderson
said. 
“And if it’s a campground operation, who

more do you want than somebody who’s ac-
tually living the lifestyle and understands
what people are talking about when they say
they have an issue with their rig, in compari-
son to some local person who, when you tell
them you have a problem with your black
water tank, he says, ‘Your what?’” he added. 
WCM heard from dozens of Workampers

who enjoy what they do and take exception
to the negative portrayal of their chosen pro-
fession. They told us their stories of what
prompted them to become Workampers and
why they enjoy it. Like everything in life, you
take the bad with the good, they said.
Speaking from his current job at Marina

Bay Lake Cove RV Resort in Dickinson, Texas,
Vaughn Johnson said he and his wife
Suzanne both retired from the airline industry
three years ago, bought a 33-foot Holiday
Rambler Admiral and became Workampers.

Their half-a-dozen stops have taken them to
California and all over the Rio Grande Valley
in Texas.
“We just wanted to keep on working,” he

said. “We wanted to keep busy and keep our
bodies healthy.”
Johnson said work camping is a fun and

rewarding job, but they did have one bad ex-
perience. They drove 15 hours to California
for a Workamper job, only to find out there
was more to the position than they were led
to believe. “But that’s the only negative we’ve
had,” he said.

Charlene Johnson is new to both work
camping and RVing. The 54-year-old 
commercial insurance underwriter said she
entered the lifestyle after the recession
wiped out her savings and she realized she’d
“never be able to retire.” So, she started ex-
ploring becoming a Workamper, and after her
home sold two months ago she started her
first Workamper job at Breezy Palms RV Park
in Palm Bay, Fla.
The Workamper lifestyle appealed to

Johnson because of her wanderlust and it
meshes nicely with her traveling bird show,
which features five cockatoos riding minia-
ture bicycles and performing other tricks. A
custom-made Forest River XLR Viper houses
the birds’ cages and equipment in the toy
hauler’s garage. She’s hoping that the bird
show will help her land some choice
Workamper opportunities.
So far, so good, she said. “I love it,” John-

son said, adding the birds have adjusted
nicely to their new surroundings. “I love
Florida, don’t get me wrong. But I don’t want
to have to spend another summer here. I kind
of miss the mountains and the cold, crisp air.”

Carol Allen has been a full-time Workam-
per for 12 years and is about to begin her 25th
season in an Oregon campground. She said
the “good experiences stand out far more

Charlene Johnson

www.redrovercamping.com
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Workamper Chuck Siebert spent a summer 
in Yellowstone National Park working for 
Yellowstone Association.

The problem, Wald said, is that local and
state regulators could look to the HUD 
ruling as ammo to wrestle with RV parks
and campgrounds.
“A local code official could look at this

tomorrow, take it to a campground and use
it as a hammer,” Wald told WCM. “That,
from our perspective, is the greatest harm
to the campground industry, who are on the

front line and
have to con-
vince regula-
tors and tax
officials” that
park models
are RVs.
The RV and

campground
industries have
not enjoyed
solid legislative
or regulatory
certainty on
these types of

issues and have instead been forced to rely
on a series of HUD administrators continu-
ing to interpret rules as their predecessors
had, according to RVIA. Understanding this
tenuous situation, RVIA has, since 2008,
been working with HUD in attempts to 
clarify the definition of RVs under the RV 
exemption to make it crystal clear what an
RV is and is not. While HUD chose not 
to provide that clarity, until this recent 
development the industry was allowed to
continue operating as it always had.
“As a consequence of this lack of clarity

and certainty, Administrator Danner clearly
felt authorized to shift HUD’s interpretation
of regulations and guidance, creating  a
sudden change in policy that will have a

significant negative impact on the RV indus-
try as well as America’s campgrounds and
especially our shared customer — the
American camper,” added Wald. “This new
interpretation of HUD policy, issued as a
simple Memorandum has proven just how
vulnerable the RV industry is to the whims
of HUD regulators.”
In response to HUD’s actions, RVIA,

ARVC and the Recreation Vehicle Dealers
Association (RVDA) appealed to HUD Sec-
retary Julian Castro to withdraw the mem-
orandum and give Congress an opportunity
to clarify, once and for all, a bright line 
between RVs and manufactured housing.
ARVC President Paul Bambei told WCM,

“We fully support the collaboration of RVIA
and RVDA and ARVC to redefine the park
model RV definition. That’s why we cosigned
the letter with our sister associations.”

Pat Hittmeier, president of Kampgrounds
of America Inc. (KOA), said, “We are disap-
pointed by the recent HUD memorandum
regarding the measurement of maximum
square footage for park model RVs.”
He continued, “We are also in full sup-

port of efforts by ARVC, RVIA and RVDA to
legislate changes that will reverse HUD’s
recent more restrictive interpretation."
Sims said he and Wald have been work-

ing together toward that goal. “We’re trying
to get some legislative relief through this
new House bill defining recreational vehi-
cles. Anybody that’s been in this industry,
they recognize the distinction, but anyone
with an untrained eye may look at a 
park model RV and think, oh, there’s a little
manufactured home,” Sims said.
“It can impact financing and purchasing

for campgrounds. It’s just a Pandora’s box
that clarification has the potential to solve,”
he said.
The issue has already gained traction in

Congress, where representatives Marlin
Stutzman (R-Ind.) and Jackie Walorski
(R-Ind.) recently introduced legislation (H.R.
5658) to do just that. “Congressman Stutz-
man and Congresswoman Walorski are true
champions for the RV industry,” said Wald.
“Their bill would clearly define all RV types
and establish clear lines between RVs and
manufactured housing in a way that cannot
be reinterpreted every time there is a 
personnel change at HUD.” 
Wald said that the RV and campground

industries will be calling on RV manufactur-
ers, dealers, campground owners and con-
sumer groups to push for enactment of the

legislation as
quickly as pos-
sible.
Sims said

the associa-
tions are work-
ing together to
develop grass-
roots support
in Congress for
the legislation.
Wald said,

“We’re work-
ing really hard
with everybody

and anybody who’ll listen to get in there and
explain to (Castro) that this memo has
opened up a can of worms for the camp-
ground industry and the entire outdoor 
hospitality industry. The whole industry
needs to mobilize.
“We’re going to mobilize as an outdoor

industry, as everybody that’s affected by
this. We want 3,100 campgrounds, we want
150 manufacturers, we want 4,000 dealers
across the country ready to write to their
members of Congress to get this thing fixed
once and for all.” —Justin Leighty   WCM

HUD Ruling —from page 3

Matt Wald

Jeff Sims

than the bad experiences — otherwise, I
would not still be doing this.”  
“The opportunity to help families create

memories is what this adventure is all about,”
she said.  “I get to live in beautiful areas of
this country and to host people of all ages re-
laxing and enjoying the same beauties. That
is reward without sacrifice.”
Allen, who has a 2005 35-foot Fleetwood

Bounder, has simple advice for both camp-
ground owners and Workampers: Be 
respectful of others.  
“We need to show respect to each other

and remember our common goal of creating
a happy atmosphere for those who have
worked so hard for their vacations and are
spending them with us,” said Allen, who pre-
viously worked in the printing industry. “I see
the wear-and-tear of daily catering to the
public and know that if we can all maintain a
level of respect and unity we can make those
dreams real for others.” WCM

www.raindeck.com
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KOA Convention Schedule

Wednesday, Nov. 12
8 a.m.-3 p.m. Convention Registration 
8 a.m.-3 p.m. Owners Association Auction 

Drop-Off
7 a.m.-3 p.m. KOA Care Camps Board Meeting 
1:30 p.m.-4 p.m. Kamp Green Community 

Partnership Event — Mount Pleasant KOA
4:300 p.m.-7 p.m. Welcome Reception 

Thursday, Nov. 13
7 a.m.-5 p.m. Convention Registration 
9 a.m.-6 p.m. Owners Association Auction

Drop-off
8:30 a.m.-5 p.m. Kid’s Kamp 
8 a.m.-8:30 a.m. Continental Breakfast 
8:30 a.m.-10 a.m. Welcome to the 2014 KOA

Convention  Pat Hittmeier, Jef Sutherland,
Lorne Armer & Toby Hedges 

10:30 a.m.-11:45 a.m. 
• Social Media: What’s Right for Your 

Campground?
• GREAT Bathhouses
• Exceptional Millennials: Managing Today’s

Young Adults
• Getting Started with Brand Positioning
• Effective & Efficient Housekeeping
Noon-1 p.m. What’s Behind Your Yellow 

Sign Luncheon 
1:15 p.m.-2:30 p.m.
• Tools to Market Your Campground: Part 1
• KOA Cabins: Beyond the Basics
• Exceptional Millennials: Managing Today’s

Young Adults 
• Getting Started with Brand Positioning
• Upgrading Your Unused Sites
2:45 p.m.-4 p.m.
• Tools to Market Your Campground: Part 2 
• Increase Your Knowledge on Campground 

Insurance
• Picture This: Telling Your KOA Story with

Great Photos
• KampSight: Now and In the Future 
• Upgrading Your Unused Sites 

4:15 p.m.-5:15 p.m. All Owners Association
Area Meetings

4:15 p.m.-5:15 p.m. COP Business Meeting 
5:30p.m.-6:30 p.m. Owners Association 

Disaster Relief Board Meeting 
FREE NIGHT! Explore Charleston 

Friday, Nov. 14
8:30 a.m.-4:30 p.m. Kids Kamp 
9 a.m.-3 p.m. Owners Association Auction

Drop-off
8 a.m.-10:30 a.m. Celebrate KOA Awards 

Breakfast, Keynote Presentation by 
Waldo Waldman

10:45 a.m.-noon
• Advancing Your Marketing Skills
• Wi-Fi: A Huge Must-Have Amenity & 

A Huge Pain in the Tush
• Cashing in on Your Kamp Store: 5 Simple

Steps to Revenue Growth
• How to Prepare for Selling
• Recreation Space: from Concept to 

Completion
12:15 p.m.-1:45 p.m. Franchise of the Year, 

Rising Star and Partner Awards
2 p.m.-3:15 p.m. 
• Social Media: What’s Right for Your 

Campground 
• Wi-Fi: A Huge Must-Have Amenity & 

A Huge Pain in the Tush
• The Perfect Store
• New Energy for Your KOA
• Recreation Space: from Concept to 

Completion
3:30 p.m.-4:30 p.m. Jim Rogers Chairman’s 

Fireside Chat
4:45 p.m.-6 p.m. Owners Association 

Annual Meeting
6 p.m.-8 p.m. KOA Expo Opening Reception

Saturday, Nov. 15
7:30 a.m.-8:30 a.m. Breakfast With Exhibitors
9 a.m.-4 p.m. KOA Expo
6 p.m.-10 p.m. Final Night Celebration and 

Care Camps Auction WCM

KOA Expects Charleston To Serve As A Strong 
Finish To A Year That’s Been Especially Strong
‘I think our momentum is based on our service
culture, it’s based on our successful ad cam-
paigns and our brand positioning is really start-
ing to resonate,’ said KOA President Pat Hittmeier

While the standard phone greeting at
Kampgrounds of America (KOA) loca-
tions is “It’s a great day at KOA,” right now
the greeting could just as easily say it’s a
great year.

The Billings, Mont.-based franchisor and
campground operator has had a strong —
and newsworthy — year on a variety of
fronts.

Coming out of summer, KOA, with
nearly 500 locations across North America,
was up 8% for the year in terms of registra-
tion dollars.

A national ad campaign not only put the
KOA brand on television screens and com-
puter screens like never before, it also
landed KOA in the pages of the New York
Times.

And in a truly interesting twist, KOA
opened its first company-owned resort in
North Carolina, rebuilding from 2011’s de-
structive Hurricane Irene — only to have
another major storm test the rebuilt Outer
Banks location weeks after the grand open-
ing. And yes, the storm-related precautions
designed into the resurrected park with-
stood the real-life test, performing exactly
as planned.

That resort marked a milestone in the
ongoing rollout of KOA’s brand initiative,
which had reached 117 KOAs by October
and is expected to hit 200 next year.

So when KOA holds its annual conven-
tion and expo in Charleston, S.C., Nov. 12-
15, “it looks like it’s going to be right up
there with the biggest convention we’ve

Pat Hittmeier

mailto:pilotrock@rjthomas.com
www.pilotrock.com
www.envirodesignproducts.com
mailto:wwatts@gate.net
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ever had,” said Pat Hittmeier, president of
the largest camping chain on the continent.
Of the 460-some independent franchisees
in the KOA network, Hittmeier said he 
believes representatives of about 300 camp-
grounds will attend the convention. In fact,
between 500 and 600 people had registered
by early October.

Why the big numbers? 
“I suspect the economy and the location

of Charleston has attracted quite a good
crowd for us,” Hittmeier suggested. “We
tend to do better when we put our conven-
tions east of the Mississippi. We always try
to go a place where we have a KOA nearby,”
and this year, Charleston fit the bill.

When you look at places large enough
to handle KOA’s convention and an expo
that already had commitments from 107
suppliers more than a month in advance,
the list narrows, Hittmeier explained.

There’s time built into the schedule for
convention visitors to take in Charleston’s
charm, history and warm seaside climate.

“We have a lot of positive momentum
going on right now. We continually 
promote the positive nature of what’s going
on in the industry and with camping in
general,” Hittmeier said.

Viewed by many as the barometer of the
camping sector, KOA has seen lots of posi-
tives, posting consistent growth lately.
Heading into last year’s convention in
Texas, Hittmeier said 2013 looked like it
was the start of better days, and prediction
proved to be sound. 

“This is actually the third year of
growth,” Hittmeier told Woodall’s Camp-
ground Management. “I think the industry

has grown as well, but I think our momen-
tum is based on our service culture, it’s
based on our successful ad campaigns —
and our brand positioning is really starting
to resonate from the standpoint of the KOA
brand and how the brand is working to im-
prove itself for the future.”

In other words, he suggested, even if
people can’t rattle off the difference between
a KOA Resort, a KOA Holiday and a KOA
Journey site — at least, not yet — con-
sumers are becoming more and more aware
that KOA is working to improve.

And Hittmeier stressed that the brands
also help owners key in on their target mar-
kets and focus their efforts.

As Toby Hedges, KOA vice president of
marketing, said, “it’s early to see if it’s driv-
ing business,” but “next year we are going
to step up our marketing efforts about the
brands.”

That’s on top of a major marketing year
for KOA. “We did a TV integration on CMT
(Country Music Television) Canada and
GAC (Great American Country) in the U.S.
We ran TV ads on those networks and their
top 20 countdown shows were filmed in
KOA locations,” Hedges said. “We did
measurements of web traffic to KOA.com
and we saw a 15% lift in traffic to KOA.com
after our commercials would air. That was
super positive.

“We also, for the first time, did a really
big digital banner advertising buy. That
brought in over $5 million in registration
revenue. We’re seeing extremely high re-
turn on investment in that channel.”

Tracking that response is important for
KOA, Hedges said. “What we are really try-
ing to do is be data driven in our marketing
so we can track everything.”

Positioning KOA
The brand positioning effort was a major

theme at last year’s convention, and that
will continue this year with a convention
that takes a twist on the national ad cam-
paign — “What’s Behind the Yellow Sign?”
— and asks franchisees, “What’s Behind
Your Yellow Sign?”

“The message at least for me will be talk-
ing about our brand positioning and the
success we’ve had so far,” Hittmeier said.

“We continue to get good traction with
campgrounds developing their properties
along the brand-positioning lines.”

Another highlight for KOA owners will
be updates on a “complete rewrite” of the
company’s campground operating system.
“That’s a huge project, we’re rewriting the
program that’s been operating all KOAs for
10 years with a new database and new op-
erating system,” said Hittmeier, who sug-
gested that the ultimate effect of those
efforts will be to make things easier for
KOA locations.

Plus, it will continue to help KOA tune
into some key trends.

KOA – continued on page 32

A month in advance, more
than 100 vendors had
signed up for KOA’s expo.

mailto:salestower@comcast.net
www.towercompany.com
www.yourelectricalsolutions.net
mailto:sales@yourelectricalsolutions.net
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• Real Rustic Log Cabins
• Durable and Appealing
• Highly Profitable
• Pays Off Within 1-3 Years

Now Offering Real Log Cabin Park Models

Cabin Kits 
starting at 

$7,700

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

Ask About Our 
New Finished Log 
Cabins on Trailers!

ARVC President Paul Bambei speaks at the 2013 OHCE in Knoxville, Tenn.

ARVC Plans An Education-Centric Agenda For 
Upcoming 2014 Outdoor Hospitality Con/Expo

ARVC’s ‘Wonderful Show of Hospitality‘ offers more
education options than ever before for owners 
and operators of RV parks and campgrounds with 50
seminars scheduled during the three-day program
The National Association of RV Parks and

Campgrounds (ARVC) is preparing for its 2014
Outdoor Hospitality Conference and Expo
(OHCE), scheduled for Dec. 2-5 at the Rio All-
Suites Hotel and Casino, which dominates
the skyline west of the famed Las Vegas Strip.
It’s the third trip to Vegas over the last sev-

eral years and it’s the last planned December
date for the nation’s largest annual camp-
ground confab. 
In 2015 and beyond, ARVC will hold the

event the first full week of November, a time-
frame which worked out well last year in
Knoxville, Tenn., according to Jennifer
Schwartz, vice president of marketing for the
national organization based in Centennial,
Colo.
“It’s a great spot for some interesting ac-

tivities and it’s an easy place to get to,”
Schwartz said. “The Rio is all inclusive in the
sense the lodging is there, the convention
center is attached. It’s a nice location and
they’ve renovated several of their towers.
We’re looking forward to some of the up-
grades to the facilities,” Schwartz said.
So far, things are looking good with regard

to attendance at the OHCE, Schwartz said.
ARVC was actually ahead of 2013’s early-reg-
istration pace as of early October. Last year’s
convention saw 950 attendees, including ven-
dors, “and we were ahead of the year before
that,” she noted. “We’re hoping that folks will
continue to register and come. It’s a really 
enticing rate,” with rooms at $49 for most of
the nights.
Registration is open until Nov. 21, after

which attendees can register once they 
arrive in Las Vegas.
Space commitments for the expo, which

runs Wednesday (Dec. 3) through Friday, also
look good, with more than 100 booth spaces
sold by early October — a month before
space closes — which allowed ARVC to
open up more space on the convention floor.
Even though the expo happens at the

same time as the Recreation Vehicle Industry
Association’s (RVIA) National RV Trade
Show in Louisville, Ky., at least two park
model RV builders will have displays in Las
Vegas, and possibly four. “It’s unfortunate
that there’s a conflict, but we appreciate our

vendors making the effort,” Schwartz said.
One thing that stands out with this year’s

OHCE — continuing the theme of “A Wonder-
ful Show of Hospitality” — is more educa-
tional opportunities than ever before. Last
year, with around 40 opportunities, ARVC hit
a high mark. This year there are 50 seminars.
And as ARVC President Paul Bambei

noted, “two-thirds of our speakers have
never presented before. We sought that. We
didn’t want to rehash old content, we wanted
fresh content.”
The educational opportunities center

around allowing OHCE attendees to work to-
ward their Outdoor Hospitality Management
and Professional Certificates, Schwartz said.
“We have a lot of diversity,” both industry

veterans and “those who can offer perspec-
tive outside the industry,” she added. “Every-
body’s really going to have a great
perspective.
“That’s not to say the presenters we had

before weren’t good, but as proficiencies and
needs evolve you bring in new people,” she
told Woodall’s Campground Management.
“The content needs changed. We’re very ex-
cited, a lot of fresh new ideas, new speakers
and continuing speakers.”
Topics range from reservation systems to

dealing with guests and staff, from marketing
to landscaping to finding and keeping work
campers.
In an effort to engage members, ARVC will

also offer seminars on service animals, mak-
ing business decisions based on financial
data, RV park electricity, going green, defib-
rillators and stress relief, credit-card pro-
cessing and project management,
Obamacare, park maps and rental options.
There’s also information about food and

beverage possibilities for all types of parks,
information on compliance with the Ameri-
cans with Disabilities Act, suggestions on
themed weekends, television solutions, busi-
ness plans and email marketing, and there
are several days of options.
There are also two in-depth, half-day op-

tional educational events with separate reg-
istration fees of $99 each for ARVC members
and $149 for non-members.
The first, “Towers, Routers and Clouds —

http://dogipot.com
http://southeastpublications.com
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Wi-Fi Systems that Work,” addresses an
evergreen topic that’s grown over the last
decade.
“Learn what is required to success-

fully meet the WiFi needs of not only your
business, but your customer. In today’s
world of technology, customers arrive
with high expectations that their elec-
tronic devices will have access to the 
Internet anywhere,” ARVC said in the
published course description. “If you
don’t have the right framework set up in
your park, or the right service coming into
your park, you will end up with customers
who leave unsatisfied. During this work-
shop you will learn how to evaluate the
wireless infrastructure you currently
have and how to talk to providers so you
get what you need and not just what they
want to sell.”
The second half-day course is another

key topic: “Securing a Business Loan.”
“Have you ever applied for a business

loan only to find out you don’t have the in-
formation you need to get the loan? Or
the lender doesn’t understand the out-
door hospitality industry so won’t award
you the loan?” the course description
reads. “In this workshop you’ll learn how
to educate those who have the power to give
you a loan, and how to put together the infor-
mation you need to have a greater chance in
getting the loan. Whether you need to make
some minor capital improvements, a major
expansion, or are trying to get your first loan
for your first park – this workshop is for you.”
On top of all that, this year’s OHCE adds in

two bookend presentations.
The first, during the opening luncheon

Dec. 2, comes from David Avrin, internation-
ally known marketing and branding profes-
sional and president of the Visibility Coach.
“David’s there to motivate folks about fully

paying off on your brand image. Not KOA or

a leisure type of brand, it’s trying to go out
there to the consumers of the campground
and portraying what you have uniquely to
offer and then delivering on that experience,”
Schwartz explained.
Avrin will teach people about establishing

and managing customer expectations and
delivering on those. “It’ll be a fun presenta-
tion, give people insights into the importance
of fully delivering on the consumer’s expec-
tation,” Schwartz said, adding that it will help
attendees think about what their park’s
brands are so people will get a consistent
view of the campground.
The close of the OHCE will come with a

presentation by Peter Yesawich, vice
chairman of MMGY Global, with whom
ARVC contracted to study insights into
the American leisure traveler.
“Peter’s going to talk about — not bor-

ing people to death with statistics — our
markets. It’s really more around con-
sumer motivations and trying to under-
stand the potential opportunities in
associated or emerging markets,”
Schwartz said.
It will help the outdoor hospitality sec-

tor not only serve current campers, but
also “to extend outreach to potential mar-
kets that are in easy reach,” Schwartz
explained.
Specifically, the study sought out two

groups: Oudoor enthusiasts who don’t
camp and people who camp solely in
government-run campgrounds.
“Many of those folks in those markets

look exactly like our current campers,”
Schwartz said. “There’s a huge amount
of untapped opportunity out there. You
just need to go out and be creative with
these folks.”
Once the study is released, she said,

“The answers we got will tell us the kind
of message, the kind of amenities and the

kind of utilities you need to draw in these new
markets.”
Of course, Thursday also is a big day, with

the annual membership meeting at breakfast
and the end of the day will see this year’s
awards in a different format. The “Plan it
Green” and “Park of the Year” awards will
come at a reception and dinner Thursday
evening that will also be combined with the
ARVC Foundation auction.
Making the award presentations before

the end of the OHCE will not only give atten-
dees time to congratulate the winners but
also to ask about successful strategies the
winners undertook. —Justin Leighty   WCM

ARVC expects another robust expo, like this
one in 2013, during their OHCE in Las Vegas.

2014 OHCE Event Schedule
Tuesday, Dec. 2
7:30 a.m.-6:30 p.m. Hospitality Desk
7:30 a.m.-6 p.m. Internet Cafe
8 a.m.-noon SPOT Tour
8 a.m.-noon Council of Delegates Meeting
8 a.m.-noon  Workshop #1 & #2
8 a.m.-11:30 a.m. Joint 20 Group Mtg
9 a.m.-11 a.m. Evaluator Training
Noon-2 p.m. Opening Luncheon
2:30 p.m.-5:30 p.m. Ed Seminars
2:30 p.m.-5:30 p.m. Board of Directors 

Meeting
6:30 p.m.-8:30 p.m. Cracker Barrel

Wednesday, Dec. 3
7:30 a.m.-6:30 p.m. Hospitality Desk
7:30 a.m.-6 p.m. Internet Cafe
8 a.m.-noon Ed Seminars
Noon-12:45 p.m. Lunch
12:45 p.m.-5:15 pm Ed Seminars
5:30 p.m.-6:15 p.m. Voting Area Caucuses
6 p.m.-9 p.m. Welcome Reception/

Expo & Trade Show

Thursday, Dec. 4
7:30 a.m.-6:30 p.m. Hospitality Desk
7:30 a.m.-6 p.m. Internet Cafe
7:30a.m.-9 a.m. Annual Membership 

Meeting & Breakfast
9 a.m.-3 p.m. Expo & Trade Show
10:30 a.m.-12:30 p.m. Board  of Directors 

Meeting
Noon-2 p.m. Expo Lunch
3 p.m. - 5:30 p.m. Ed Seminars
6 p.m.–9 p.m. Awards of Excellence 

Reception, Dinner & Foundation Auction

Friday, Dec. 5
7 a.m.-noon Hospitality Desk
7:30 a.m.-noon Internet Cafe
7 a.m.-9:30 a.m. Foundation Walk for 

Disaster Relief
9 a.m.-10 a.m. Expo Breakfast
9 a.m.-noon Expo & Trade Show
Noon-1:30 p.m. Closing Luncheon WCM

www.monarchcoin.com
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bia. Ferry service leaves Anacortes for San
Juan Island, Orcas Island and Lopez Is-
land, where Washington’s Highway 20
ends at the ferry landing. The remoteness
of these islands offers a peaceful relaxed
setting — and Anacortes is definitely a part
of that environment.

Fidalgo Bay RV Resort has been around
for 19 years but has undergone a series of
upgrades that have really accelerated in re-
cent years. The campground is located on

Weaverling Spit, which is
property owned by the
Samish Indian Nation,
which has owned the RV re-
sort since 2004. It is set in a
beautiful location overlook-
ing Fidalgo Bay, two miles
from downtown Anacortes.
A view from the clubhouse
or from the waterfront sites
is bound to include sea lions
bobbing in the bay or bald
eagles soaring above from
their nearby nests on the
spit. The Tommy Thompson
hiking/biking trail is a paved
trail that takes you from just
beyond the campground to
downtown Anacortes.

It’s this location that drew
manager Scott Cooper to the camp-
ground. Being part Samish, he noticed the
resort’s potential as a member of the
Samish Nation and took the job of manag-
ing the resort 2 1/2 years ago. Cooper
made a major change — he sold every-
thing and bought an RV. He and his family
now live on site and love it. Cooper told
Woodall’s Campground Management that 
he enjoys the freedom of living a simpler
life without extra possessions and the 
responsibilities.

CAMPGROUNDPROFILE

In the short time since he took over,
there have been a number of upgrades to
the park. Five cabins with bay views were
installed, the bathhouse and laundry were
remodeled, the clubhouse and game room
were renovated and the office and store
area was remodeled. Improved site lighting

was installed on the upper campground
and the Wi-Fi system was upgraded to
newer technology. 

Work on part of the shoreline has pro-
gressed to restore it to its original condi-
tion. Additional work is planned to restore
the entire length of the shoreline. The next
key task, according to Cooper, is to replace
all of the picnic tables because the saltwa-
ter atmosphere has taken a toll on them.

Fidalgo Bay consists of two main areas,
totaling 141 full-hookup campsites with
cable TV and Wi-Fi. 

The upper campground overlooks the
bay to the south while the lower camp-

A little more than an hour drive away
from the busy metropolitan Seattle area
lies an RV resort that is worlds apart from
the busy city life. Fidalgo Bay RV Resort
is located in Anacortes, Wash., on Fidalgo
Island, the northernmost island in the
Puget Sound bordering the mainland U.S.
Fidalgo Island is connected to the main-
land via state highway 20 to the east or to
Whidbey Island to the south via Deception
Pass Bridge. 

Two ferry crossings on the south end of
Whidbey Island are the only other access
to the mainland or the Olympic Peninsula.

With a population of about 16,000,
Anacortes is a popular tourist destination
as well as a local getaway highly prized by
guests looking to get out of the city. In ad-
dition to being an escape in its own right,
Anacortes is also considered the gateway
to the San Juan Islands, a series of islands
in the sheltered waters between Washing-
ton and Vancouver Island, British Colum-

Washington’s Remote Fidalgo Bay RV Resort Is a
Welcome Respite From The Bustle of Nearby Seattle

Fidalgo Bay offers premium sites that allow Puget Sound views from the windshield,
but the RV resort doesn’t rely on the view to keep people coming back, focusing 
instead on service to give guests an experience to remember.

Owned by the Samish Indian Nation, the resort is beautifully situated in Anacortes, 
considered the gateway to the San Juan Islands, and offers a wealth of local attractions

ground is close to the bay and includes the
highly popular waterfront sites, configured
to allow motorhomes to pull straight in to
afford a scenic view from the inside of their
coach. 

Fidalgo Bay’s convention center can be
rented for rallies, reunions, receptions or
corporate events. The banquet room seats
up to 100 but it can be divided into three
sections if needed. A full-service kitchen
is available and a wide hallway can be used
as a buffet line. On the backside of the
convention center is the clubhouse, a
place where guests can relax by the fire-
place, play pool or an assortment of games
or spend some time in the fitness room.
The bayside patio area is slightly elevated
to provide a relaxed setting to enjoy the
bayfront view. A boat launch is located 
adjacent to this building. A modern play-
ground and horseshoe pit in the lower
campground provide recreation opportu-
nities for guests of all ages.

The office features a roomy reception
area and check-in desk capable of han-
dling multiple arrivals at the same time.
Every morning, guests can come into the
office to get free coffee. The gift shop area
is filled with the usual RV related necessi-
ties, basic food and beverage items and
souvenir gifts. Gifts made by local Samish
tribal members are also sold on a consign-
ment basis. Cooper said the inventory is
growing as demand increases every year. 

Cooper and his assistant manager, 
Valeri Teela, have seen the park experience
significant growth in the last few years,
adding that bookings have increased by
close to 20% each year and even the 
convention center alone requires advanced
reservations with more and more lead
time. 

RV site reservations are taken up to one
year in advance. As Cooper explained,
“We take reservations one year to the
month ahead of time.  On Aug. 1st, for in-
stance, we started taking reservations at
midnight” for Aug. 2015. “By 6 a.m., al-

most all of the waterfront sites were
booked for the entire month. Our guests
love their sites and spending their time
here so we are very careful to make reser-
vations in the order they are received with
no exceptions.”

The resort also promotes itself at local
RV shows, such as in Seattle, which draws
quite a few new guests to the resort. As
Cooper noted, Fidalgo Bay’s growth over
the last few years is partly due to promo-
tion — but largely due to word of mouth
from satisfied guests who return year after
year. 

The favorable reviews by previous

Scott Cooper and Valerie Teela run Fidalgo Bay.

The activity center can be rented for group activities and is a popular part of the RV park.
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Campground Overview
Name: Fidalgo Bay RV Resort
Address: 4701 Fidalgo Bay Rd.,
Anacortes, WA 98221
Number of sites: 141 hook-up sites
(all full hook-up with cable TV), five
cabins
Physical description: Located on
Weaverling Spit, 2 miles from down-
town Anacortes overlooking Fidalgo
Bay. Sites are divided into an upper
area and a lower area.

Season:May 1-Sept. 30 peak season,
open all year 

In-Season Rates: West Park: $34 –
$38, Extra Wide Cabanas: $59, Water-
front Scenic: $62, Camping Cabins:
$145 - $160    
Website: www.fidalgobay.com
Contact information: (360) 293-3010
Reservations: (800) 727-5478 
reserve@fidalgobay.com WCM

guests are based upon the philosophy
Cooper set when he took over managing
the resort. 

“The biggest change I made was provid-
ing a higher standard of hospitality. Our
guests are here on vacation and it is our
job to ensure they enjoy their stay with us.
We intend to meet the same expectations
that a guest might have when staying at a
quality hotel,” Cooper said. Cooper’s golf
cart is well stocked with dog treats, for ex-
ample, as well as glow sticks for the kids.
“It’s amazing how a simple dog treat opens
conversation and makes the guest feel at
home. You can meet almost every guest
giving out glow sticks and or dog treats,”
he added.

“Another area in which Fidalgo Bay
strives to reach beyond standard levels of
service is in the individual attention that
campers receive from our staff,” Front
Desk Supervisor Alex Weller explained.
“Of course we provide the best hotel-qual-
ity service we can for our cabins, but we
have to think outside the box since most
of our guests arrive in RVs. 

“These people are bringing their hotel

Between the playground, the premium Class A motorhome sites, the fish-cleaning stand and the spacious store, Fidalgo Bay offers amenities for a variety of interests.

rooms with them, so we have to provide
outstanding service in other ways. We
learn guest names, greet pets and welcome
individuals to come to our staff with any
questions they have. We know that most
of our guests come here to experience the
whole area, not just the resort.”

Cooper and Weller said Fidalgo Bay
also offers a concierge-style service for
guests.

“We are happy to make recommenda-
tions for local food and recreation, includ-
ing providing maps, driving directions and
ferry schedules. We are happy to go
through our list of local restaurants with
you and point you to the one that most
closely matches your tastes,” Weller said.

“We’ve got a lot of resources here to
help our guests enjoy themselves,” he said.
“We’re in the business of helping you have
a better vacation, and I can’t think of a
more rewarding job than helping people
have fun.”

This philosophy seems to have a posi-
tive effect on reservations. “Almost every
day, we get a new guest in the lobby prais-
ing us on the level of service, the cleanli-

ness and pleasant atmosphere. We regu-
larly get phone calls from new guests say-
ing that we were recommended by a friend
who absolutely loves us. People really ap-
preciate earnest friendliness and a genuine
desire to help,” Weller said.

Fidalgo Bay’s staff keeps an eye on In-
ternet reviews, Weller aid, and they “try to
maintain relationships with more esoteric
groups where we’ve gained popularity —
for example, we were listed (due to posi-
tive customer reviews) on a site focused on
vacationing with pets, and we didn’t know
until we booked a guest who was referred
to us by that site. We took the opportunity
to start a dialogue with the site adminis-
trators and even update their info — they
had us listed as charging a pet fee that we
no longer require.  

“We do put some effort into advertising,
but we find that people take a lot more 
notice when you put your effort into doing
the job right.  We take every opportunity
to make our resort better and make our
service better,” Weller said. “We can’t help
but grow.”

In addition to a concerted focus on 
customer service, Fidalgo Bay RV Resort is
located in a perfect location. It’s a laid-back
atmosphere that allows guests to just relax
and enjoy the view, yet gives them the op-
portunity for more adventure if they
choose. The resort partners with local
amenity providers and can offer help and
recommendations in planning daily activ-
ities by recommending certain providers
that have proven track records with satis-
fied customers. Whether guests want to
take a whale-watching cruise, a fishing ex-
cursion, a trip to San Juan or Orcas Island,
rent a moped or bicycle, or just want to
know what to see on a self-guided day trip,
the resort strives to offer that assistance to
make guest stays more enjoyable.

“We’re also going to do everything in
our power to make your vacation great
when you’re outside the resort,” Weller
said. “We’re locals, we’ve got the knowl-

edge, and it just makes sense for us to
share it. This area has a lot to offer.”

Fidalgo Bay RV Resort doesn’t belong to
Good Sam or other guest discount organ-
izations but it does offer discounts to ac-
tive and retired military, firefighters and
police personnel. The resort is quite full
during the busy season so further 
discounting isn’t needed, Cooper said. The
resort is open year-round and a 30% 
discount is offered during the slower off-
season. 

Fidalgo Bay RV Resort has much going
for it. A quiet, scenic location that is
within reach of countless recreational op-
portunities, a high percentage of return
visitors and a with a staff willing to meet
and exceed guests’ expectations make it a
prized destination for any RV owner. —
Mark Quasius  WCM

The five “camping cabins” provide rental options for people to
enjoy the small-town atmosphere in northern Washington.
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VENDORSCAPES

Grasshopper Mower 

Park operators laboring to mow uneven
terrain, around obstacles and through foliage
may get a boost with an equipment combo
from Grasshopper Mower of Moundridge,
Kan. According to Communications Special-
ist Mike Simmon, a popular choice among
campgrounds is the True ZeroTurn mower,
which is offered with horizontal- and verti-
cal-shaft diesel or gasoline engines, 16 to 35
horsepower and mid-mounted or out-front
DuraMax mowing decks. 

Simmon said one customer testimonial il-
lustrates what Grasshopper ZeroTurn mow-
ers can do in RV parks. Reed Christensen
at Whittington Woods Campground in
Whittington, Ill., spoke of the challenges in
grooming his 26-acre, 100-campsite prop-
erty year-round. As with any park owners
who must maneuver around obstacles such
as picnic tables, utilities and trees, he said
his mowing situation is “intense,” but his
900 Series FrontMount diesel mower and
72-inch cutting deck provide better preci-
sion in fewer passes. 

“It’s simply amazing,” Christensen re-
ported, “that this big diesel mower is as light
and maneuverable on the turf as it is. And it
has a very good cut. Even with all the un-
even terrain we have on the grounds, it al-
ways leaves a smooth, clean cut.” 

Year-round implements for ZeroTurn
mowers include the AERA-vator coreless
lawn aerator, dethatcher, Little Bully dozer
blade and V-plow, Edge-EZE edger, Power-
Vac Collection System, CleanSweep rotary
broom, Remote Vac, Drift-Control shielded
sprayer, DriftBuster snowthrower and tur-
bine blower, making Grasshopper systems
the only one that can perform all those tasks
with only one engine to maintain.

Visit www.grasshoppermower.com or call
(620) 345-8621 for more information.

Adventure Golf Services 
Adventure Golf Services announced a

new GolfCourt Hitting Bay, a driving cage.
Scott Lundmark, president Adventure

Golf Services, said, “The GolfCourt Hitting
Bay is perfect for any venue targeting golf-
oriented practice and entertainment.”

The Deluxe Hitting Bay features a fabric
golf scene located behind the back impact
driving net to entice golfers into more tar-
get-oriented swings and immerse the user.
The Deluxe model includes a putting green
with two hole-cups surrounded by a free
form rough turf, a driving mat with ad-
justable tees and a chipping area. Both the
Deluxe and Standard products have a white
powder-coated aluminum frame and a guest
viewing area, according to Lundmark.

The Standard Hitting Bay measures 9 feet,
6 inches by 11 feet, 9 inches by 18 feet. The
Deluxe Hitting Bay measures 2 feet longer
with a slightly different railing design and 
retails for approximately $32,000 plus instal-
lation and shipping. Custom designs are also

available. The lightweight framework can
withstand 100-mph winds.

For more information visit www.adven-
tureandfun.com or call (888) 725-4fun or
(231) 922- 8166.

FAST Corp. 
Park owners looking to add a little per-

sonality — or a lot — to their properties can
get a hearty helping of it from FAST Corp.
in Sparta, Wis., which manufactures hand-
crafted and molded fiberglass figures. FAST
— which stands for Fiberglass Animals,
Shapes and Trademarks — has hundreds of
molds in stock that can be fitted to a cus-
tomer’s specs, or it can create customized
sculptures. The lightweight figures are “de-
signed to withstand rigorous use and the
weather for many years,” according to the
company’s website.

While FAST products typically found on
campgrounds are animal statues, play-
ground statues and swings, and water park
elements such as slides, water sprayers and
fountains, the company creates all manner
of things (including mascots, retail displays
and movie props) for thousands of customers
around the world. Their online photo gallery
contains everything from giant cheeseburgers
and pineapples to dinosaurs and deities to el-
egant dolphin slides and precision guitar
replicas lining the walls at Gibson Guitar.

“Drinking fountains and water slides are
popular with campgrounds, and so are cus-
tom benches like the one we made for
Sprecher Pub. It makes a really good photo
op,” said Darren Schauf, FAST Corp.’s vice
president and general manager. “And the
bears are just cool.”

For more information, call (608) 269-
7110, visit www.fastkorp.com or e-mail
info@fastkorp.com. 

DuraGrid  

DuraGrid self-draining interlocking
floor tiles snap together without tools to cre-
ate a low-maintenance slip-resistant surface
for any size area. Lightweight yet durable,
DuraGrid is said to outlast rubber and vinyl
alternatives and provides a slip-free grip for
camper safety anyplace there’s water, includ-
ing entry areas where guests track in water. 

Resistant to most common chemicals and
loaded with anti-microbials to prevent mold,
mildew and odor-causing bacteria, DuraGrid
is ideal for wet areas such as locker rooms,
showers, laundry rooms, custodian closets
and washrooms as well as kennel runs and

New Products to Help Keep Parks
Groomed, Clean and ‘Interesting’

http://canvasreplacements.com
www.fluidmfg.com
www.phelpshoneywagon.com
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cages. It’s easy to clean – just hose it down
and let the self-draining design run off the
dirt and debris – and extra cushion comfort
makes it good for bare feet by pool and spa
areas or providing relief from feet, leg and
back fatigue in workstations where employ-
ees may stand for long periods of time. 

DuraGrid can also be used as marine deck-
ing and applied directly over bare fiberglass,
boat carpet or plywood, or as pool or patio
decking over concrete or wooden decking. 

With no minimum order requirement,
park owners can get enough for any size area.
All products made entirely in the U.S.A. For
more information, visit www.duragrid.com or
call (800) 457-0174. 

OneShower  
With a goal of lowering maintenance costs

while being healthy for workers, campers and
the environment, the OneShower high-per-
formance waterproof system for shower facil-
ities provides a seamless coating system that
resurfaces deteriorated showers and long-
term protection against bacteria and mold.

The OneShower Seamless System is built
upon an advanced single polyurea elastomer,
a material that’s been used in the construc-
tion market and in molding of automotive
parts for decades. It is ideal for application
to irregular shapes and shower surfaces such
as tile, glazed block and painted cement. The

more realistic version of retirement,
where people can take the winters off and
live in a warm-weather climate that’s
more conducive to enjoying yourself, and
then return to work part of the year. It’s
an affordable, alternative way of looking
at retirement. 

The other great thing that we provide is
a real community environment. I’m 53, so
I remember growing up in a neighborhood
where people kept their doors unlocked
and a lot of your neighbors’ houses felt just
like your house. The destination RV park
allows you to have that same sense of com-
munity you enjoyed growing up. So we’re
not really leasing sites and selling park
models; we’re selling a community where
people form strong bonds and friendships
that are valuable to them. 

It’s the community that makes our
business successful. Not the physical
property or the physical home, it’s the
people within the community fostering
relationships and doing great activities to-
gether. The level of volunteerism in the
RV community is unprecedented because
people like the people they’re around.
WCM: For you, what are the biggest

rewards? 
Napp: The biggest reward I get every

year is going to Carefree’s Got Talent.
That is a companywide talent contest.
Every park has a talent contest and then
the winners go to a centralized, one-day
event and this year we probably had 28
people compete for a $5,000 grand prize.
And it’s not only fun to watch the people
compete, but it’s also as fun to watch the
reactions of the crowd. We had a crowd
of over 1,500 people this year attend
Carefree’s Got Talent. We give them a nice
lunch, we’ve got refreshments for them
and just to watch people getting to meet
people from other parks, watching people
compete, seeing the crowds’ reactions, is
very rewarding. 

The sense of community, friendship
and camaraderie at this event is the per-
fect example of what Carefree stands for.
This year we tied Carefree’s Got Talent 
to the Disabled American Veterans
program and donated more than $15,000
to their great cause, and that was just so

Dave Napp —from page 14 rewarding to help make all of that 
happen.
WCM:Where do you see the indus-

try going in the future? 
Napp: I would say the future of our

industry is contingent upon finding a way
to make our product more widely known
for its lifestyle and affordability and to fa-
cilitate buyers being able to finance their
new homes. There’s been a material ad-
justment in the market with primary-
home prices falling and financing being
more stringent, more regulated and
harder to access for both primary homes
and second homes. With the home equity
loan market a fraction of what it was, a
primary source of buyers’ liquidity has
been taken out of the market. For many
second-home buyers there’s no longer a
very meaningful source of funds available
to help fund a purchase.  

So we, as community owners, have to
find creative ways to make financing
more readily available for our customers.
Years ago, 70% of our customers paid all
cash for a park model. Those days are
gone now. Now we have to facilitate alter-
native means of financing park-model
purchases if we want to increase our
park-model occupancy.   

One of the biggest challenges is where
does that financing come from? We do
some internally, but if there were legiti-
mate third-party sources that provided fi-
nancing on more flexible terms to our
customers, that would be a big lift for the
industry. It would be great to have a few
lenders in the space to compete for busi-
ness in order to make the terms more
consumer-friendly.  

The park-model customer has strong
credit, is looking for a second home, still
wants the lifestyle, and the fundamental
demand, if anything, is increasing while
the actual park model product is a fantas-
tic value and great housing product. All
the best aspects of lending are in place;
however, the buyer’s ability and/or willing-
ness to pay all cash for the purchase of a
park model has decreased due to the re-
cession. So I think the future for a strong
destination RV resort industry is in finding
smart ways that are financially prudent to
address the lack of retail financing avail-
able to home buyers. — Ty Adams  WCM

liner rinses easily and dries quickly and is far
easier to keep clean with little to no chemi-
cals using a power washer or dry vapor
steam scrubber, according to OneShower’s
founder and owner, Tom Seabloom. 

Seabloom said this treatment doesn’t just

protect park owners’ shower facility invest-
ments and save resources on cleaning; it pro-
tects the health of every guest on site
because there are no cracks where water can
collect mold or bacteria and because the
liner itself is not porous, making it resistant
to soap scum build-up. 

“We make a difference where it counts by
installing shower liners that will last longer,
clean easier and provide a healthier indoor
environment,” Seabloom said. 

OneShower currently offers its services in
Wisconsin, Minnesota and the Upper Penin-
sula of Michigan. Visit www.oneshower.com,
contact Seabloom at (651) 775-6819 or
tom@oneshower.com. WCM

www.muttmitt.com
www.airwaveadventurers.com
mailto:sales@airwaveadventurers.com
www.hireaworkamper.com
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GUEST VIEW

This past week, my company received
an RFP (Request for Proposal) regarding
website design and maintenance services.
Although state associations and larger or-
ganizations often follow this formality, this
instance was unusual because it came from
the owner of an individual campground.
Although we submitted a bid on the proj-
ect, it reminded me how most people do
not know the truly important questions to
ask a prospective webmaster. With that in
mind, let me outline a few of the questions
that should be asked, along with some of
the answers that should be anticipated.
1) Who is going to be the lead person

on the project, and how will I contact
that person throughout the course of
production … and afterward? What is
the background of that person, and are
your work philosophies compatible? There
may be a “team” of individuals working on
your project, but you should expect to be
in contact with the team manager. If key
aspects of the project will be subcontracted
or outsourced, you may want to look else-
where.
2) How many projects have been

completed for similar companies that
are comparable to or larger than your
own? How long has the company been in
business, and what is its track record? Port-
folios are always going to show a com-
pany’s best work. Campground review sites
show both positive and negative reviews,
and they help to present a more complete
story. With this in mind, you might want
to ask the company for an example of what
it considers its own worst work.
3) Will you provide an outline of the

site’s proposed content and structure?
Know what you want the site to accom-
plish, but let the developer propose the
specific means to attain those goals. If you
tell your webmaster how to do his work,
you might very well be demanding the use
of outmoded technology.
4) What will be our respective roles

in the ongoing development and main-
tenance of the site? Do not be obsessed
with infrastructure, particularly presump-
tions regarding any particular CMS (Con-
tent Management System) platform. Too
many people believe their new website
should be built in WordPress or another
specific CMS platform, simply because
somebody told them that this was the way
to go. The important question to ask is,
“Who will be maintaining the site – you or
me – and what will it cost over time?” 
5) How will the initial content be pro-

vided, and who will edit that content?
Typically, you will be expected to provide
the basic text and photos that will be used
on your site, but how are those supplied
materials taken to the next level? Will pho-
tos be professionally enhanced in Photo-
shop? Will the text be proofread, edited
and professionally rewritten — then sent
back to you for final approval? Even the
best photos need to be optimized, and even
the best text can be improved, keeping in

mind that the text on a website must be
written for two audiences: A broad audi-
ence of people and a smaller but equally im-
portant audience of search engine robots.
6) Will basic SEO (Search Engine Op-

timization) components be included in
the cost or are those add-on services?
Will Google Analytics be installed on your
site at no charge? What additional SEO
components will be included? Often, if you
do not ask, services that might otherwise
be provided at no charge will be absent
from your project. Beware of extra charges
for important services (such as Google An-
alytics) that are available at no charge.
7) Will the new site be expected to

work on the full spectrum of devices and
operating systems that are currently
being used to access the Web? Specifi-
cally, is the new site designed to be fully
functional on any and all of the latest
smartphones and tablets? Older sites may
have been built when compatibility with
Internet Explorer 6 was an important con-
sideration. Today backward compatibility
is not nearly as great a concern as forward
compatibility. Things like use of Flash an-
imation or separate mobile sites are old-
school technologies. Be certain that you
will be investing in the latest, solidly estab-
lished technology. 
8) What other services can the web-

master provide in-house? A new website
should be a key component of an overall
branding strategy. If the website develop-
ment company has an understanding of
and experience in orchestrating overall
branding strategies, that is a big plus. If not,
you could find yourself in the position
where the graphic design that has been in-
corporated into your new website cannot
be transitioned into the high-resolution de-
mands of other formats such as print ad-
vertising and signage.
9) What are the projected up-front

(first year) costs of the project, and
what are the anticipated long-term
costs? I have seen “bargain” websites that
needed to be scrapped and replaced a year
later, and I have seen companies that
charge outrageously overpriced, recurring
fees for alleged SEO services. Expect to
make a financial commitment when a new
site is built and launched; however, beware
of excessive long-term maintenance costs,
particularly for intangible services.
10) Can I find your business online if

I type your business name followed by
the word “complaints” in a Google
search box? Needless to say, you perform
this actual search yourself. Better to be fore-
warned now than putting yourself into a
situation where you will be writing one of
those reviews yourself a year from now!

You might have other questions in mind
that you feel are important. If so, ask them!
The important thing is to let your webmas-
ter do his or her job, but to ensure that
when that job is done it will be consistent
with your own ideas and objectives.

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

Peter
Pelland

Looking for a New Webmaster?
Be Sure to Ask These Questions

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

CLASSIFIEDS

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 

CAMPGROUND MANAGERS
Travel Resorts of America is expand-
ing and is seeking both experienced
and potential managers to join our
professional management team as
operations managers or managers
in training. For more information
about current and future openings,
please contact Robert Bouse at
rbouse@travelresorts.com. “Have
Fun, Make Money” with an industry
leader!

http://parksandplaces.com
http://fillthepark.com
mailto:jcohen@campgroundlodgingconsultants.com
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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
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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

www.campgroundbrokers.com
www.campgroundsforsale.com
www.buyacampground.com
mailto:don@buyacampground.com
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NOVEMBER

6-8: CONY’s 51st Exposition for
the Outdoor Hospitality Industry
and Trade Show
Turning Stone Resort
Verona, NY
Contact: (800) 497-2669, 
info@nycampgrounds.com

10-12: Pennsylvania Campground
Owners Association Convention &
Trade Show
Skytop Lodge
Skytop, Pa. (In the Poconos)
Contact: Bev Gruber, (610) 767-5026
info@pacamping.com
10-13: Leisure Systems Inc. (LSI)
Symposium and Trade Show
Symposium and 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
Inc. (KOA) Convention & Expo
North Charleston Convention Center
Charleston, S.C.
Contact: http://ekamp.com/
convention-home
Jenny McCullough, (406) 254-7478

DECEMBER

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

2-4: Recreation Vehicle Industry
Association 52nd Annual National 
RV Trade Show
Kentucky Expo Center
Louisville, Ky.
Contact: Huyen Dang, (800) 336-0154
ex. 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

26-28: Texas Association of Camp-
ground Owners Spring Meeting 
& Trade Show
Guadalupe River RV Resort
Kerrville, Texas
Contact: Brian or Debra Schaeffer
(877) 518-1989, tacoexec@swbell.net WCM

With 8.8 million people visiting
KOA.com — including 1.5 million e-mail
subscribers and 162,000 downloads of the
KOA mobile app along with major pushes
into the digital space — “we’ve had a good
year with digital marketing and measuring
our returns on investment,” Hittmeier ex-
plained.

There are a variety of key speakers on
the conference agenda, with Hittmeier
kicking off the event’s welcome breakfast
Nov. 13 with the help of vice presidents Jef
Sutherland (franchise operations), Lorne
Armer (brand development) and Hedges.

Later that day and the following day, at-
tendees will have the opportunity to choose

from dozens of topics and speakers (see ac-
companying schedule).

In addition to those — and other — ed-
ucational options, the keynote address at
the Nov. 14 “Celebrate KOA Awards Break-
fast” will be Lt. Col. Rob “Waldo” Wald-
man, a retired F-16 fighter pilot, author,
television commentator and motivational
speaker who focuses on operating as a fo-
cused team with a single mission.

Given Waldman’s presentation style and
KOA CEO and Chairman Jim Rogers’
willingness to go incognito in public, no-
body will be surprised if Rogers winds up
in a flight suit with aviator sunglasses as
part of the presentation.

In between educational sessions that day
will be an awards lunch, and later that af-
ternoon the always-engaging Rogers will

give his traditional fireside chat.
The expo starts at an evening reception.
The convention’s final day will focus on

the expo prior to a celebration and auction
benefitting the KOA Owners Association’s
KOA Care Camps charity, which helps
send children with cancer to specialized on-
cology camp.

Heading into the convention, Hittmeier
sees indications of clear skies ahead. “As far
as the future goes, I can’t forecast the future
but it would appear we’ll continue to see
success. I think the economy will stay
strong, I think fuel prices will stay in line
and the country’s propensity to get out and
experience the camping lifestyle is as good
as it’s ever been. I would say this is a good
business to be in, especially for the next five
or 10 years.” —Justin Leighty   WCM

KOA —from page 23

mailto:sales@bbelec.com
www.dogwastedepot.com
www.minigolfinc.com



