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If we surveyed industry people regarding the top 2014 news sto-
ries in the RV park & campground business, we would, of course,
probably receive a wide range of answers. But there’s a good chance
that most everyone would agree on the top story: An ongoing 
upswing in the campground business in conjunction with the nation’s
current economic resurgence.

We’re hearing this from most every corner of the industry. Not
that traffic at every park in North America is up in double digits, but
a whole bunch of them are, based on input garnered from a series of
late-year trade events involving hundreds of U.S. park operators 
covered in this issue of Woodall’s Campground Management, including
Kampgrounds of America Inc.’s upbeat November convention at

South Carolina’s Charleston Convention Center that drew 680 campground-operating personnel 
representing 281 parks for the Montana-based franchisor’s second-largest convention to date.

“Together we’re nailing it,” said KOA President Pat Hittmeier, expressing what many in the RV
park and campground sector are experiencing at the moment. KOA, for its part, has tentatively posted
a 21% gain — 8.5% of it projected for 2014 — since 2011.

And, again, we’re hearing a similar theme from other vectors of the market right now, including
Leisure Systems Inc.’s Symposium, the Pennyslvania Campground Owners Association (PCOA)
Convention & Trade Show, the Campground Owners of New York’s (CONY) 51st Exposition for
the Outdoor Hospitality Industry, the Michigan Association of RV Parks & Campgrounds’ Fall
Conference and the Ohio Campground Owners Association’s (OCOA) Fall Conference & Park
Owners On Tour — among others.

Now the rest of any Top 10 list isn’t quite so easy, but I’ll go with the following, not necessarily in this
order: (2) A grueling winter that slowed traffic across a wide swath of the northern U.S.; (3) Revised
HUD rules that could alter considerably the federal government’s view of park model RVs, a prospect
around which much of the industry rallied; (4) The headline-making growth by acquisition of Carefree
RV Resorts; (5) The continued emergence of year-old Cruise Inn RV Parks LLC and its hotel-based
membership branding strategy; (6) Diving gas prices, a huge potential game-changer; (7) The persistent
growth of LSI, which reported double digit revenue hikes in 2014 as well as plans to reach 100 franchised
parks by 2018 or 2019; (8) The surprising exit of long-time insurer Evergreen USA from the RV park
and campground sector; (9) The ongoing absorption of the Recreation Park Trailer Industry Associ-
ation’s former membership into the more mainstream Recreation Vehicle Industry Association (RVIA);
(10) The widescale growth in charitable outreach programs across the RV park and campground sector
as exemplified by CONY, TACO, AGS, KOA, Southeast Publications and others. WCM

The Top News Story of 2014: Continued Growth
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Blue Bridge Financial wants to take
park model RVs for campgrounds from an
underserved lending market to one of the
commercial finance company’s key markets.

Blue Bridge, which has been around for
eight years, is now an affiliate with Carillon
Capital LLC, and in that relationship,
“We’re bringing Blue Bridge into new indus-
tries,” said Ed Arienti, Carillon managing
director of business development.

“We are in the manufactured housing
and park model industries from the per-
spective of working with manufacturers in
those industries,” Arienti explained, “and
resorts, campgrounds and communities”
who rent out units have been underserved,
he believes.

“Whether it be from a resort aspect,
travel aspect, manufactured-housing aspect
or some of the maturing RVers — wanting
to maintain the camping lifestyle but not
driving a 40-foot coach anymore — they’ll
enjoy a park model they’ll rent for x amount
of weeks or months. Some will rent for six
months in Florida and six months in the
Upper Peninsula of Michigan,” he said.

Blue Bridge has the support of Cham-
pion and Athens Park, who use the 
company, Arienti said.

“We are financing manufactured homes
for their community owners when they’re

purchasing manufactured homes, and we’re
also financing park models for camp-
grounds and resorts,” Arienti explained.

“Our customer is the campground or the
resort. We’re lending the money to buy
those park model RVs and rent them out,”
he said.

In that market, “there are a few lenders
out there, but not many.” Many camp-
ground and RV park owners have gone to
local banks, but they don’t specialize in the
market, which can be confusing for people
outside the campground sector.

“In the park model industry I brought a
director on who’s been known for many
years as a true expert and specialist,” Jim
Hofbauer, Arienti said. “We’re providing a
very good solution,” he said.

“Basically we’re doing deals up to about
a half-a-million dollars,” and even more,
Arienti said.

Blue Bridge is about six months into the
market, though their leadership brings
decades of experience, Arienti said.

He’s been around the RV, auto and 
marine industries since 1976 and around
the park model RV niche and manufactured
housing since the late 1980s, he said.

“I’ve personally known the principals
at Carillon for many years. Carillon is a
boutique investment bank, which started
identifying spaces that are underserved. I
joined them as a managing director to
bring my experience in certain indus-
tries,” including park model RVs, he said.
“We’ve got a core team of five directors.
We’ll be adding others. These directors
cover one or more industries each,” he
said. To contact Blue Bridge, call Hofbauer
at (904) 318-5178 or e-mail him at 
jhofbauer@bbfequipmentfinance.com. WCM

Blue Bridge Offers PMRV Financing

PCOA Convention, Trade Show Among ‘Best Ever’

based Campers Inn, whose 25-month tenure
makes him RVDA’s longest serving chairman.
Hirsch was succeeded by McCluskey of

Florida Outdoors RV in Stuart, Fla., who was
elected RVDA chairman during the associa-
tion’s annual meeting.
“I have nothing but confidence in our 

future,” McCluskey said after accepting the
ceremonial gavel from Hirsch. “When our 
industry gives consumers what they want
when they want it, we serve to build the RV
lifestyle, sell the total experience, and will out-
perform our peers in other leisure industries.”
At a concurrent RVDA of Canada meeting,

George Goodrick of Adventure Sports RV

Carefree Expands Reach
With Vedder Acquisition

Carefree Communities Inc. has 
acquired Vedder Communities, a privately
held, family owned company that owns
and operates 18 manufactured home com-
munities with 4,530 sites in California. The
Vedder acquisition positions Carefree as
the fifth-largest owner and operator of
manufactured home and recreational vehi-
cle communities, with 101 communities
and more than 27,000 sites, according to
Carefree’s announcement.

“The Vedder portfolio is widely consid-
ered to be the best privately owned manu-
factured home community portfolio in
California and one of the best in the country,
said Carefree CEO David Napp. “This is an
important strategic acquisition for Carefree,
as we look to continue to grow our com-
pany in highly sought after retirement and
vacation destinations in coastal markets.”

Three of the Vedder communities have
won National Manufactured Home Com-
munity of the Year awards from the Manu-
factured Housing Institute, including Alta
Laguna in Rancho Cucamonga; Lemon
Wood in Ventura; and Palos Verdes Shores
in San Pedro. A dozen of the 18 Vedder
communities are 55-plus adult manufac-
tured home communities. San Dimas, Calif.-
based Bessire & Casenhiser will manage the
Vedder portfolio on behalf of Carefree.

Scottsdale, Ariz.-based Carefree Commu-
nities, Inc. is a private real estate investment
trust (REIT) sponsored by Centerbridge
Partners L.P.  Carefree owns and operates
high-quality senior manufactured home and
extended-stay recreational vehicle commu-
nities across North America. WCM

Representatives of 75 campgrounds attended the annual
confab, which also featured seminars, roundtables and
a trade show. ‘The networking was phenomenal,’ noted
PCOA Executive Director Beverly Gruber.

RV Dealers, Vendors Report Brisk
Business at 2014 RVDA Con/Expo

Jeff Hirsch
By all accounts and for many reasons, 

the 2014 RV Dealers International Conven-
tion/Expowas a tremendous success. Atten-
dance was up, the new venue was lauded,
dealers and vendors reported robust busi-
ness and participants said they appreciated
the vast array of workshops, seminars and
meetings.
The Con/Expo, which was Nov. 10-14 at

Bally’s on the Strip in Las Vegas, Nev., 
attracted approximately 1,200 attendees – a
22% increase over last year’s event, accord-
ing to the Recreation Vehicle Dealers Asso-
ciation (RVDA). The Con/Expo is annually
sponsored by RVDA, RVDA of Canada and
the Mike Molino RV Learning Center.
In keeping with the theme of “Passport to

Excellence: Education and Training,” the
Con/Expo featured 60 presenters for 50 
education and training sessions, including
double the number of Vendor Training +Plus
programs over last year, as well as the Part-
ners in Progress meetings and the launch of
the Society of Certified RV Professionals.
“What a great convention. I have not

heard a negative word about this convention
the whole time I’ve been here. It’s a tribute to
what John McCluskey has done with the
convention committee and the good econ-
omy – I’m just thrilled. I’m excited. It’s been
an awesome week,” said outgoing RVDA
Chairman Jeff Hirsch of New Hampshire- RVDA Con/Expo – continued on page 6

Like campground owners, dealers express optimism for
the general state of the industry — and its future. ‘It’s cer-
tainly a great time to be in the RV business,’ noted RVDA
President Phil Ingrassia

Beverly Gruber

• Region III – David Mull of Shady
Brook Campground in Beavertown

• Region IV – Ryan McFarland of But-
tonwood Campground in Mifflintown

• Region V – James Kesterke of Otter
Lake Campground in East Stroudsburg

• Region VI – Jed Wood of Blue Rocks
Family Campground in Lenhartsville

The cracker barrel discussion, moder-
ated by Skip and Judy Deegans of KOA
Kampgrounds, centered on several topics,
including the use of dehumidifiers in the
bathhouse and some advice to a couple
looking to purchase a campground on how
to avoid burnout.

“The attendees told them they really,
truly had to get away at least one to two
days a week,” Judy Deegans said. “They
had to set aside time for themselves so they
don’t have someone knocking on their
door at 1 or 2 in the morning because they
ran out of propane.”

Among the dozen seminars were “Inno-
PCOA Convention – continued on page 13

to go for another year already!” Gruber said.
“There was an excitement in the air. The 
facilities were amazing, the seminars were
awesome, the networking was phenomenal
and everyone had a great time.”

The convention featured 12 seminars,
12 roundtable discussions, a cracker barrel
discussion, and an auction that raised
$10,772 for educational scholarships and
the National School of RV Park and Camp-
ground Management. 

In addition, PCOA members elected the
following regional directors:

• Region I – Matt May of Presque Isle
Passage Campground in Fairview

• Region II – Bill Sujansky of Pioneer
Park Campground in Muncy Valley

The 51st Annual Pennsylvania Camp-
ground Owners Association (PCOA)
Convention & Trade Show was “one of
the best ever,” said Executive Director
Beverly Gruber.

More than 180 people from 75 camp-
grounds attended the event, held Nov. 10-
12 at Skytop Lodge, a 1920s classic luxury
resort in Skytop, Pa., in the heart of the
Pocono Mountains. Also attending were
two prospective campground owners and
four industry visitors, and the trade show
featured 70 exhibitors, including equip-
ment dealers, software providers and water
treatment solutions.

“Everyone was really, really happy. All the
members were pretty excited. They’re ready

The PCOA trade show saw 70 vendors who met with the 180 attendees in November show at Skytop Lodge.
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78 Campgrounds Represented at CONY
Exposition; Nicholls Elected Chairman

At the association’s 51st Exposition for the
Outdoor Hospitality Industry Nov. 6-8 at the
Turning Stone Resort in Verona, N.Y., Gregg
Nichollsof Lake Bluff Campground in Wolcott,
N.Y. was elected the new chairman of the
board of directors for the Campground Own-
ers of New York (CONY). 
According to officials, 78 campgrounds

were represented and 50 sponsors and ex-
hibitors were in attendance at the exposition,
and feedback so far has been positive.
“They said they enjoyed it, they learned a

lot and they enjoyed our speakers,” said Don
Bennett Jr., CONY president
and CEO, who added that in
the eight years he’s been in
his position, the attendance
from 78 campgrounds “is
about 25 more than we nor-
mally would have.”
The full slate of CONY of-

ficers elected for 2015 in-
cludes:
• Nicholls.
• 1st Vice Chair: Scott

Sherwood, Spruce Row
Campground & RV Park,
Ithaca, N.Y.
• 2nd Vice Chair: Kimberly Foro, Whisper-

ing Pines Campsites & RV Park, Greenfield
Center, N.Y.
• 3rd Vice Chair: Rob Kaiser, Medina/Wild-

wood Lake KOA, Medina, N.Y.
• Treasurer: Ed Marden, Camp Bell Camp-

ground, Campbell, N.Y.
• Secretary: Rachel Kaiser,  Houghton/

Letchworth KOA, Houghton, N.Y.
• Past Chairman: Mike Papp, West Canada

Creek Campsites, Poland, N.Y.
New board members: 
• Jared Foro, Region 10 Director, Whisper-

ing Pines Campsites & RV Park.
• Jennifer Rozella, Region 5 Director, Hart-

wick Highlands Campground, Milford, N.Y.
During the Exposition’s banquet, the Chair-

man’s Award was presented to Rachel Kaiser.
She was singled out for going above and be-
yond in her service to CONY, especially as
board secretary and during the association’s
events and activities with state government,
according to CONY. The association also 
recognized a number of campgrounds for

marketing and creative achievement.
Bennett told Woodall’s Campground Man-

agement the exposition was fortunate to offer
a solid lineup of speakers presenting on a 
variety of topics pertinent to the campground
industry, including the keynote address by
Josiah Brown, President/CEO of New York
Welcomes You; “Work Smarter” by Lori Sev-
erson, owner of Severson & Associates and
executive director of the Wisconsin Associa-
tion of Campground Owners; “CONY 101 –
Everything you need to know about interacting
with CONY and getting the most out of your

membership” by Mike Papp, CONY outgoing
chairman, and Bennett; “Risk Management”
by Irene Jones of Marshall & Sterling Insur-
ance; “CPR and First Aid Refresher Course”
by Tom Wolf, firefighter/paramedic; “Inner En-
ergy” by Sue Glenny, R.N.; and a presentation
on campground events by Beverly Gruber, ex-
ecutive director of the Pennsylvania Camp-
ground Owners Association.
The exposition started with extended-

length seminars, a tour of the Villages at Turn-
ing Stone RV Resort, and visit to the Shako:Wi
Cultural Center, which offered visitors an in
depth look at the Oneida Nation. Seminars
continued on the following day, which also in-
cluded an awards luncheon with sponsor 
introductions and the keynote address. The
exposition trade show took place in the after-
noon, with wine tasting, dinner and an auction
that evening. The auction raised more than
$25,000 for CONY programs and operations
The final day included a morning trade

show — the two-day trade show featured 50
industry suppliers for insurance, retail prod-
ucts, graphic design, campground equipment
and products, merchant services and more —
and an afternoon panel discussion and round-
table event, followed by the annual business
meeting for CONY members. The Chairman’s
Reception kicked off the business meeting, fol-
lowed by a formal banquet with installation of
CONY officers.
In addition, it was announced during the

exposition that CONY’s fundraising for Camp
Good Days and Special Times brought in more
than $61,481, with more donations expected.
In the past two years, CONY has raised over
$100,000 in donations for this New York State-
based charity.—Rick Kessler  WCM
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Overview of the Exposition Trade Show

Mike Papp, outgoing CONY Chair, Matt Anderson of Camp Chau-
tauqua, Camp Good Days fundraising chair (his park alone raised
$19,000!), James McCauley, PAVE director for Camp Good Days &
Special Times, Don Bennett., Jr., CONY President and CEO.

Keynote speaker Josiah Brown, president of
New York Welcomes You, talks about branding
your campground to make it stand out.

Ohio Park Owners Discuss HUD Decision, 
Tour Campgrounds During Fall Conference

Members of the Ohio Campground
Owners Association (OCOA) wrapped up
a successful season Oct. 21-22 with the or-
ganization’s Fall Conference & POOT Tour
(POOT stands for Park Owners On Tour).
About 85 people representing 37 camp-
grounds attended the annual event, held this
year in Steubenville, Ohio.

The event began with a cracker barrel ses-
sion in which the OCOA members had an
informal discussion on several issues affect-
ing the campground industry, and concluded
with a day-long tour of four campgrounds:
Austin Lake RV Park & Cabins in
Steubenville; Tomlinson State Park in New
Manchester, W.Va.; Big Arb’s Campground
in East Rochester, Ohio; and Salem/Lisbon
KOA in Salem, Ohio.

OCOA Executive Director Kristy Smith
said she was pleased with the turnout,
adding the conference offers an opportunity
for campground owners, whether a “newbie”
or a veteran, to discover new and better ways
of running their business.

“The feedback has been great,” Smith
said. “The owners love to see the different
campgrounds and this year we had camp-
grounds of all shapes and sizes. The tours
give everyone a chance to talk to other own-
ers and ask what they’re doing about sewage
plants or get their ideas on activities or food
stores or whatever ideas they want to bounce
off each other.”

One of the issues discussed during the
cracker barrel session was the recent HUD
memorandum asserting that the federal
agency views the 400-square-foot park
model RV limit as including porches. All
agreed the decision was harmful to the in-
dustry and their businesses and would lead
to further repercussions, such as zoning and
taxation issues. Members were encouraged
to write their congressional representatives.

Other issues addressed included pet poli-
cies, long-term campers from the oil and gas
industry and gray water disposal.

During the POOT Tour, OCOA members
were treated to a variety of campgrounds, be-
ginning with Austin Lake RV Park & Cabins,
owned by Bill and Marsha Cable.

Featuring a large campground and plenty
of amenities on 1,300 acres, Austin Lake RV
Park is tucked away in a scenic valley. The
property has a beach on 80-acre Austin Lake
and operates the dam that fuels the creek
running the length of the campground. Per-
sonal touches are found everywhere, from
the humorous signage — the 100-ton sand-
pile is said to be Bigfoot’s litterbox — to the
steel dinosaurs created by students. 

“We try to have a sense of humor about
things,” said Bill Cable, who added that the
majority of his campground’s business is re-
peat campers. “Years ago at a conference in
Worthington, Ohio, Jeff Sims said to make
your customers feel welcome by being
unique. And that’s what we try to do here. I’ll
know the customer’s name and their camp-
site, and I’ll go down there in a golf cart with
a PA and say ‘Welcome to Austin Lake!’ I
want them to feel welcome. I want them to
feel special.”

Tomlinson Run State Park was the next
stop on the tour. At 55 campsites, it’s a smaller
campground but its attractions include a large
swimming pool with 182-foot water slide,
hiking trails and several stocked ponds and
lakes. “Thirty-nine sites are electric, the rest
are rustic,” said Phil Davis, park ranger,
adding there are three rustic cabins and four
yurts also available for overnight rent.

Owned by Jim and Patty McGeorge for

From left, Lori Hostetter of Hocking Hills KOA, Garry and Vicki
Cole of Shelby/Mansfield KOA and Todd and Pam McCreary
of Country Stage Campground in Nova, Ohio finish their tour
of a cabin at Austin Lake RV Park in Steubenville, Ohio

the last 10 years, Big Arb’s Campground was
the third stop on the tour. The 75-acre, 100-
site campground has many seasonal campers
who return year after year, and does a healthy
business with oil and gas workers.

“The biggest thing we’ve learned is that
your infrastructure is so important,” she said.
“Your water system, your sewage system,
your electrical system – you have to contin-
ually maintain and upgrade all of it because
the campers keep getting bigger and bigger
and everything has to keep getting upgraded
to keep up with it.”

Barb Kruder, who with her husband,
John, owns the Salem/Lisbon KOA, which
was the final campground on the tour. She
said they recently installed three deluxe cab-
ins and are part way through adding 36 more
campsites. She said they have had an increase
every year since they joined with KOA in
2011, adding that this year the business was
up 13% over 2013.

Other campground owners also said they
had a good year. 

Rich Felber, owner of Jellystone Park at
Dogwood Valley in Mt. Gilead, Ohio, said his
business was up 15-20%. This was his first
year as a Jellystone Park, and Felber attributed
that as the reason for the significant increase.

“We’d have probably been up 5-10% had
we not been with them, but they helped us
stay full during the week – which is what you
have to do if you want to make any money
in this business,” Felber said, who owns the
campground with his wife, Nancy. 

Steve Rowley and his wife, Michelle,
were attending the OCOA and POOT Tour
with a unique perspective. Dick’s parents,
Dick and Pat Rowley, own Willow Lake
Campground in Geneva, Ohio, and the two
were gathering ideas and information as peo-
ple who might someday assume the family
business.

Willow Lake recently installed a sewage
treatment facility, new shower facility and
added pull-through sites, owing to what
modern RVers require in a campground.
“That was one of the biggest reasons we were
turning people away. They wanted the full
hookups and the showers, and they wanted
to be able to pull their big rigs,” Steve Rowley
said. —Rick Kessler  WCM
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Centre in Dartmouth, Nova Scotia, was
elected as the association’s new chairman.
He succeeds Kyle Redmond of Bucars RV
Centre in Balzac, Alberta.
During his State of the Association ad-

dress, RVDA President Phil Ingrassia told
dealers that, with RV sales forecast to reach
and probably exceed pre-recessionary 

levels in 2015 and the Go RVing advertising
campaign reaching more people than ever,
“it’s certainly a great time to be in the RV
business.” The RVDA has grown its member-
ship by 10% in the last two years, putting the
15% decrease during the Great Recession
“in the rearview mirror,” he said.
The Con/Expo’s opening session featured

a wide range of workshops and the opening
of more than 70 vendor exhibits — as well as
a customer satisfaction challenge from
Hirsch, who said the entire industry must
“recommit itself to improving the customer
experience.”
“Our customers have told us they want

better customer service — they want it done
right the first time. Can we blame them?
They’ve also told us they want better quality.
They expect it. They paid for it,” Hirsch said.
“I believe our biggest threat isn’t all the
volatility, our biggest threat is ourselves. And,
as an industry, we must stop the bleeding of
customers leaving the lifestyle because we
have fallen short of their expectations.”
Hirsch suggested an industry task force

be assembled to drive this initiative, while
volunteering to serve on it and inviting others
to join him.
The Con/Expo also saw the formal 

announcement of the formation of the Society
of Certified RV Professionals, which is a prod-
uct of the Mike Molino RV Learning Center
and designed to increase the number of RV in-
dustry certified professionals and retain those
who already hold certification credentials.

Rick Horsey of Parkview RV Center in
Smyrna, Del., who is serving as the first
chairman of the society, said it will be the
“community of certified professionals.”
“All RVDA/RVIA-certified technicians and

all RV Learning Center-credentialed, fixed-
operations-certified personnel, including

those who aspire to become certified, are
members at no charge,” he said. “Included
in the community of supporters is the Recre-
ation Vehicle Industry Association. It’s
through our mutual efforts and partnerships
that the society will be able to achieve its
goals.”—Rick Kessler  WCM

RVDA Con/Expo —from page 3

John McCluskey of Florida Outdoors RV in Stuart, Fla. and the newly elected chairman of the RVDA, tells
the audience that he has “nothing but confidence” in the future of the RV industry.

Mike Molino RV Learning Center Chairman Jeff
Pastore of Hartville RV Center in Hartville, Ohio.

A strong summer helped offset a slow-to-
arrive spring, reported members of the
Michigan Association of RV Parks &
Campgrounds (ARVC Michigan). About
65 people representing 25 campgrounds
gathered for the organization’s recent Fall
Conference, which included a membership
meeting and tours of five campgrounds in
southeast Michigan’s Monroe County.

Dave Cordray, owner of White River RV
Park & Campground in Montague and
president of ARVC Michigan, said it’s been a
good year for the state’s campground owners.

“Most everyone I’ve talked to is reporting
an increase this year — not a huge increase,
but an increase nonetheless,” Cordray said.
“We started slow because of the extended
weather. The winter delayed spring, which
delayed our camping season. But the rest of
the summer and this fall we’ve been able to
recover from the slow start.”

Lori Tewes, ARVC Michigan executive
director, said another reason why camp-
grounds are enjoying so much success is the
resurgence of the RV industry. “I’m seeing RVs
everywhere,” she said. “People are staying
local and doing the camping thing versus
going on an out-of-state vacation. I haven’t
had one person tell me they had a bad season.
Everyone did extremely well.”

The Michigan campgrounds on the tour
included River Raisin Marina & Camp-
ground in Monroe, Harbortown RV Resort

in Monroe, Monroe/Toledo North KOA in
Petersburg, Totem Pole Park in Petersburg
and River Raisin Livery & Campground
in Dundee.

Veronica Meyers, owner of River Raisin
Marina & Campground, said they had an
“awesome” year. The campground features 70
sites, with 40 being full hookup, along with
boat slips into the River Raisin and Lake Erie.
“Most of our campers have a boat,” she said,
adding Put-in-Bay, Ohio, is only 29 nautical
miles to the east. 

One of the people exploring Meyers’
campground was Joan Holz, owner of Hol-
iday Camping Resort in New Era, Mich.
She, too, reported a good year for business.
“My summer was equal to last year. We had
the worst June ever in 12 years, but July and
August made up for it,” said Holz, who is the
treasurer for ARVC Michigan.

The second stop on the campground tour
was Harbortown RV Resort, which offers 250
sites. The business is routinely listed among
the nation’s best RV parks by national publi-
cations. Owner Dave Katt mentioned they
were able to acquire an adjoining business,
offering miniature golf, go kart racing and
batting cages, about 10 years ago, which rep-
resents a significant portion of their business.

The third stop on the tour,
Monroe/Toledo North KOA, owned by
Recreational Adventures Co., does a great
Halloween business. General Manager Ryan
Crotts said they have eight Halloween week-
ends and were full for each one. In fact, he
mentioned one camper reserves seven camp-
sites so he has room to build his own haunted
house. RVs decorated for Halloween compete
for a free night of camping, Crotts said,
adding the Halloween weekends account for
one-third of the campground’s annual busi-
ness. The campground has 249 sites, 46
lodges and two park model RVs. Another
highlight of the tour was the property’s ozone
water treatment system, which reduces the
well water’s high sulfur content. It was expen-
sive, Crotts said, but worth the investment.

The next stop was a short drive to Totem
Pole Park. Owners Carl and Joyce Laming
have gone to great lengths to make their
campground family-friendly and have in-
vested significantly in the bathhouse, which
features wall-mounted touch-free toilets,
water-free urinals and skid-free rubber 
composite flooring.

Chuck and Cherry Haddix, owners of
River Raisin Livery & Campground — the
final stop on the tour — readily admit their
15-site, rustic camping property isn’t for
everyone. They started their business in 1983
when, while floating down the River Raisin,
decided to open their own livery renting ca-
noes, kayaks, paddleboats and pontoon boats. 

The conference was sponsored by Future
Insurance Agency Inc., Katt Insurance
Agency LLC, Lansing Sanitary Supply Inc.,
Eagle Strategies LLC and Club Car LLC. —
Rick Kessler  WCM

From left, Susan and Kyle Novotny of Yogi Bear’s Jellystone Park Camp-Resort in South Haven, Kristin Levesque of
Timber Ridge RV & Recreation Resort in Traverse City, Erv Banes of Frankenmuth Yogi Bear’s Jellystone Park Camp-
Resort, Jim Cordray of White River RV Park & Campground in Montague and James Nagel of Lincoln Pines Resort
in Gowen listen to Veronica Meyers as she describes the amenities of her River Raisin Marina & Campground.

ARVC Michigan Wraps Successful 
2014 Season With Fall Conference

www.yurts.com
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INSITES

David 
Gorin

t-shirts, hats and special fun cups and
other unique items are found in most
campgrounds. Most parks offer a single
price that includes all of the facilities and
amenities while other parks offer an 
admission fee (camping fee) plus an
extra fee for the amusements and enter-
tainment. And special park discounts at
certain times of the year encourage visits
for different markets.  

Now, try re-reading the above para-
graph and substitute “amusement park”
for “campground or park.” Pretty much
the same thing, right?

When you have a chance, go visit an
amusement park in your area.  Guaran-
teed you’ll come home with some new
ideas on how to please your guests.

Praise for Suppliers — Every now
and then on Facebook or LinkedIn or
in some other venue, there’s a supplier
posting talking about how they find
campground owners to be among 
the nicest, most down-to-earth and 
hospitable people to be found in any 
industry. They praise park owners’ open-
ness and willingness to help others, even
their competitors.

Rarely if ever have I seen a similar
post or comment from a campground
owner praising the services of a supplier
to their business who plays a role behind
the scenes in their success. So, here I go.

Suppliers I met in the park industry,
especially those I’ve known for 25 years
or more, are among the nicest folks I’ve
known or worked with in any venue.
Their desire to provide the best products
and services and competitive prices is
unsurpassed in any industry.  

As campers have many choices of
where to camp, so, too, do campground
owners have many choices when it
comes to where to purchase the essential
needs of running their business. Many
campground-industry suppliers have

been around serving the industry for
many, many years while others are new
to the industry, having been drawn to it
by the great positive publicity the camp-
ing and outdoor recreation and RVing
has received in recent years.

The suppliers I’ve known for many
years are great folks who, like camp-
ground owners, rely heavily on good 
reviews and repeat business (sound fa-
miliar?).

When you can and when you feel it's
deserved, why not write a comment or
review of a supplier experience you’ve
had and post it on a social media site?
Or, visit Yelp or other review sites and
share your positive experiences.

The KISS Principal — Time to 
remind everyone of the KISS principle
— keep it simple, stupid!

Check out your website — is it intu-
itive, simple and quick to respond to
commands, available for iPads, smart
phones and any and all other media,
clean and not too cutesy, is music appro-
priate and at a reasonable volume?

The arrival and check-in process is
often fraught with delays and is a time-
consuming processes.  Is it easy, quick
and simple for your guests to arrive?

You get the idea. Take the time to 
review all of your policies, practices and
so forth and see if you can KISS them to
make it easier for you, your staff and
your guests.

And a word to associations out there
— national, regional, state and local
campground associations. Want to gain
new members? Want to retain current
ones? Want to increase involvement and
attendance? All programs and activities
should be reviewed for KISS  compli-
ance. Small businesses that comprise the
majority of the campground and RV park
business don’t have time or the inclina-
tion to engage in complex, confusing or
lengthy steps to take advantage of the
values of the membership. The longer it
takes to take an action, the less likely it
is that the action will be taken. And the
less actions taken by members, the
greater the likelihood that they will 
explore whether or not the membership
is worthwhile.

Nine times out of 10, measuring your
business processes against KISS will lead
to business improvements. Try it.

David Gorin is the former president
of ARVC, former executive director of
the Virginia Campground Association
and is the principal of David Gorin 
Associates LLC. You may contact him at
david@davidgorinassociates.com. WCM

Random Thoughts on the RV Park and Campground Business

The Latest HUD Park Model Issue
— I sure hope the industry is looking at
exactly what happened here. After a
number of years of quiet, what suddenly
prompted HUD to revise the method of
measuring the size of a park model? I
know they claim they haven’t changed
anything, but for practical purposes
measuring a park model to include the
porch is a change in the process.

In Washington, nothing happens
without a reason. Who is behind the Oc-
tober memo from Pamela Danner, the
new HUD official overseeing manufac-
tured housing? Somehow, I doubt that
she woke up one morning and decided
to screw the RV industry and the parks.
More likely, someone put a document 
in front of her to get the ball rolling, 
followed by a visit from someone with a
particular interest and then it just hap-
pened. It sure would be nice to know
what the industry is up against — 
because the same forces are most likely
to be on the scene if and when congres-
sional legislation becomes likely. My
guess is that the new Congress in Janu-
ary is not going to be spending much
time worrying about the RV industry —
and if the issue is at all controversial in
the House or Senate, passage is going to
be quite difficult if not impossible. So,
who’s behind this?

Perhaps we should start by looking at
Ms. Danner.  Her long legal and govern-
ment-service career has many intersec-
tions with the manufactured housing
industry.  

What is the RV Park & Camp-
ground Business? — I’m pleased that
the Pennsylvania Campground Own-
ers Association invited me to present a
seminar on Trends in the Park Industry.
I’ve done similar seminars at various
meetings in recent years and always find
it interesting to use the opportunity to
track the relevant changes in the park 
industry. So, as I prepared for the Penn-
sylvania seminar, I decided to take a look
at the various business lines that park
operators are engaged in every day.  

Here’s a quick rundown of the lines of
business that come to mind:  Camping;
outdoor recreation; hospitality; enter-
tainment; travel; amusement park; 
attractions; lodging; RVing; tourism;
sports. And you can probably think of
many others.

In thinking about this question, I’ve
concluded that a campground or RV
park is really an amusement park. Yes, 
a different business model than we 
normally associate with that business,
but an amusement park none the less.

A campground has activities and
events intended to amuse and entertain
the audience. The park has food services
at varying levels ranging from park-wide
meal events to snack bars, ice cream par-
lors and restaurants of various service
levels. A park has a wide variety of
amenities and facilities designed to
amuse and entertain such as swimming
pools and water-related features ranging
from large water parks to water slides,
splash pads and lazy rivers, hay wagon
rides, various styled bikes from three
wheelers to water bikes, laser tag, zip
lines, holiday parades, basketball courts
and soccer fields, themed events like
Water Wars, Christmas in July and 
murder mystery weekends. 

Most campgrounds operate on a sea-
sonal basis with some special shoulder-
season events. Stores that sell souvenirs,

Manufacturers of Quality Recreation FUNniture
www.ParkEquipment.com

1-800-376-7897
2061 Sulphur Springs Rd

Morristown, TN 37813

www.yourelectricalsolutions.net
mailto:sales@yourelectricalsolutions.net
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they choose to republish the best five or
six shots from the more than 900 posted,
with attribution, across their social media
channels.  

Cities as destinations have been very
successful with Instagram. San Francisco’s
done it well; so have Philly and L.A. — but
none more so than Montreal. Tourisme
Montreal was interested in growing
awareness and buzz about Montreal as a
vacation destination and, in 2013, chose
to explore Instagram as a promotional 
avenue. The plan was to encourage the
sharing of “everyday moments that make
Montreal the city it is.” They did this by
inviting “destination ambassadors” —
bloggers, members of the media, locals
and visitors — to post images on Insta-
gram using the hashtag #MTLMoments.
The portability of the hashtag across their
social media channels including Face-
book, Twitter, and Pinterest has helped
drive the campaign.  

They furthered their cause by giving
out postcard-sized paper frames at hotels,
visitor centers, and downloaded on their
website and by then instructing visitors to
take a picture of themselves enjoying the
city through the frame and post it on the
platform using #MTLMoments. 

What began as a temporary guerilla mar-
keting campaign has become something
more permanent, paying dividends long
after the original idea was scheduled to
come to an end. In an interview, 
Emmanuelle Legault, VP of marketing at
Tourisme Montreal, noted that as a result of
the #MTLMoments project their website
and blog experienced a 15% bump in traffic
while their social media presence grew with
a 26% boost to their Facebook page and a
mid-30% boost to their Twitter account.

Use It To Your Advantage
Outdoor recreation and hospitality

providers are in an ideal position to repre-
sent the outdoor experiences they can 
deliver to the public on this popular and
growing platform. Use the above examples
as inspiration for your own hashtag 
contest, promotional campaign, or as a
user-generated content creator. Consider
the demographic you are trying to reach
and what images resonate with them. Build
a campaign asking your online community
to participate. Engage with your users. Call
out the best of the best. Make it a big deal.
Make it worth their while. Make it work for
your business. 

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

MODERN MARKETING

address or Facebook account.  
Like with all social media networks, it

pays to post a snappy and actionable pro-
file. Use a professional-looking image that
represents your business. Make your user
name as recognizable to your business as
possible — shoot for clarity over cute 
or clever. Build out a clear bio of your
business and include your company’s
website address. All together, this can be
no longer than 150 characters. Connect
your account to other social networks
where you are active for business. Face-
book, Twitter, and Foursquare are three
that you may be using. 

Gather and upload 15 to 20 sharp and
expressive images that represent what you
have to offer. Creative types will enjoy the
photo enhancement tools including crop-
ping, rotating, effects and filters. Play with
these to make your images as striking as
possible and to encourage likes. Add inter-
esting captions to the images and hashtags
if you choose to place them with the image
upload. 

Throughout this process keep in mind
that this is a business exercise. Unless you
have a very, very personal connection with
your public refrain from posting pictures of
your pets, kids and grandkids, your new 
car or anything that may distract from the
message you are striving to communicate.
Only you can gauge what is and is not 
appropriate for your operation. Do so with
a keen eye on the prize.

Promote your Instagram presence on
your other social networks and ask your
followers to join you on Instagram. Explore
Instagram users and follow those that seem
to share mutual business interests and
goals. “Like” images that you believe will
appeal to your customers, building a bridge
and providing value to your fan base.  

Hashtags Help You Get Found
For each image you post, it’s critical to

Evanne 
Schmarder

include hashtags (#) to help categorize
your images in searches, making it easier
to be found and for others to follow your
account. These can be posted in your orig-
inal image post or in comments below the
post. 

Consider creating a business-specific
hashtag representing your operation. Be as
specific as possible to narrow down the
field. In addition to your business-specific
hashtag, add two to four more to further
define your post — but here’s a caveat:
your image with a broad #travel hashtag
will very likely get lost in the avalanche of
more than 25 million other images sharing
that tag. Use it if you feel it’s the best rep-
resentation of your market, but also em-
ploy more specific hashtags to the image. 

The key to effective hashtags? Think
long and hard about what you want to
communicate, the words your customers
use when searching for you, and the image
you want to portray across the platform.
Be sparing and focused. Use no more than
three to five hashtags on each and every
image you post. Get clear. Get found. Get
followed.

Destination Promotion
Some of the most successful and evoca-

tive Instagram campaigns in hospitality
come from destinations and hotels. ALT
Hotels, an upscale Canadian chain, cre-
ated a contest using the hashtag #ALTexpo
asking Instagram users to post images 
representing a different theme, supplied by
the hotel, every day using their hashtag.
They then turned around and created 
murals and video displays of the images at
their properties. 

Travel Australia took to its fan base to
create countrywide content producers and
is now the world’s top global destination
on Instagram. They encourage everyone
interested in participating to post Aussie
photos tagged #SeeAustralia. Each day

What do you get when you combine in-
spiring crowd-sourced images with a sky-
rocketing social and mobile platform that
reports user engagement 15 times that of
Facebook and touts a base comprising
68% females? Instagram, of course. The
platform’s user demographics appear to be
tailor-made for the outdoor hospitality and
recreation business. Consider this, 17% of
all online adults use Instagram compared
with 18% using Twitter and 21% using
Pinterest. According to the L2 Instagram
2014 Intelligence Report, 37% of users are
18-29 years old, 18% are in the 30-49 slot
and 6% of online 50-64 year olds are active
on the platform. 

Those stats represent an opportunity
for our industry to capitalize on the unlim-
ited visual appeal of what we offer the pub-
lic, increase the profile of the great
outdoors and build top-of-mind awareness
for individual businesses. Savvy use of im-
ages can create an emotional tug as well as
help you demonstrate how your product
or service can enhance the consumer’s out-
door experiences. There’s no doubt about
it, Instagram is a custom fit that should
have a place in your digital marketing 
program. Here’s how to make that happen. 

Create Your Presence
Begin your Instagram digital marketing

plan by creating an account. Because Insta-
gram is a mobile app you must create your
account on an iOS or Android device or a
Windows Phone 8 or better. You’ll next be
prompted to register with either your email

Social in Images: Instagram Inspires & Hits All Demographics

mailto:salestower@comcast.net
www.towercompany.com
www.minigolfinc.com
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ON CAMPGROUNDS

Reports from 
the field: 

Bob Ashley

Long-Term Visitors Reign at Florida’s Forest Lake RV Resort

Snowbirds started arriving early this
year at Forest Lake RV Resort in
Zephyehills, Fla.

“We’re having a good time already,”
said RV Resort Manager Diane Kennedy
in early November. “We only have two
sites open and we are booked solid
through the season.” Originally developed
in the mid-1990s, 274-site Forest Lake is
adjacent to a 892-site co-op mobile home
park that also is managed by Premier
Community Management, which over-
sees Forest Lake RV resort and three other
RV parks in the Tampa area.

Kennedy and her husband, Keith, came
to Forest Lake in late summer via an ad in
Workamper News after working at camp-
grounds and tourist attractions in Ten-
nessee.

“It’s always been our dream to work

Lake is located within easy driving 
distance of Central Florida attractions in
Orlando, Lakeland, Tampa, Clearwater
and St. Petersburg.

* * * * *
The winter season is shaping up to be

strong at Beach Express RV Park in
Foley, Ala., located about 10 miles from
the Gulf of Mexico.

“It’s a beach town, and it’s really, really
beautiful today (Nov. 10),” said Mary
Bookout, who has managed the 42-site
park with her husband, Ivrey, for four
years.

The next project on Beach Express’
agenda will add to the park’s snowbird
community by extending cable and 30/50
amp electric service to six sites that cur-
rently aren’t in use.

“Business is great,” Bookout said. 
“Yesterday we rented out our last site until
we get the other sites up to par. We are 
getting calls every day. Snowbirds are 
coming earlier now and they are calling for
reservations ahead.” 

The park also soon will add a swing set

fulltime at an RV park or own our own RV
park, “ Diane Kennedy said. “It’s an amaz-
ing lifestyle. “

Originally from Michigan, the
Kennedys pull a 40-foot Heartland Land-
mark fifth-wheel and intend to put down
roots in Zephyehills. “This is a long-term
commitment for us, “ she said.

About 150 of the sites are annual lease-
holders “with the balance staying at the
park for between two to six months,” 
according to Brett Schroder, president of
Premier Community Management, which
has operated the park for 15 years.

“Our clientele are snowbirds and we get
a lot of Canadians and people from the
Northeast, Michigan and Ohio. We offer
overnight rentals, but we don’t generally
have the occupancy available for them. We
maximize the revenue potential with long-
term leases. We have a lot of residents who
have been here for 15 years.”

That the park is almost at capacity this
early in the season is unusual, Schroder
said.  “Our January, February and March
are usually 100% occupied,” he said.

Roads inside the park recently were 
redone and a new roof put on its spacious
clubhouse. A geo-thermal system also was
installed to heat the pool and spa.

Amenities include lighted shuffleboard
courts and horseshoe pits while the club-
house includes a library, game room, three
pool tables and a full kitchen.

Forest Lake’s marketing mostly is 
via the Internet, although there often is
movement between the RV resort and the
adjacent mobile home park.

“On the RV side, we sell park models,”
Schroder said, “but with the recession and
some of the housing issues in Florida, park
models haven’t been very marketable the
last couple of years. We hope that turns
around. Some of our residents will move
between the communities because they
want more space or vice versa.”

About 40 miles east of Tampa, Forest

to the children’s play area and an arched
porch swing to the common area that runs
down the center of the campground,
which features grass or gravel pads.

While snowbirds land at Beach Express
in the wintertime, it’s a different audience
in the summer.

“In the summer people usually stay by
the week rather than for a month or more
like they do in the winter,” Bookout said. 

Even as business has been good, plans
to expand have been put on hold. “We’ve
been trying to buy land adjacent to us, but
they won’t sell so we don’t have room to
expand, “ Bookout said.

* * * * *
If your campground is 10 miles from

the Gulf of Mexico, it’s all about location
in the wintertime.

“We don’t have any amenities, but that
is subject to change, “ said Amy Collins,
manager of the 150-site Shady Grove RV
and Mobile Home Park in Corpus
Christi, Texas — a majority of which are
occupied by RVs of all types.

While pretty much a no-frills park,
Shady Grove nonetheless was full in mid-
November and likely will stay that way
through March.

“Some of the people have been here for
eight or 10 years living in an RV,” Collins
said.  “And I’ve got people on a waiting list
who are looking for spots,” Collins said.

Those include workers at area oil 
refineries who are hard-pressed to find 
living accommodations during what is an
historic oil boom even for Texas.

“We are an up-and-coming park,”
Collins said, noting that she expects that
five new 50-foot-deep RV sites will be
available by the first of the year.

Like the rest of the eastern half of the
country, Shady Grove was expecting the
first chill of the season with temperatures
expected to top out in the 50s in mid-
November.

“It’s going to be a nice break after triple
digits all summer,” she said. “It has been
quite hot. “

Did the summer heat affect business?
“Not at all, “ Collins said. “We were

busy all summer.”

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

Forest Lake RV Resort offers 274 sites, with
150 occupied by annual lease-holders.

Forest Lake RV Resort, managed by Premier Community Management,
caters to snowbirds from Canada, Michigan, Ohio and the northeast.

mailto:sales@bbelec.com
www.bbelec.com
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vative Ways to Increase Site Revenue” by
Samantha Kozak, co-owner/operator of
Lake Raystown Resort in Entriken, and
“Best Store Ideas,” a panel presentation
with Joanne DelVescio, executive director
of the New Jersey Campground Owners
Association, Kristie Lacey of Cozy Creek
Campground in Tunkhannock, and Kelly
Newell Rider of Wilcor International.

The 12 roundtable discussions featured
topics of interest to campground owners,
such as propane, Workampers, electrical up-
dates and arcade relevance. Each table was
led by a PCOA member, including: Tim
Cartmell of Honesdale/Pocono KOA;
Kathy Stetler and Raymond Coker, both of

Pioneer Campground in Muncy Valley; Jed
Wood of Blue Rocks Family Campground;
Debby Cartmell of Honesdale/ Pocono
KOA; David Haubert of Colonial Woods
Family Camping Resort and John Haubert
of Ringing Rocks Family Campground,
both located in Upper Black Eddy; Bruce
Heasley of Holiday Pines Campgrounds in
Loganton; Ryan McFarland of Button-
wood Campground; Carrie Milkie of

Bucktail Campground in Mansfield; Shane
Adam of Mountain Springs Camping Re-
sort in Hamburg; David Mull of Shady
Brook Campground; and Steve Criswell of
Little Mexico Campground in Winfield.

Campground awards were presented for
the following:

• Best Promotional Piece – Rose Point
Park Cabins & Camping in New Castle

• Best Brochure – Bucktail Camping
Resort 

• Best Apparel Item – Bear Run Camp-
ground in Portersville

• Best Souvenir – Rose Point Park Cab-
ins & Camping

• Most Creative Activity – Little Mexico
Campground, which won for a giant s’more
(air mattresses served as graham crackers
and one real coin was mixed with many
foil-wrapped chocolate coins; a child dove
into the s’more to find the real coin) as part
of its Chocolate Lovers Weekend.

• Best Camping Photo – Little Mexico
Campground

• Best Website – Granite Hill Camp-
ground in Gettysburg

• Best Example of Guest Service –

Mountain Vista Campground in East
Stroudsburg, which won for an all-inclu-
sive guest experience featuring dinner
reservations and entertainment passes.

• Tourism Employee of the Year – Pio-
neer Campground

• Best Community Involvement – Deer
Run Camping Resort in Gardners, which
won for a s’more big enough to set a new
Guiness Book of World Record.

Also, the 2014 scholarship recipients
were announced: Nikki DePaul of Peace-
ful Woodlands Family Campground in
Blakeslee; Tyler Grim of Stony Fork
Creek Campground in Wellsboro; and
Chad Turner of Rose Point Park Cabins
and Camping.

Sponsors of the 2014 PCOA Convention
& Trade Show included: Anderson’s
Brochure Distribution Service, Corporate
Communications, Wilcor International,
AdvenSure Ins. Program Offered by 
McNeil & Co., Good Sam RV Travel
Guide & Campground Directory, Leavitt
Recreation and Hospitality Insurance,
Gary Thull Pools Inc., Marshall & Sterling
Insurance, and Scirocco Group.  WCM

PCOA Convention —from page 3
Each of the PCOA conference’s 12 roundtable discussions featured topics of interest to camp-
ground owners, such as propane, Workampers, electrical updates and arcade relevance.

The trade show featured 70 exhibitors, includ-
ing equipment dealers, software providers and
water treatment solutions.

New Online RV Group
Focuses on Private Land
Edmonton, Alberta, RV enthusiast Scott

Krupa has launched a new website for
RVers in Canada, according to a written an-
nouncement. RVwithMe.com is an online
community for RV owners and land owners
in Alberta and across Canada and the
United States that allows people to list land
available and RVs available for rent.
The site not only features complete RV

park listings, it also encourages land own-
ers to list any space they have available for
boondocking in the summer months and RV
storage in the winter months. RVers can
have a less cramped and quieter stay on
private land, while land owners make
money for allowing people to share their
space. They can also have a tailor-made
experience that they may not be able to get
in a large RV park.
“RVers will be able to find the right host

for their needs, from riding horses to getting
a ride in a tractor to picking grapes. The op-
tions will be limitless for RVers and will
match any budget,” said Krupa.
The site also offers RV rental listings for

those who are not quite ready to commit to
a new RV, or want to try it out before buying.
RVwithME offers quick and easy search,

booking and payment functions to ensure
that there are no issues when collecting
payment. Membership on the site is free.
Krupa started out in the RV industry

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

www.rmsnorthamerica.com
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2014 KOA CONVENTION 

‘We’ve Got to Tell America It’s Time to Get Back Out On the Road!’

When hundreds of campground owners
from across North America descended on
the Palmetto State for the annual Kamp-
grounds of America Inc. (KOA) Convention,
the sense of optimism was as pervasive as
the yellow shirts in the Charleston, S.C.,
Charleston Area Convention Center.
In fact, the number of attendees — 680

campground personnel representing 281
campgrounds and a total crowd 850 people
including the 117 vendors — was a major 
indicator of the optimism. That number 
reflected the second-highest attendance 
at a paid KOA conference ever, only a little
behind the high-water mark reached two
years earlier for the 50th Anniversary of KOA.
“The optimism that is abundant in this

room and for KOA and this brand is pretty
amazing,” KOA President Pat Hittmeier said
during the opening breakfast.
While much of the optimism — and infor-

mation shared — was specific to KOA, at
least as much of it related to the RV park and
camping sector as a whole.
Campground owners and operators were

as optimistic as Hittmeier and the rest of the
Billings, Mont.-based leadership team. All the
owners who talked to Woodall’s Camp-
ground Management in Charlotte relayed
positive news from their campgrounds, no

matter the location.
For instance, Bill Pugh said things have

been excellent at his KOA in Bristol, Tenn.
Granted, it doesn’t hurt to have two

NASCAR races as a potent attraction, but
Pugh said his park’s good fortunes aren’t just
about auto races. “Halloween was 
jam-packed,” Pugh said. In fact, “I’ve got 40
sites booked for next Halloween.”
Reports were similar in the northeast.

Anita and Bill Perry of Chautauqua Lake KOA
in New York reported a slow start to the sea-

son, thanks to the heavy winter of early 2014,
but it got much better. “It’s been really great,
even though the summer weather wasn’t that
great,” Anita said. The good news was that
campers wanted to get out, she said, so the
later season made up for the rough start.
In Naples, Maine, Conrad and Pam Cre-

peau also had a really good season at the
Naples KOA — even though Conrad had to
use an excavator to clear off pads in April.
April, too, was rough for David Trzebia-

towski at the Hardin, Mont., KOA. Truth be

told, the first month of their seven-month sea-
son was nearly dead thanks to the persistent
cold. “It was a slow start. I think I had five
campers in April, and not much more than
that in May. Kids were in school until early
June, but it picked up. It really picked up. We
finished the season really strong,” he said.
Also posting a strong recovery from a

dreary winter was Georganne Hornacek,
who said at her KOA in Gaylord, Mich., this
summer would’ve topped last year if it wasn’t
for the slow start, and last year was the park’s
best ever. “I’m a happy woman,” she told
Woodall’s Campground Management.
In the backyard of the conference site,

Jackie Jackson and Mitchell Mitchum
reported a very good year for the Mount
Pleasant/Charleston KOA. “We’re full. We
don’t get much down time,” Jackson said,
noting that their summer family season 
transitioned smoothly to the winter snowbird
season, which she said is an easier crowd.
Mitchum said it was a treat to have the

convention so close to home. “It’s been great.
I worried a lot ahead of time, but everything’s
gone well,” he said.
That upbeat outlook prevailed during the

Nov. 12-15 gathering.
“Together we’re nailing it,” Hittmeier told

the U.S. and Canadian operators.
KOA, widely acknowledged in the camp-

ground sector as the organization that does
the best job tracking statistics, has the 
numbers to back up Hittmeier’s assertion.
In 2012, operators saw 5.1% registration

growth over 2011 while in 2013 registrations
rose 7.3% above 2012. For 2014, KOA is on
pace for 8.5% registration growth from 2013. 
In all, that means 21% growth at KOA

As the growth pattern continues among KOA franchisees, a near-record atten-
dance fills the seats for the company’s convention in Charleston, S.C. ‘The
things that we’re doing and achieving and you’re accomplishing, you need to
take pride in,’ CEO Jim Rogers told conventioneers. ‘KOA is finally open to
anybody. You don’t need a tent, you don’t need an RV.’

Representatives of 281 campgrounds were on
hand for the KOA confab, along with 117 vendors.

KOA President Pat Hittmeier addresses the near-record turnout of franchisee
owners and operators at the company’s annual convention in Charleston, S.C.
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Q&ACONVERSATIONS

WCM: During your fireside chat (at
the KOA Convention and Expo in
Charleston), you talked about ‘the 
maturing’ of KOA. Tell us about that.

Rogers: I am a long-termer who got
to be part of it in the days of sales and
franchising and saw the spirit KOA 
created in the late ’60s and ’70s. It’s amaz-
ing it survived. Having the doughnut of
leaving for 25 years and then coming
back to it, I continue to be proud of the
brand and its reputation.

But I have to say now that I’m proud
of its performance. It’s always been a
pleasure to represent this aggressive,
young, Billings, Mont., campground com-
pany that’s now been converted to the
world’s leading outdoor hospitality com-
pany. And the performance now is going
along with it. We have demonstrated with
our statistics and the data we track that
we are performing at a very high level.

The transition of this company from a
franchising sales company to a marketing
operations organization has combined the
legacy. KOA is a perfect demonstration of
a great company because it sustained that
core value and legacy and it now has a
management team that is adapting to the

marketplace and incorporating that into
our operations.

WCM: What do you see in the future
for KOA’s capacity if camping contin-
ues to grow?

Hittmeier: After having had three
consecutive years of growth, you start to
become a real believer that this industry
as a whole and KOA as a brand is posi-
tioned very well. There’s a lot of reasons.
I can’t find anything to be too worried
about. By and large it’s very positive.

This industry doesn’t talk a lot about
occupancy, and when they do it’s about
peak occupancy on holidays and week-
ends. There’s no doubt the transient vaca-
tion/leisure market is a more profitable
market if you have enough of them than
the extended-stay, seasonal market. As the
demand for the vacation/leisure market
heats up, it could be that people will start
to reduce the number of lower-paying
seasonal sites.

We’re starting to see some people who
are expanding, too. There could be some
added inventory that starts to show up, so
I don’t see us hitting any kind of a point
on the RV side where we’re turning so

KOA Execs Rogers, Hittmeier 
‘Talk Business’ With WCM 

During the 2014 Kampgrounds of America (KOA) Convention and
Expo, Nov. 12-15 in Charleston, S.C., Woodall’s Campground Manage-
ment Editor Justin Leighty enjoyed a rare opportunity to sit down at the
Charleston Convention Center and talk business with the top two 
executives of campground franchisor KOA — Chairman and CEO Jim
Rogers and President and COO Pat Hittmeier.
Both men have decades of experience with KOA, but took distinctly

different paths to get to where they are today. Rogers, a California native
with an MBA from UCLA, first went to work for the Billings, Mont., 
company fresh out of college, then left for a couple of decades. When he
returned to KOA in 2000 as chief executive, he left an impressive career
with Harrah’s Entertainment Inc., the casino powerhouse.
A less flamboyant but equally likeable individual, Hittmeier is a native

of Litchfield, Ill., and a graduate of Southern Illinois University in 
Carbondale who moved to Montana to work as a forester for the state of
Montana before joining KOA in 1981.
Different as those origins may be — and divergent as their views may

sometimes be — Rogers and Hittmeier have clearly worked as part of a
cohesive team to help develop a company that in many ways is a template
for intelligent growth in today’s campground business.

Q&A Conversations – continued on page 16

since 2011. “Never have I seen numbers like
this,” Hittmeier said.
In fact, things are so good that Hittmeier

— a self-proclaimed worrier who, even when
times are good, keeps an eye out for potential
problems — has become downright opti-
mistic about KOA’s next few years, a first in
his more than three decades at the Montana
company, coming off not only a strong 
summer but its best October ever. “I’m a 
worrier, but for one of the first times ever, I’m
not feeling that way at all. The future is very
bright,” he said.
Hittmeier admitted the mental shift is 

unusual. “It’s a little scary, but I feel positive
it’s going to continue.”
And the financial results are only part 

of the picture. Hittmeier walked the KOA 
franchisees and company-owned property
managers through the growth KOA has seen
in guest satisfaction. In 2004, he reported,
guests at 237 KOA locations ranked them five
out of five on satisfaction surveys 40% of the
time or better. By 2014, KOA saw the same
benchmark reached at 419 of KOA’s roughly
500 locations.
Setting the bar even higher, in 2004 only 14

KOAs got five stars with 70% or more of their
guests. This year, 104 KOAs reached that level.
Hittmeier doesn’t attribute all of that to

KOA’s corporate staff and initiatives, giving
credit to individual efforts of individual park
operators and their staffs. “It’s really an 
individual effort, it’s what you have done with
your campgrounds and for your guests.”
To be sure, as a franchisor, KOA is doing a

lot. They’ve embarked on a huge marketing
push, and they continue to roll out the ag-
gressive branding program first introduced
two years ago at the firm’s annual conven-
tion. Hittmeier hopes to have half of the KOAs
on board with the Holiday, Journey or Resort
labels by next year’s convention — that’s only
going to grow.
“We have just dipped our toe in the water

relative to brand positioning,” Hittmeier told
the crowd. “The timing couldn’t be better.”
Senior Vice President Jef Sutherland, in

charge of franchise operations for KOA,
among other things highlighted the work KOA
put into saving franchisees money on credit
card processing fees. That amount isn’t any-
thing to sneeze at, with KOA shopping around
and renegotiating their agreement with their
existing card processor. The result, Suther-
land said, saved KOA operators $250,000 for
this year in the U.S. and Canada and a larger
figure expected next year, he said.
Another interesting tidbit Sutherland

brought up is the surprising fact that KOA
guests who rent their “Deluxe Cabin” park
model RVs not only pay the most for their stay,
they’re also the happiest campers.

And campgrounds that have added patio
sites — sites with a concrete patio featuring
furniture and a fire ring — have found
“campers cannot get enough of them,”
Sutherland said, even though they cost more.

“Guess which sites get booked first? The
highest-priced sites,” he said.
In his turn on stage, Vice President Lorne

Armer detailed partnerships with Jayco Inc.
and Keystone RV Co., as well as RV rental
companies that attract plenty of registrations
across KOA and also bring in more contacts
for KOA to target in marketing. 
The KOA Value Kard loyalty program has

seen 27% growth in paid cards over the last
four years, and the agreement with Keystone
that provides VIP Value Kard memberships to
purchasers of Keystone units has brought in
$2 million, Armer said. The new partnership
with Jayco stands poised to have similar 
results, Armer told the KOA operators.
In expanding KOA’s reach into the RV

rental market, Armer said, KOA is providing
discounts to customers who rent RVs. The
deals with Cruise America and Cruise
Canada have brought in $4 million across the
KOA system, Armer explained, and KOA has
reached agreements with two more Cana-
dian and two more U.S. RV rental companies.

KOA’s marketing chief, Vice President
Toby Hedges, was equally upbeat about the
company’s national marketing campaign. “I
couldn’t be more thrilled about how things
are going. We’re starting to reach new
guests and we’re increasing loyalty in our
campers with the ‘What’s Behind the Yellow
Sign?’ campaign,” Hedges said. She 
reported the initiative raised KOA revenue by
$9.9 million, and it’s been so successful, KOA
will continue it and expand it.
Also on the marketing radar: 
• A continued outreach in digital advertis-

ing, which has brought a 20-to-one return on
investment.
• More work with the CMT Canada and

GAC network in the U.S. to film country-
music countdown shows at KOA locations.
KOA will also expand its advertising to the
History, HGTV, Discovery, Outdoor Channel,
DIY Network and Fox Sports 1 channels next
year at the same time advertising starts to
focus publicly for the first time on the brand-
positioning efforts.
• Following through on the current growth

Jef Sutherland

Jim Rogers Pat Hittmeier

Toby Hedges

Lorne Armer
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many people away that we aren’t able to
grow.

When you see shoulder periods driv-
ing significant revenue when there’s an
abundance of inventory, it starts to spread

out. There’s no doubt reservations are on
the rise because people realize they may
miss out. They find a way to do it.

WCM: Camping is tied to an emo-
tional experience, and KOA touched on
that with its new national ad campaign
this year. With the deluxe cabins, a key
area of growth in your system, how do
you attract to your parks an audience
that normally is hotel-centric?

Rogers: That’s why I think the deluxe
cabin is such a huge opportunity, observ-
ing it in Australia and what they’ve done
and the impact that it has not only on
broadening the market, but the financial
benefit it provides the campground
owner.

I think we just have to keep talking
about it. It’s always a surprise. People
show up. They end up in it. They love it.
It’s far and away above their expectations.
We have a job to do to let tenters and
folks who are thinking about a vacation
in a hotel or motel know that they’re
available.

We don’t have the marketing clout to
buy network television to sell the idea.
We have direct-marketing capabilities
and we’ve got it featured in our directory.
It goes on and on, but it’s just an aware-
ness builder. Occupancies are staying
high even when we add additional units.

People are talking about them to friends
and people are returning to use them
again.

The inventory we have in the whole
campground sector could triple, could
quadruple. We have the need for addi-
tional capacity to draw new campground
visitors who are using other types of ac-
commodations because I’m convinced
that they’d use it.

If you go to a hotel today, if you go to
a Hilton Garden Inn or an Embassy
Suites, you name it, what they’re doing is
building lobbies that are campgrounds —
a bar, TV sets and campfires to cook
marshmallows, either out on the patio or
the lobby. What they’re trying to do is cre-
ate a socialization that’s been absent from
the hotel business. We’ve been doing that
from Day One. Now the big boys, the
hotel business, are putting that into their
model. We offer that already, and throw

in an additional 10 acres, a swimming
pool, tie-dye shirts, a marshmallow roast.
It’s an oasis that’s absent in our daily lives.

WCM: What can you tell us about
your growth goals for KOA? Are you
targeting 500 KOAs?

Hittmeier: We do believe in growing

good-quality campgrounds, and we’ve
held that 500 number out there as some-
thing to say, but I think, realistically, our
numbers can go anywhere from where we
are now, 480, to 550. If we can continue
to add five or six net a year, I think 
we’re good — as long as they’re good
campgrounds.

WCM: Do you see anyone coming in
trying to duplicate your success? 

Hittmeier: I think it’s hard. You can’t
build new. Trying to build a new brand,
trying to come into this market where the
only way to grow is to take existing busi-
nesses and convert them is very difficult.

Ultimately I think campgrounds that
qualify as good businesses will gravitate
toward brands over time. I think in the
next 20 years you’ll see more and more
divisions and more and more brands 
in our marketplace. You’ve got some big
corporations buying campgrounds and
they want their own brand.

You’ve got Cruise Inn. You’ve got
Leisure Systems Inc. I think it’s inevitable.
This aggregation of businesses into
brands, or common ownership, is some-
thing you see in a lot of other industries.
I think it’s going to happen in our 
business as well.

Rogers: Talking about competition,
that’s a hard thing to do because this 

involves real estate and a major invest-
ment. We have a fairly secure competitive
advantage to another system developing
that could rival anything close to us in
North America. I don’t see them popping
out of the ground. To see a competitor 
arrive would be a big, big surprise.

We compete on a local level. It comes
down to our franchisees and the skill sets
that they possess, and at the end of the
day what we compete with are the tools
we give franchisees to be a better opera-
tor than the independent. We provide
our partners with assistance. We write
the thank-you note. We do their account-
ing. We help them find employees
through the work camper program. We
connect them with social media. 
We want to do it for them so they have
more time in the day to be with their 
customers. The independent doesn’t have
that. We win. WCM

Q&A Conversations —from page 15

“
”

The inventory we have in the whole campground
sector could triple, could quadruple. We have the
need for additional capacity to draw new camp-
ground visitors who are using other types of 
accommodations because I’m convinced that
they’d use it. —KOA Chairman & CEO Jim Rogers

“
”

After having had three consecutive years of growth,
you start to become a real believer that this industry
as a whole and KOA as a brand is positioned very
well…I can’t find anything to be too worried about. By
and large it’s very positive. —Pat Hittmeier, KOA President

in mobile traffic at KOA.com, which has
yielded a 10% hike in traffic this year and a
13% bump in bookings.
• Improvements to KOA’s website.
• And a new KOA survey due out in March,

the “North American Camping Report.” It will
be an annual release, she said, focusing on
getting children outdoors, emphasizing the
stress-reduction benefits of camping and
how people use technology outdoors.

KOA Chairman and CEO Jim Rogers, for
his part, was effusive in the credit he gave to
Hittmeier and the rest of the KOA leadership
team, as well as to the franchise operators
and the managers of the roughly two-dozen
company-owned properties.
“The things that we’re doing and achiev-

ing and you’re accomplishing, you need to
take pride in,” said Rogers, who reviewed for
the campground owners and operators the
reasons for his own optimism about KOA’s fu-
ture — and the future of the campground
sector as a whole, and he had no shortage.
“When we think about what’s in front of

us, this is an amazing situation,” said Rogers,
pointing to falling fuel prices. Although many
Americans come to expect gas prices to
jump soon, Rogers predicted otherwise. He
said the chairman of Exxon
Mobil “in a speech two
weeks ago in Houston,
Texas, predicted we’ll have
this kind of gas value for the
next 30 years in this country,”
which drew applause from
the KOA owners.
“We’ve got to tell America

it’s time to get back out on
the road! You don’t need to
just go 100 miles. You need to
go 500 miles away and find
the time.
“The other thing that’s

happening here is we’re
building vehicles which are
more efficient. Not only do
we have cheaper gas, we
get more miles to the gallon.”
The next major good

news Rogers pointed out
was that RV sales are on
pace to reach pre-recession
peaks this year. “Some
300,000, maybe 350,000 vehi-
cle are going to come out of
Elkhart this year,” he said, re-
ferring to the RV-building
capital of Elkhart, Ind. “More
importantly, these public
companies are expanding
their plants. Airstream has
announced they’re going to

add another 50% (capacity). You have Jayco
adding motorhome capacity. 
“You go to northern Indiana right now,

you have fewer companies — but they’re
expanding. Not only do we see the sales
spikes in RVs, you don’t make capital invest-
ments in plants if you’re not anticipating this
to be steady going forward,” said Rogers, a
former gaming-industry executive who
maintains a home in Reno, Nev.
Demographics are another bright spot for

KOA, Rogers asserted. “Boomers aren’t
going away. You look at statistics on the
population, those between 55 and 75, we
have another 10, 15 or 20 years of this group
working its way through our population
base. You know that’ll have an impact on our
business. These are extremely positive
trends,” Rogers said.
Another positive sign he pointed out is

the growth of rental accommodations, both
KOA cabins and their deluxe cabin park
model RVs. 
“KOA is finally open to anybody. You don’t

need a tent, you don’t need an RV,” Rogers
pointed out. “Anybody in this country can
drive into a KOA that has deluxe cabins and
be ready to go. More importantly, we are 
already seeing the appeal of this accommo-
dation to diversity. Asian, African American,
Latino, somebody that’s not present in our
marketplace today,” Rogers said. 
He also detailed another key group KOA

plans to target: The bulk of the 27 million
households in the U.S. who go camping.
More than half of them, he said, are tent
campers — and the vast majority aren’t 
regular KOA visitors. “They’re staying in 
national parks, they’re staying in state 
parks, or other private campgrounds,” he
pointed out.
“I’m not trying to sell you a new product.

You’re already sleeping on the ground some-
where in America. You’re already taking the
time to go camping; you’re already spending
the money to go camping. This audience is
huge and is already out there.” Add to that
the statistic that 20% of those 27 million go
camping in cabins, he said, and “You should
feel fairly secure in terms of where this 
industry is going.”
In addition to the big-picture information

from the franchise organization’s key lead-
ers, attendees got to drill down into educa-

Jim Rogers

People of all ages enjoyed the trade
show expo, which featured 117 vendors.
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During the convention, Kampgrounds of
America Inc. (KOA) gave its top awards as
well as a record number of President’s and
Founder’s awards, which are based on guest
surveys.

The San Antonio, Texas KOA was
named the winner of the KOA Campground
of the Year Award.

The campground, owned and operated
by the Rohde Family, has been part of the
KOA system for the past 46 years.

“The Rohde Family and the San Antonio
KOA are a perfect example of what the KOA
campground system is all about,” said KOA
President Pat Hittmeier. “Through all of
these years, and over at least two genera-
tions, this family has persevered through
tough economies and blows from Mother
Nature to provide their guests with 
exceptional service and a great camping 
experience, every time.”

The campground sits on a quiet creek
amid 40 acres of pecan trees, just 10 minutes
from downtown San Antonio. Visitors are

close by to the city’s famous River Walk and
the iconic Alamo, along with area Spanish
missions, Six Flags Fiesta Texas, Sea World,
the Majestic Theatre and the San Antonio Zoo.

The campground has a brand new swim-
ming pool, along with numerous accommo-
dations from basic cabins to deluxe cabins of
several varieties. The campground consis-
tently receives top scores from its guests, and
ranks in the top 50 in terms of customer 
services scores in the KOA system.

The Quechee/Pine Valley, Vermont KOA
received the 2015 KOA Rising Star Award.

Cindy and Michael Scruggs bought an
existing campground and opened it as a KOA
in 2007. The KOA Rising Star Award is given,
by design, to a relatively new KOA owner who
has demonstrated all of the best qualities of a
successful KOA franchise owner, including
business planning, investment in their camp-
ground, superior customer service and a desire
to participate actively in the KOA system.

The campground sits along an area known
as the “Gateway to New England,” in the

Upper Valley of Central Vermont. Nearby is
the Quechee Gorge, the “Little Grand
Canyon of New England.”

The Scruggs both had long careers in 
customer service-based industries before
purchasing their KOA, and it shows in the
guest service scores. They have received the
KOA Founder’s Award – one of KOA’s most
prestigious awards – each year they have
owned the campground.

A record 358 KOA President’s Awards and
214 KOA Founder’s Awards also were 
presented to deserving KOA franchisees from
throughout North America.

In addition, KOA presented Loren Smith
of Prairie Kraft Specialists the Darrel Booth
Lifetime Achievement Award, named after
KOA’s first president.

“He’s a pioneer, he’s an inventor,” CEO
and Chairman Jim Rogers said of Smith.
Rogers credited Smith with “developing the
accommodation side of this business,” intro-
ducing the now-iconic KOA cabin design,
producing them and even making payments
for franchisees in the early winters when the
campground owners couldn’t. WCM

San Antonio KOA was honored as this year's KOA Campground of the Year.  Pic-
tured (L-R) are park co-owner Ron Rohde, KOA CEO Jim Rogers, park co-owners
Mary Elizabeth Phillips and Sterling Rohde, and park manager Ralph Adame.

San Antonio KOA Named Campground of the Year

tional sessions on a wide variety of topics,
from learning about guest expectations for
deluxe cabins and effectively using recre-
ational space, to campground insurance,
Wi-Fi, managing Millenials and even taking
effective photos of campgrounds. 
Convention-goers also got to interact

with the large slate of vendors over two
days, and perhaps most telling — and an-
other sign of optimism — was the fact that
roughly a third were new to KOA, and many
of them new to the campground market.
The 2015 convention is scheduled to 

happen in Daytona Beach, Fla., Nov. 16-19.
— Justin Leighty  WCM

Letting the adults work, kids took a little
jumping time on the expo floor.

Quechee/Pine Valley, Vermont KOA was named the Rising Star. KOA
CEO Jim Rogers and President Pat Hittmeier bookend park owners
Cynthia and Michael Scruggs.

www.raindeck.com
www.raindeck.com


18 -  December 2014                                                                                                                                                                                     Woodall’s Campground Management

Leisure Systems Marks Another Growth 
Season For Yogi With Annual Symposium
Representatives from 76 franchises were on hand as LSI President Rob
Schutter outlined a 2014 season that saw same-park revenues increase 11%
— with double-digit increases in store, ancillary, site and rental revenues. 

digit increases in store, ancillary, site and
rental revenues. Overall camper nights 
increased 8.4% while the use of rental units
— cabins, park models and yurts — 
increased by 10.5%.
“Our overall growth is still centered on

rental units,” Schutter said. “Typically, it’s
the full-service cabins that are most popular
among that group.”
Cabin and park model manufacturers

Cavco Park Homes & Cabins, Champion/
Athens Park Homes and Stone Canyon Cab-
ins were among those that had displays at
the symposium.
“Cabins always are a big revenue pro-

ducer,” said Dean H. Crawford, LSI executive
vice president. “Over 90% of our parks have
cabins. They have been very important to our
success. We are family oriented — and if a
family doesn’t have an RV or doesn’t want to
stay in a tent, they can rent a cabin or a yurt.”
Schutter reported that LSI added four

parks to the Yogi system — two in Ohio and
one each in Michigan and Texas — during
the year, as it heads toward a goal of having
100 parks in the system by 2018 or 2019. “We
are trying to target adding between four and

six parks a year,” Schutter said.
Schutter noted that this year’s busy sum-

mer season doesn’t necessarily mean that
it will be repeated next year. “The great year
we had poses challenges going into 2015 to
keep the momentum going,” he said.
“Hopefully, the economy picks up.
“It’s important that we keep in mind that

we need to continue to maintain and 
improve our properties so that people will
continue to look to us as a recreational 
opportunity.”
Water features have become increas-

ingly important to LSI franchises. “About a
third of our parks have water features aside
from having a swimming pool,” Crawford
said.
That rise in water activities was 

hammered home during conversations 
with some of the franchise operators in 
attendance.
Although the Pittsfield, Ill., Jellystone 

facility already has water features that 
include an inflatable 17-foot slide, trampo-
lines and splash pads, owners-operators
Ted and Deb Festa are looking to add more.
They also are considering adding a laser

tag system. “That’s what kids are asking
for,” Deb Festa said. “The kids like it and
their parents are all for it because it keeps
the kids busy.”

Water attractions also were among the
reasons business was up this year at the
Yogi Bear campground in the Wisconsin
Dells.
“We’ve seen tremendous growth in the

number of families that are coming to our
park because of our water playground,”
said owner Brent Gasser. “We’ve expanded
it every year. Last year we installed a pool-
side bar where we serve liquor. We’ve had
great business because we are in the water
park capital of the world.”
Even those with amenity-rich parks were

checking out LSI vendors to add additional
attractions to their parks.
“We have a lot of activities at our park 

already — miniature golf, a lazy river with
kayaking, pedal karts — but there’s always
something new,” said Mike Lenhard, who
has owned the North Hudson, N.Y., Yogi
Bear campground for 24 years. “We are
looking to add a jumping pad this year.”

Dan Moll, the 23-year owner of the Yogi
park in Knightstown Ind., also was looking
to add recreational features. “I’m looking for
new amenities,” he said. “I just talked to a
guy who’s going to come out and give me a
proposal on a zip line.”
However, Moll, who is considering sell-

ing his park and retiring, isn’t interested in
adding an elaborate water feature due to
prevailing resale values. “My consultant
tells me he hasn’t sold a campground for

over $1 million in two years,” Moll said. “So
why become a $2 million campground and
have it be that much more difficult to sell?”
LSI parks are experiencing what seems

to be a nationwide trend for campers to stay
closer to home, although some have 
wondered whether plummeting gas price
may reverse that tendency.
“I think the norm in camping now gener-

ally is that people are traveling about 150
miles from their homes,” Schutter said.
“That trend is holding up within our system
as well. It’s actually been beneficial to the

parks in that they can focus on people who
are in their own backyards. Getting people
coming from closer to home gives parks 
the ability to get that customer for multiple
visits.”
Conversely, he said, “the number of ‘sea-

sonals’ at our properties is going down.
That’s not necessarily a bad thing. Park op-
erators are determining they can get more
revenue drawing destination campers
rather than seasonal campers.” — Bob
Ashley  WCM

Leisure Systems Inc. (LSI), franchiser of
Yogi Bear Jellystone Park Camp-Resorts,
this year recorded impressive double-digit
revenue increases among its 82 franchisees
and an 8.4% increase in overall camper
nights.
“The year by far exceeded a lot of peo-

ple’s expectations given the economy and
the way the winter went and held on
through spring,” said Rob Schutter, LSI
president and COO. “We had a breakout
year in terms of revenue and occupancy
and the various profit centers in the 
campgrounds.”
Representatives from 76 franchises in

the U.S. and Canada that stretch from
coast-to-coast attended the annual LSI
symposium and trade show Nov. 9-13 at the
Northern Kentucky Convention Center in
Covington, Ky. 
Seventy-five vendors also participated in

a trade show that featured products ranging
from t-shirts to new reservation systems to
elaborate water playgrounds.
Workshops during the symposium 

included “Working with the Media in a 
Crisis,” “What’s the Best Way to Get Your
Banker to say Yes?,” “Bring Your Business
to Life” and “Email: Delight, not SPAM.”

Doug Haag, who founded the Yogi Bear
system in 1969 from his campground in Stur-
geon Bay, Wis., attended the symposium
with his wife, Terri, for the first time since
2009. “I can’t even think in terms of what I
see here,” Haag told Woodall’s Camp-
ground Management as he surveyed the
convention floor. “All of this is beyond my
wildest dreams. It’s mind-boggling.”
During a Nov. 11 general session, Schut-

ter reported that same-park revenues were
up 11% during the 2014 season with double-

Terri and Doug Haag came back
for the first time in five years.

Deb and Ted Festa of Pittsfield,
Ill., plan to add water features.

Dan Moll of Knightstown, Ind.,
wants to add rec options.

Rob Schutter talked about another
positive season for LSI.

LSI Caps Symposium With Park Honors
Leisure Systems Inc. (LSI) presented its

annual awards to exemplary Yogi Bear’s
Jellystone Park Camp-Resort franchisees
throughout the U.S. and Canada.

Among the honors awarded Nov. 13 on
the final day of LSI’s annual symposium
in Covington, Ky.: 

Camp-Resort of the Year: This is LSI’s
highest honor. It is given to the camp-re-
sort whose facilities and operators exceed
all Jellystone Park standards. Recipients
must be Pinnacle Club members, mean-
ing they rate 95% or higher on the annual
LSI inspection of their facilities and oper-
ations. Award recipients also must have
achieved strong growth in business, 
implemented sustained improvements,
and be seen as a leader in the industry: 

• Caledonia, Wis.
Entrepreneur of the Year: Presented

to camp-resorts with strong year over year
growth in business. This year’s recipients,
based on revenue category, include 
Jellystone Park franchises in:

• Canyon Lake, Texas
• Madison, Fla.
• Milford, Del. 
Operator of the Year: Given to an 

individual or individuals directly respon-
sible for day-to-day operations of the
camp-resort, it represents excellence in
management, improved ratings and
growth in business: 

• Rick and Shelly Spear, Estes Park,
Colo., in the category for parks under
200 sites

• Jackie MaGuire, North Java, N.Y., in
the category for parks over 200 sites

Maple Leaf Award: This award is 

presented to a Canadian franchisee for 
its commitment and dedication to the
Jellystone Park system:

• Kingston, Nova Scotia
Facility of the Year: This award recog-

nizes parks that have shown sustained 
improvements to their facilities: 

• Harrisville, Pa., in the category for
parks with less than 200 sites

• Woodridge, N.Y., in the category for
parks with more than 200 sites

Dan O’Connell Service Award: This
award recognizes an individual’s strong
support and work to improve and grow
the campground industry:

• Jim Leaming, Sturbridge, Mass. 
Special Recognition Awards: These

awards are presented to Camp- Resorts
and operators who achieve high ratings
on specific categories of park operations
or marketing initiatives: 

• Rookie of the Year - Owner: Kyle and
Susan Novotny, South Haven, Mich. and
Rich and Nancy Felber, Mt. Gilead, Ohio

• Rookie of the Year - Manager: Enoch
and Emma Hartung, Luray, Va. and Tom
Wilson, Madison, Fla.

• Most Improved Inspection: Madison,
Fla.

• Facility Theming: South Haven,
Mich.

• Landscaping: Cherokee, N.C.
• Camp Resort Store: South Haven,

Mich. and Woodstock, New Brunswick
• Camp Resort Comfort Station: 

Fredericksburg, Texas
• Website: Marion, N.C.
• Brochure Design: South Haven,

Mich. WCM
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cations’ services have grown to include
dozens of podcasts with thousands of down-
loads each, as well as an e-mail newsletter that
reaches 20,000 RV enthusiasts and 15,000
Facebook fans.

“We’ve been promoting our parks not just
in our guest guides. It’s been taking off,”
McGuinn said, pointing to a South Carolina
Park that moved from an 80% occupancy rate
to being booked out three months in advance.

For guest guides at the parks, “what we’re
seeing in the campground market is that 
normal quantities are not enough. People are
ordering more. That’s telling us a story: It
seems like people are back on the road.”

The Mobile RVing Newsletter will see
an updated version debut after the first 
of the year, and Southeast Publications 
intends to increase its promotion and 
visibility for its clients, reaching out to a
new, digital generation.

However, he pointed out that that doesn’t
mean printed guest guides are in any decline.
“No matter where you go, you have trouble
getting into the Wi-Fi,” he noted, whether 
in campgrounds or convention centers. 
“I don’t see the print going anywhere soon, 
at least in the foreseeable future,” McGuinn
added, citing a statistic that only a third 
of 55- to 65-year-olds — a significant demo-
graphic for RV parks — are delving into social
media.

Campground Expos Highlight New Products, Trends for Parks
In all, “it really has just been a great year

for our business. It’s grown,” he said.
Contact: (800) 832-3292, www.southeast-

publications.com/index.php/contact-us.

Stuff ‘n Mallows 
What’s something that’s an icon of camp-

ing that hasn’t changed in recent memory?
The marshmallow.

That is, until Stuff ‘n Mallows by Fort
Collins Specialty Foods came along.

“This is the first new thing. Marshmallows
haven’t changed in a very long time,” said
Tyler Krenzelok, one of the business partners
who handles sales for the young company.

It launched 18 months ago with all-
natural, handmade gourmet marshmallows
that — get this — have chocolate inside.

If that doesn’t sound like a timesaver for
s’mores, try the mint chocolate and the
peanut butter chocolate varieties.

These entrepreneurs started out as a class
project at Colorado State University, and won
a business plan competition, getting seed

money to start up. They have 170 retail loca-
tions in 35 states and think campgrounds and
RV parks are a natural fit to provide a new hit
around the fire ring.

Contact: (925) 577-4597; tyler@stuffn-
mallows.com; www.stuffnmallows.com. 

Phelps Honey Wagon 
It’s a good time for Phelps Honey Wagon,

said Jaylene Shannon, one of the owners.
“We’ve been doing pretty good. We’ve had a
good year.” Between campgrounds making

upgrades, replacing aging equipment 
and even buying backup equipment, the
Shannons are happy with business.

“Some of our business is upgrading, some
is new purchases. Our company’s been in
business since 1970,” Shannon said. While
their product is very durable, they’re seeing
old units reach the end of their life span.
“People’s honey wagons are starting to wear
out. After 20 or 30 years, when they’re ready
to upgrade, we’re ready to be there,” she said.

Optimistic campground owners are 
in some cases expanding and using honey
wagons to service larger areas, she said.

“Some people have them in storage for the
occasional problem; they’ve got underground
sewer but if something happens, it’s a backup
plan. We got a call from one guy, he had a
problem on Fourth of July weekend. The day
after he called us and said ‘I hope I never need
this again, but I’m going to have it in my park
just in case, because all I had to do was have
a couple of campers call somebody and I’d be
into fines way over the cost of this,’” she said.
“A lot of people tell us, ‘We use it way more

Walking the expo floors at the Kamp-
grounds of America (KOA) Convention in
Charleston, S.C., and the Leisure Systems
Inc. (LSI) Symposium in Convington, Ky.,
Woodall’s Campground Management Editor
Justin Leighty and Editor-at-Large Bob Ashley
talked with a variety of vendors with a wide
range of products they offer to RV park and
campground operators, talking product but
also getting deeper into the trends they’re 
seeing with their customers.

Your Electrical Solutions and Milbank 
According to Milbank’s Don Long, one of

the biggest trends his company has seen in 
recent years is the move toward a greater need
for 50-amp service at campsites. 

“Bigger coaches with more amenities on
board so we see a lot more 50-30-20 services
and upgrades to 50-amp in existing services.
In fact, we’re probably not too far from 50-
amp not being enough,” he said. As director
of business development for Milbank, one of
the manufacturers of pedestals sold by Your
Electrical Solutions’ Maggie Linnell, Long
said, “Our pedestals are 125-amp rated, so
they’re very expandable.”

Linnell said one of the biggest advantages
of Milbank’s pedestals is that replacement
parts are easy to get at home-improvement
stores. 

Long added that his Kansas City, Mo.-
based company has seen a lot of activity in
the Dakotas and Texas with the oil boom.
“Everybody with a few acres is putting in an
RV park,” he said.

The fact that their pedestals are American
made — Milbank’s plants are in Missouri and
Arkansas, with a distribution center in Ne-
vada — is a quality advantage, Long argues.

The product doesn’t change much, other
than starting to incorporate LED lighting, but
the mix has changed, according to Long and
to Linnell. 

More and more people want metered
pedestals at campgrounds and RV parks,
Long noted.

“I’ve been in this business for 25 years,”
Linnell added. “Milbank’s a fantastic com-
pany. Out of all the companies I represent,
these guys are amazing. They’re solid, they
stand behind their product. They make 
distributors like myself successful” The other
advantage she sees from Milbank is “nobody
can ship as fast as they do.”

Y.E.S. contact: (855) 644-2400,
sales@YourElectricalSolutions.net.

Southeast Publications 
Brian McGuinn, director of business 

development for Southeast Publications, said
the company has seen major growth over the
last year.

“We’ve grown year-over-year by 100
campgrounds using our services,” McGuinn
said. “We’re on track to finish this year having
worked over 1,500 properties,” he added.

That growth has come as Southeast Publi-

Tim Borgert, Maggie Linnell and Don Long
pause on the expo floor at the KOA convention.

Southeast Publications’ Brian McGuinn
poses with KOA CEO Jim Rogers.

Innovation in marshmallows? That’s
what Stuff ’n Mallows unveiled at KOA.

Jaylene Shannon of Phelps Honeywagon.

www.bookyoursite.com
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than we thought we would.”

Contact: (800) 463-3707, info@phelp-
shoneywagon.com. 

The Tower Company 
Christine Kornely, who styles herself the

“Diva of Dump Stations” as owner of The
Tower Co., said, “things are good. Owners are
doing well. I’ve been hearing good things
from campground owners. They’re buying,
which means they’ve had a good year.”

Kornely said she’s noticed a curious trend:
She’s owned the Manitowoc, Wis., company

spent money on infrastructure rather than
items for their stores since guests were spend-
ing less money. Then, when things would
pick up, stores would get stocked up to the
exclusion of infrastructure items like dump
stations and water towers. Not so this time,
she said.

“They’re buying for their stores — but
they’re also investing in infrastructure,” 
Kornely said.

Contact: (800) 945-1532, salestower
@comcast.net, www.towercompany.com.

Rain Deck 
Rain Deck’s splash pads have a unique

benefit for campground owners, said Ryan
Vaughn, who handles sales for the Arizona
company.

“These are handy people. We sell them the
product, from $3,000 to $25,000. They’ll
spend that money, and depending on the
campground, they might have some handy
people who do plumbing, they might have
somebody that can set up the concrete, some-
times they have a guy who can do the electri-
cal — and they’re done. They spend $10,000
to $50,000 on a splash pad that would 
normally cost them upwards of $120,000.

“That’s why we’re here, we are educating
people that they are capable. They don’t need
to hire a company and take out a bank loan.”

Vaughn said, “If you don’t have a pool, you
need a splash pad. You don’t add any liability,
no one’s going to drown. They’re safe, they’re
affordable, and if you do have a pool, I guar-
antee you’re having issues because the adults
who want to use the pool are annoyed by the
kid who’s popping a ‘cannon ball’ every five
seconds. This splash pad will take all of those
dilemmas out of the water. Just build the
splash pad about 50 yards away and you’ll
eliminate the screaming, as well,” he said.

The number of campgrounds using their
products has roughly doubled in the last
year, he noted, and it grows every time the
company visits KOA’s convention and the
National Association of RV Parks and Camp-
grounds (ARVC) convention, Vaughn said.

“The same people who were here last year,

the year before and said, ‘No, that’s not our
market,’ this year they’re here saying, ‘We
need one.’ The guy down the street has 
one, our pool’s overcrowded, yes, we finally
need one.”

Rain Deck can do anything from a residen-
tial splash pad to an amusement park, and
campground owners can install light 
commercial splash pads for a fraction of the
top-end budget, Vaughn added.

Contact: (888)445-7246, ryan@raindeck
.com, www.raindeck.com. 

Utility Supply Group 
Kingston, Wash.-based Utility Supply

Group Inc. had an excellent start to the year,
according to Wade Elliott, president and com-
pany founder. “We were way ahead of 2013,
but in the second quarter of this year the win-
ter lasted so long there were a lot of spring
upgrades that didn’t happen.” Yet even with
that snow-induced slump, “we’re still ahead
of last year. It’s not the normal increase that

we see, but I’m happy.”
Of course, Utility Supply Group sells items

like hand dryers and electrical parts and
wires, but the bulk of their offerings come in
electrical pedestals — and more and more
people are buying metered pedestals, Elliott
said.

“More and more folks are buying metered
pedestals and metering their sites,” he said.
Pointing to a nearby item on the show floor,
“that metered pedestal is my top seller and
has been for years.”

What’s the next innovation for RV park
and campground electrical pedestals? “We’re

close to a cost-effective remote-read system
for electrical meters.” Once that system, in the
early stages at the moment, is deployed, it will
allow meters to be read from the campground
office. That, in turn, means that it will be 
feasible to meter overnight sites for electrical
usage.

Between the growing demand of RVs for
electrical power and “the Edison Institute 
estimates that electricity prices are going to
go up over the next four or five years,” Elliott
said, “It’s going to become more apparent that
operators need to meter electricity.”

Remote reading is something that’s been
done by cities and private utilities for years,
but it’s been cost-prohibitive until now for RV
parks and campgrounds, Elliott said.

Ultimately, “the panacaea would be to
apply that to the check-in, check-out system,”
he noted.

Contact: (800) 800-2811, info@go-
usg.com. 

Wilcor 
Pushes to reach out to what more and

more campground guests want are what Sue
Corrigan is seeing from the customers of her
family’s campground store business.

There’s not just one segment that’s grow-
ing, the sales consultant said, it’s all of them.
“Everything. Gifts are increasing, they’re buy-
ing everything” to stock campground stores.
“We’re on fire. We have a very broad product
line,” she said of the Frankfort, N.Y.-based
company.

“Campground owners listen to their 
customers,” Corrigan said. “Whatever their
customer needs, forgets, the campground
stores have. The broader the product line, the
happier the customer’s going to be. It’s hospi-

tality. You’re welcoming your customer, 
saying, ‘I thought of you, I want to welcome
you,” she said.

“We’re in a great industry. Everybody’s

Christine Korneley talks with a
KOA owner in her Tower Co. booth.

for 16 years, and in previous cycles, when the
economy went soft campground owners

Rain Deck’s Ryan Vaughn said splash
pads can be an economical addition.

Wade Elliott (right) talks with KOA owners
at the Utility Supply Group booth.

Wilcor’s Sue Corrigan reported campground
owners are buying a wide variety.

http://dogipot.com
http://southeastpublications.com
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smiling and they should be smiling, because
it’s only going to get better. As long as we keep
preserving the natural beauty of national
parks and state parks, we’ve got it going on,”
she said.

International tourism is growing among
Wilcor’s campground and RV park customers,
she pointed out.

“The store is really a welcome center,”
Corrigan said. “The more you have, the 
more color you have, the more diversity you
have in your product line, you welcome
everybody.”

International tourism is going to grow,
Corrigan said. “If people embrace it, if they
embrace the diversity, they’ll come.”

Contact: (800) 346-2345, www.wilcor.
net/contact-us.cfm.

Jamestown Advanced Products 
Like many other campground sector ven-

dors, not to mention RV park owners, Tim
Comstock said things have been going very
well for Jamestown Advanced.

“Everyone’s pretty happy. We’ve done very
well pretty much every month. So far we’ve
only had one month where we’ve not reached
our sales goal, and that was in February.
We’ve already surpassed our yearly goal, so
it’s pretty much gravy from here on out,” the
senior sales executive noted.

Picnic table frames and electrical pedestals
have been the strongest sellers for Jamestown,
N.Y.-based Jamestown Advanced this year.
“People are upgrading their RV pedestals
from non-metered to metered,” Comstock
said. In fact, 70% of Jamestown Advanced’s
electrical pedestal sales are for metered
pedestals, he added.

In addition to picnic tables and pedestals
— not to mention fire rings and their variety
of other offerings — dog park equipment is
becoming more and more popular for
Jamestown Advanced’s customers in the RV
park and campground market.

Contact: (800) 452-0639, tcomstock@
jamestownadvanced.com.

Wolf ‘em Sticks 
Several young enterpreneurs displayed

their new offerings to campground owners
for the first time in Charleston, and among

them are Tanner Harrison, 17, and his
brother, Spencer, 14. The brothers are 
co-owners of Campfire Industries, a startup
from South Jordan, Utah, offering Wolf ‘em
Sticks — a product that created a lot of buzz
at the KOA show.

Wolf ‘em Sticks consist of a metal rod with
a handle and a pivot at one end and a wooden
plug at the other. You wrap biscuit or crescent
roll dough from a tube around the plug and
heat it over a campfire. Once it’s done, you
have a pastry cup in which to put pudding,
fruit, meat, anything you want. 

“It tastes so good you just have to wolf ‘em
down,” said Spencer, explaining the name.

The idea grew in an entrepreneurship class
in 2012, Tanner said. “We had to come up

with a product idea, and we used to make
these with our cousins back in Ohio. We
made them out of coat hangers and broom-
sticks and they always fell apart.” The idea
kept popping up in the class, “and it was
pretty much the only idea that panned out,”
he said. They did a little engineering and sold
their first one in June of 2013. Now, 5,000
units later, they’re reaching out to the 
campground market on a national scale.

Contact: (385) 232-4879, wolfem.com.

Laser Tag Pro 
The goal of Laser Tag Pro is to  “bring a

live video game experience to kids,” accord-
ing to Eric Goodman, a sales rep for the three-
year-old Greenfield, Wis., company.

“Laser tag is a very contagious activity,”
Goodman said.

Contrary to its name, however, lasers are
not employed in Laser Pro’s system. Rather,

Tim Comstock said Jamestown
saw and excellent year in 2014.

Tanner Harrison demonstrates
the Wolf ‘em Stick at KOA.

Laser Tag Pro’s Eric Goodman showed
his wares at the LSI Symposium expo.

VendorScapes – continued on page 26

www.campgroundmanager.com
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While it is, of course, the biggest honor
on the shelf at the Harts’ 114-acre, 117-site
KOA, it’s certainly not the only one. The
2014 Founder’s Award and President’s
Award from Billings, Mont.-based KOA
joined other honors on the shelf.

“KOA has always had some sort of
award program, the Award of Excellence,
we were rated an A+, we’ve been pretty
much fortunate to always get whatever the
award is that year,” Susan Hart said. 
Indeed, she and Ron were amazed to earn
the top honor for this year, and it pushed
them to raise the bar.

“That was quite a shock for us,” Susan
said. “We were quite honored. It spurred
us on to want to be even better, to make
more improvements, and to be worthy of
it. It’s quite an honor to be recognized by
your peers. We look up to KOA, we would
not be the campground that we are if it
wasn’t for them,” she continued. “We 
attend convention every year and always
come away with an abundance of new
ideas and just valuable information that
helps us to run our business and to stay
competitive. It’s crazy to think of doing 
it all ourselves, how alone we would be
without what we get from them,” she said.
“All we know is we have never been so
proud to have been recognized for doing a
great job at what we love.”

Making The Most of History 
and a Unique Setting

There’s no question that the park has an
impressive location, with Fredericksburg
being a great jumping-off point for trips to
Washington, D.C. Staying at the KOA,
you’re only 45 minutes from the Washing-
ton, D.C. Metro’s Franconia-Springfield
stop, the southernmost point on one of the
country’s nicest public-transit systems.

It’s also less than a day’s drive from 

CAMPGROUNDPROFILE

Virginia, Maryland, Delaware, Pennsylva-
nia, New Jersey, New York, West Virginia
and North Carolina. And it’s a mere couple
of miles off Interstate 95, the Eastern
Seaboard traffic artery that runs from
Miami to Canada.

There’s also a lot of history in the area,
from four nearby Civil War battlefields to
George Washington’s boyhood home (his
adult home, Mount Vernon, is only 45

minutes away). In fact, in downtown Fred-
ericksburg campers can visit Washington’s
mother’s home as well as his sister’s home.

But it may be the campground’s unique
setting that is its biggest draw, Susan be-
lieves. While the location makes the park
special, she said, she said the park’s greatest
attribute is “certainly the feeling, the peace-
ful calm feeling that you get when you’re
here, just our atmosphere.

“Our campground is very wooded and
quiet,” she explained. “We sit down in a lit-
tle valley. It’s kind of our own little world

When you have a great campground in
a great location with an idyllic setting, it
would be easy to rest on those laurels and
cruise through the decades.

But that’s not how Susan and Ron
Hart’s family have operated for the last 38
years, and not only has it kept them cur-
rent with what their guests want — a move
that certainly takes a lot of effort in this day
and age — it earned their park, a Kamp-
grounds of America (KOA) Holiday near
Fredericksburg, Va., the “2014 Franchisee
of the Year” designation from KOA.

When announcing the honor for the
Fredericksburg, Va./Washington, D.C.,
South KOA at last year’s convention, KOA
President Pat Hittmeier said, “The Harts are
true believers in the KOA brand. They have
always done a wonderful job of using the
tools we offer to better develop their camp-
ground for their campers. It’s a wonderful
place, and absolutely deserving of being our
2014 KOA Franchisee of the Year.”

Award-Winning Fredericksburg KOA Holiday Has Great Setting, 
Location and Staff — And Owners CommittedTo Improvements 

The newest premium patio sites were a hit with campers at the award-winning Fredericksburg, Va./Washington, D.C. South KOA.

Owners Susan and Ron Hart also take pains to understand their operation from the customer’s
point of view. ‘We recently purchased a motorhome so that we could ‘be the customer’ and see
what’s important from that side of the counter. You see things differently, things that maybe you
feel differently depending on what side of the counter you’re on,’ Susan noted.

here. You come out of the hustle and bustle
of driving around Washington and going
down 95. Although we’re just about two
miles from civilization, it’s just like our
own little world. It’s quiet and peaceful. I
think that’s what people enjoy about our
campground,” she said.

In that valley runs a little stream that
feeds a fishing pond.

“We have 114 acres and we’re not using
all of it for the campground, so we have
lots of room for people to walk, lots of 
undeveloped area. We’re probably using
45, 50 acres,” she said.

The campground’s 117 sites are a mix of
tent sites, water-and-electric sites and full-
hookup sites, plus 13 rental accommoda-
tions — four park model RV deluxe cabins
and nine camping cabins.

New this year, and very popular, were
the four patio sites. They provide guests
with their own flat patio site with a table
and chairs, a bench and a fire ring. Those
were so well received that the Harts will
add more, likely starting next year.

Tip: Don’t Stand Still, 
Keep Upgrading

Those patio sites are just the latest in a
string of upgrades that have been a part of
the last 38 years at the campground, Susan
said.

That started with her parents, Gene and
Liz DiRusso.

“My dad bought it in 1976. It was 
already a KOA, (but) it was in pretty bad
shape and so he developed a lot of it,” she
explained. “My husband and I bought it
from my dad in 2000. We have done a lot
since we’ve been here.

“We have a heated pool, a pond for fish-
ing, a gem mine, a club room and a group
area that we can accommodate church
groups and Boy Scouts. 

“We do activities during the summer on
the weekends,” she added. “Our main
building was brand new about six years
ago, so we have new restrooms and show-
ers and our store is new, as well. We also
have a dog pet park. It’s pretty good size,”
she said.

“We’ve renovated two huge sections to
make them all 50 amp. We probably have
redone most of the infrastructure over the
past 10 years,” she said.

In fact, the Harts roll out upgrades every
year in order to stay on top of things and

Susan and Ron Hart carry
on the family business.

The campground’s 117 sites are a mix of tent sites, water-and-electric sites and full hookup
sites, plus 13 rental accommodations — four park model RV cabins and nine camping cabins.
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Campground Overview
Name: Fredericksburg, Va./Washing-
ton, D.C. South KOA
Address: 7400 Brookside Lane, Fred-
ericksburg, VA  22408
Number of sites: 117, a mix of tent
sites up to full-hookup sites that can
accommodate 95-foot rigs and trail-
ers, 13 rental cabins (four are deluxe)
Physical description: Located just a
couple of miles off I-95, the camp-
ground offers a quiet, secluded loca-
tion in a wooded valley in the Virginia
countryside. There’s a stream and a
fishing pond, and only about 45 or 50
of the 114 acres are developed.

Season:All year long

Rates: $61 for full-hookup pull-through
deluxe patio sites; $30 for no-hookup
tent sites; $51-65 for a  cabin with no
bathroom; $110 for deluxe cabin with
bathroom
Website: koa.com/campgrounds/
fredericksburg-washington-dc
Contact: (540) 898-7252 WCM

any kind of camping gadget. We keep food
and your bread and milk, but we go above
and beyond in every department. We have
a very nice gift store,” she said. 

“We make a fair amount of money on
our store, so we take it seriously. It’s part 
of our business, but it’s also for our 
customers. It’s a win-win.”

Tip: Keep Things Fun And 
Be Sure to Stay Engaged

In addition to the setting and the loca-
tion, there’s one other thing Susan Hart said
makes the Fredericksburg/Washington,
D.C., South KOA Holiday special: The staff
of 10. “Our staff is excellent. They really
take care of our guests, helping them with
whatever they need — mechanic, direc-
tions, a good restaurant, we’re here for
them. Everyone in my staff bends over
backward,” she said. “They’re really great.”

Work campers aren’t part of the mix,
Susan said. “Because we stay open year-
round, we find it beneficial to hire local
people. It takes a long time to train people
on our park and train them the way we
want them,” she explained. 

They’re more than employees to the
Hart family. “We operate as a family busi-
ness, so we treat our staff as family as well.
People once they start here, our staff stays
for years and years,” Susan said. “I have
one that’s here about 25 years. I have sev-
eral that started here when they were in
high school and would come back when
they were in college and work summers
here. Some come back and still work as a
second job, one’s a teacher who works here
during the summer. It’s a fun place. We try
to make it an enjoyable, you can tell that
everybody enjoys what they do here,”
Susan said.

That, in turn, helps keep guests coming
back year after year.

Reaching out to peers is a huge resource
that every campground owner should use,
Susan Hart said. “We are members of the
Virginia Campground Association and
the National Association of RV Parks
and Campgrounds and the Virginia KOA
Owners Association and the National
KOA Owners Association,” she said.

“There’s a lot that you learn from the 
organizations that you belong to, your 
fellow campgrounds,” she said. She’s a
huge fan of KOA, in particular. “What’s
nice about KOA is you get all the educa-
tion, we have somebody we can call for 
anything. It can be a bookkeeping 
question, a question about where to get an
electrical pedestal, how to build a site, 
insurance, whatever,” she said. 

“As campground owners we’re united,”
the second-generation park owner said.

“There’s a dozen other KOAs in Virginia,
and technically we’re competing against
each other, but we don’t feel that way. We
still look out for each other. We still share
our information with each other. I’m not
sure that you have that in non-franchise
systems. I’ve never been apart, so I don’t 
really know, but that’s just really valuable,”
Susan said.

Another valuable advantage she sees is
the KOA Owners Association’s heartfelt
support of KOA Care Camps. “There are
other things we support, but that’s the big
one,” Susan said.

The charity provides funds for children
with cancer to attend specialized oncology
camps, and Susan said it’s a valuable service.
“It’s amazing. I’ve had the opportunity to
meet some of the kids. KOA does an auction
every year at the convention. You get to see
first hand what we’re doing,” she said.

And, of course, there’s family engage-
ment. Both of the Harts’ sons spent most of
their childhoods at the campground.

“Our kids grew up in this business 
as well working for us and went off to 
college,” Susan said. They still pitch 
in when they come home to visit, though.
“They’re both still involved, probably 
always will be. It’s one of those businesses
you get sucked into. It gets in your 
blood.” — Justin Leighty  WCM

The patio outside the “KOA Deluxe
Cabin” makes for a popular site.

A swimming pool serves as a popular
feature in the Virginia summer heat.

The mining equipment is one of
the park’s entertainment options.

plan for improvements, she explained,
“just to keep the campground fresh and in
good shape and up to speed with the times.

“The industry is coming out with new
things. In 1976 there was no RV requiring
50 amp power. We’re always taking out
trees to make the sites larger and accom-
modate slideouts. Everything has slides
now,” she continued. “Back in the ‘70s they
came out with the 30-foot-travel trailer and
that was huge. Now we’re accommodating
40-foot motorhomes hauling trailers with
cars inside. You have to keep changing.” 

Indeed, the Fredericksburg KOA’s
largest sites today can handle a total of 95
feet of length for rigs and vehicles, thanks
to growing demand for those sizes.

“We figure if you’re not moving forward
you’re moving backward,” Susan said.

Just as 50-amp service was unimagin-
able in 1976, she noted, Wi-Fi and televi-
sion service are standard at all sites now,
she said, even in their tranquil setting.

“We are back in the woods and we have
to provide our own everything. There’s no
cable TV running past our entrance, no
fiber-optic, nothing like that. We bring it in
on satellite. Wi-Fi, we have a little bit to
choose from, but we’re constantly fighting
to have some new choices,” Susan 
explained. “We have our own wells, we
have our own septic, we do everything 
ourselves,” she said.

Tip: It Helps To 
Become A Customer

When you own and operate your own
campground, it’s easy to see things from
one’s own business perspective, Susan said.
That’s why she thinks all RV park operators
need to become customers.

Part of Susan Hart’s recipe for success,
she said, is “I strongly believe in working

my front desk enough to be really aware of
what my customers are saying.” Never one
to settle for the status quo, she said, “I also
strongly believe in ‘being the customer.’ We
recently purchased a motorhome so that
we could be the customer and see what’s
important from that side of the counter.
You see things differently, things that
maybe you feel differently depending 
on what side of the counter you’re on,” 
she said.

When a guest arrives at the Harts’ KOA,
“they want a nice site and they want to be
convenient to whatever they’re looking for,
whether it be shopping or history, restau-
rants,” Susan said. “We keep all of the
brochures on hand, maps of everything, we
post on our bulletin board about whatever
events might be going on in the area, we’ll
make handouts for them.”

Their guests also get a rather unique re-
source: Ron Hart. While he and Susan met
at the campground in junior high when he
worked for Susan’s dad, after the couple
married Ron and Susan didn’t come
straight back to the campground.

“My husband was a licensed tour guide
in Washington D.C.,” Susan explained.
“We had that business for almost 20 years.”
After two decades, though, “we were ready
to make a change. Driving up and down
the road was getting difficult. Driving in
that traffic every day was taking its toll. My
dad was ready to retire, so we jumped at
the chance,” Susan said. 

Obviously they love what they do and
the guests they serve.

Their focus on the guest shows in their
camp store, too.

“We keep as much as we can fit in here.
We have a pretty-good-sized room. We
carry a very good selection of RV supplies,
what they would need while they’re here,



Few Things are as Consistent — and Potentially Frustrating — in the 
Campground Market as Campers’ Demand for Wireless Internet Access

When Catherine DeStasio, marketing
manager of TengoInternet, ran across a 
report on a recent speech by Dimiter 
Zahariev, it included one comment from the
manager of passenger experience develop-
ment for the International Air Transport 
Association that really resonated with her.
“He said Wi-Fi is the fourth utility, after

electric, gas and water,” DeStasio said. So
she decided to raise the question in
LinkedIn’s RV Park and Campground 
Management Group. 
Interestingly, the virtual roundtable of

mostly private park operators mirrored the
views of attendees at a Wi-Fi session during
the Kampgrounds of America (KOA) Con-
vention, which raised the same question. 
The consensus is that, like it or not, pretty

much everybody realizes campground
guests not only want it, they expect Wi-Fi
service.
“We made a conscious decision to in-

stall high-speed Wi-Fi at our park. We
chose this instead of offering cable as more
customers use Wi-Fi to communicate and
to check out social media,” Jacqueline
Dyer, general manager of Kenanna RV Park
in Grayland, Wash., said in the LinkedIn 
discussion.
“We ‘up’ the bandwidth �during the sum-

mer season then lower it during the slower
winter season. We get quite a few foreign
customers and military families who use
Skype to communicate with their relatives,”
Dyer said.

Michael Stuart, director of technology
for KOA, noted, “it’s so important to your
guests. It’s almost moved from being an
amenity to a utility. It’s an expectation.”
KOA’s statistics bear that out, with the

franchise system reporting that 73% of their
guests want Wi-Fi when camping. In fact,
84% camp with cellular telephones, and
34% camp with laptops. Compare that to
only 30% who want cable TV, according to
KOA. As KOA CEO Jim Rogers told
Woodall’s Campground Management, “It’s
become like the bathroom. You’ve got to
have it. It’s just the expectation.”

Teri Blaschke of Hidden Valley RV Park
in San Antonio, Texas, said she’d never re-
ally thought of Wi-Fi as a utility, but she
didn’t reject the notion. “When I speak with
prospective guests, I always mention Wi-Fi
right along with water, electric and sewer.”

Dianne Jackson, general manager at
River’s Edge Campground in Vergennes, Vt.,
agreed. “One of the first questions I am
asked when someone calls in for a reserva-

tion is if we have Wi-Fi. We do, and it is 
apparent that we have arrived at the day
where reservations are contingent on
whether you have Wi-Fi or not.
“It used to be just, ‘Do you have full

hookups?’ Now it is, ‘Do you offer Wi-Fi and
full hookups?’ I’ve even received calls in the
middle of the night after a late check-in 
because they couldn’t connect to the Inter-
net,” she continued. “It is that important to
people, as crazy as that sounds. Wi-Fi is the
new electricity.”

There’s not much consensus these days,
though, on whether to charge for it. “The
‘utility’ label implies a cost to be borne by
the end user, which will do away with free,”
said Joss Penny, executive director at the
British Columbia Loding and Campgrounds
Association. However, he continued, “it
also demands a higher standard of service
expectation, so RV parks will need to 
increase bandwidth.”
While you can charge for Wi-Fi,

Coleville, Calif., KOA operator Tim Fesko
doesn’t recommend it. “If you want to go
ahead and piss off your guest, go ahead. It’s
an expectation. I don’t think you’re going to
get away from that,” he said.
As Eric Stumberg, CEO of Austin, Texas-

based TengoInternet, pointed out, “there
aren’t any Wi-Fi standards in this industry
and there aren’t any from campground to
campground.” And as a provider to an array
of North American RV parks, Stumberg has
as good a vantage point as any when it
comes to campground Wi-Fi trends.
When Wi-Fi started, it was often an

amenity that cost extra. Then it became ex-
pected and moved to a free service, but

now he sees a trend toward tiered service
in areas with a fiber connection — a certain
level is free, but top-tier service costs more.

Jim Ganley, managing partner of Check-
box Systems of Gray, Me.— another key
name in campground Wi-Fi — cautioned
that “if you’re going to offer tiered access,
make sure you’re offering a better level 
of service.”

Eldon Peterson, one of the owners of St.
Cloud Clearwater RV Park in Minnesota,
raised the question that bugs many camp-
ground operators: “How do you offer Wi-Fi
throughout the entire park? At ours we have
lots of trees that block the signal and a very
high request rate for it.”
The solution, according to Stumberg, is

a useful one: Provide Wi-Fi where you can
do it well in order to limit disappointment. As
Peterson said, “We tell them they can come
in the office and use it or sit on the picnic
table outside of the office and use it. They
get a little upset because they can’t get it at
their site,” he said.
Still, Stumberg said that’s the right 

approach. “If you have poor bandwidth,
don’t deploy it to all your property. That’ll
only frustrate more people.”
Ganley emphasized that, “connectivity is

becoming critical to how we do business.”
Unfortunately, the rural locations of many
campgrounds serve as a limitation for avail-
able bandwidth, which limits how fast
guests can get on the Internet. Satellite
technology is getting better, but there are
still going to be limitations, he said.

Direct Serial Line (DSL) service is widely
available, but it’s better suited for home use
than commercial use at RV parks, Stumberg
and Ganley said. Ganley warned that “DSL
is limited by the laws of physics,” meaning
peak speeds can be greatly reduced 
depending on where a campground is in the
telephone network.
Anyone with a telephone line can get a

T-1 line, which provides high-speed Internet
access. The problem with that solution,
Ganley said, is “that can range anywhere
from expensive to unbelievably expensive,
but it is a better alternative to satellite in
many cases.”
Cable can provide better options when

available, and there are also local providers
who can connect RV parks wirelessly using
microwave signals in some cases.
Fiber-optic connection is the best option,

but also the least available, Ganley and

Stumberg agreed — adding that whatever
method you use to connect your park’s 
Wi-Fi system to the Internet, it’s a good idea
to check the speeds you get. As Stumberg
said, “just because they said they upgraded
you doesn’t believe you’re getting it.”
When deciding on the amount of service

to provide in terms of bandwidth/speed,
Stumberg said campground operators need
to first answer a few questions. “What is
the guest experience you want? Do you
want people to stream, or do you want 
people to have basic Internet access?” For
streaming, you need to provide bandwidth
about seven megabits per second per 
person, and for basic access, about one
megabit, he said.
He cautioned, though, to “think about the

next few years.” One of TengoInternet’s
customers this year, he said, saw a 150% 
increase in the number of users — and a
600% increase in the amount of data.

That, noted Ganley, means that any time
you expand Internet service and on-camp-
ground Wi-Fi equipment, means overbuild-
ing. “If you build your park to peak need
today, that’s going to be a typical need in a
couple of years. Build with an eye to the 
future. It’s seven megabits now. What’s it
going to be in two or three years? What
seems pretty crazy now is going to look
pretty good in a few years,” he said. 
The other thing RV park and campground

operators need to do is think about their 
Wi-Fi equipment as infrastructure in terms
of maintenance, the duo suggested. 
“If you have a system that was installed

more than three years ago, you’re not on the
current standard,” Stumberg warned.
There’s no need to upgrade the entire

system all at once every three years,
though, Ganley suggested. What RV park
operators should do, he said, is periodically
look at the system for weak points and re-
place those. “Don’t trash the whole system
every year. Look at upping your bandwidth
every year, bringing more DSL lines or see-
ing if there’s other providers you can bring
in. You might look at replacing access points
that have aged out or replacing internal
routers that have aged out. 
“You know, 10, 15 years ago when we

first started with Wi-Fi, it was a ‘buy it and
let it go’ kind of thing.  Now it’s a mainte-
nance item. It’s like your pool, it’s like your
waterpark. It’s the type of thing you’ve got
to do continuous maintenance on, evaluate
it and know that every year it’s going to see
higher and higher usage,” Ganley added.—
Justin Leighty  WCM

A Wi-Fi system is only one part of the
speed puzzle when it comes to providing In-
ternet access that will satisfy guests, accord-
ing to TengoInternet’s Catherine DeStasio.
There are three elements to guest Internet
service at RV parks and campgrounds: Wi-
Fi, circuits and your Internet Service
Provider (ISP).

Wi-Fi, of course, is the wireless network
to which guests connect. From there, the

connection has to be routed through your
wired equipment before connecting to the
Internet outside your park.

You can have a blazing fast Wi-Fi net-
work and brand-new equipment to handle
the load of guests at peak summer holiday
times, but if your ISP has limited bandwidth,
it’s a recipe for guest frustration. It would be
like installing a brand new waterslide, but
providing water from a garden hose.  WCM

What Goes Into The Bandwidth/
Speed You Give Your Guests?

Eric Stumberg

Jim Ganley

Michael Stuart
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GUEST VIEW

For the last few years Netflix was one of
the few major providers of Internet-deliv-
ered video, with other providers such as
Hulu, YouTube and Amazon also offering
services. At times Netflix has accounted for
more than 25% of the total traffic on the
Internet worldwide.

Recently HBO announced that it would
begin offering Internet-only subscriptions
— and within days CBS announced that it
will also join in and offer an Internet-only
package of channels direct to consumers.
With these giant content providers deliver-
ing video online direct to viewers, bypass-
ing the cable and satellite TV providers,
other content providers are following
quickly — and the Internet video flood-
gates are about to open.

These providers are offering Internet
video services to answer a number of dif-
ferent demands from viewers, and these
viewers are also your guests. These viewers
want to see the programming they want to
watch without having to subscribe to a
bundle of cable channels that they don’t
care about; they want to watch their pro-
grams on their own schedule; and they
want to view their programs on different
devices at home and on the go. Your guests
are quickly coming to expect to be able to
consume video (or content as it is now
more often referred to) anywhere on any
device — and your guests will want to ac-
cess their video subscriptions while they
travel and stay with you.

What This Means to Your 
Guest Wi-Fi System

Video requires a significant amount of
bandwidth; a typical HD video stream uses
between 2Mb and 4Mb of bandwidth.
Lower-quality video, such as standard def-
inition or YouTube clips, may require less.
That means if you have 100 guests each
watching video on your guest network you
may need up to 400Mb of bandwidth com-
ing into your property to support them. 

While this can be a strain on your guest
Wi-Fi system, it doesn’t have to be — in fact,
it can be a great opportunity to provide your
guests with a service they really want at a
cost much lower than other amenities.

Guest surveys reveal that Wi-Fi is the
most desired guest amenity — more than
complimentary breakfasts, more than
swimming pools, more than fitness centers
or any other amenity. The cost of installing
and maintaining good guest Wi-Fi is often
much less than other amenities, which can
lead to higher guest satisfaction, better 
online reviews and increased guest stays.

When considering improving your
guest Wi-Fi, there are two parts to the puz-
zle: The bandwidth coming in from your
Internet service provider (ISP) and the 
capacity of your guest Wi-Fi system.

The capacity of ISPs varies greatly, with
some DSL providers offering from 1.5Mb
to 25Mbs, cable companies typically offer-
ing 25Mb to 100Mbs (and in some areas up
to 1,000 Mbs — also known as gigabit) and

fiber-optics providing up to a gigabit of
bandwidth. The cost of the service will also
vary greatly depending upon the market
you are in.

Of course, once the ISP delivers the
bandwidth to your property, your guest 
Wi-Fi system has to be able to distribute it
to your guests’ devices — while controlling
their access and allocating bandwidth
among users. Most newer systems can 
handle higher bandwidth volumes and ac-
commodate video streams, but if your guest
Wi-Fi system is older it may be time to look
into updating it by adding higher-capacity
access points, a higher-capacity system 
controller and more robust links between
the access points and the controllers.

Prioritize Investing in a Robust Wi-Fi
System With Many Access Points
Video is sensitive to network congestion

issues including packet loss, latency and
jitter, causing the video to freeze or sharply
degrade in picture quality. Having an
under-built Wi-Fi system will result in
poor performance and guest frustration.
Because Wi-Fi capacity degrades rapidly
over distance and through walls and floors,
the way to address this is to employ more
access points and to connect as many of
them as possible with Ethernet or fiber. 

What can you do if your ISP cannot 
deliver the bandwidth needed for the video
for your guests, or your guest Wi-Fi System
cannot handle the demand?

In some areas, particularly those served
by older DSL or cable systems, the ISPs may
not be able to deliver enough bandwidth on
a single connection to handle the needs of
your property. If that is the case, you may
be able to use multiple connections — two,
three or more modems from your DSL or
cable company (or both) — and combine
those multiple feeds into your guest Wi-Fi
system to provide enough bandwidth.

If it is just not possible to get enough
bandwidth to satisfy guests’ needs, your
guest Wi-Fi system still needs to have the
ability to reject or limit guests’ attempts to
stream video and other bandwidth-inten-
sive applications — while letting through
other activities such as email and web
browsing. If your system fails to do this,
everything comes to a standstill for all of
your guests. Managing requests from users’
devices and controlling user activity pres-
ents as much or more of a workload on a
system with limited bandwidth than a sys-
tem that has lots of bandwidth for guests.

If you are unsure of your guest Wi-Fi sys-
tem’s capabilities or if you know you need
to increase capacity, it is time to talk to your
Wi-Fi vendor, as your guests will be access-
ing (or trying to access) a lot more video —
and bandwidth — in the coming months.

Over-the-top video service like HBO,
Netflix and others are just the latest 
demand on your Wi-Fi system. Solid 
Wi-Fi will be appreciated not just for video,
but for guests needing to work and stay in
touch while traveling. Providing good 
connectivity is a great way to increase guest
satisfaction — and business.

Jim Ganley is the managing partner at
CheckBox Systems LLC, a company provid-
ing guest Wi-Fi systems to thousands of
parks and resorts in the U.S. and Canada.
He can be reached at JGanley@Check-
BoxSystems.net or 866-345-9434. WCM

Jim
Ganley

Over-the-Top Video Services and 
the Impact on Your Guest Wi-Fi

www.checkboxsystems.net
www.hireaworkamper.com
www.phelpshoneywagon.com
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CLASSIFIEDS

CAMPGROUND SERVICES
UNHAPPY WITH YOUR WEBSITE?
As a first impression to potential
campers, if your website isn’t reflecting
how great your campground is, then it’s
time to update! Whether it’s a website
upgrade or mobile presence or app,
Black Cat Web Design can help you! 
Website Design – Mobile Apps
BlackCatWebDesign.com –
BlackCatMobile.info, 512-564-0319

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

RV CONDOMINIUM RESORT
CONVERSION
Expert Evaluation & A-Z Guidance
Tom Zuidema 813-846-8015
tdzuidema@aolc.com

HELP WANTED
DIRECTOR OF FRANCHISE SALES 
& DEVELOPMENT
Leisure Systems Inc. – franchisor of
Yogi Bear’s Jellystone Park Camp-
Resorts – is seeking a Director of 

Franchise Sales & Development to 
increase the number of franchise units
by managing, organizing, and creating
programs necessary to identify and at-
tract new franchisees. Executive-level
position reporting to President/COO.
Requires expertise in the outdoor 
hospitality industry. Minimum 5 years
experience in sales, marketing and/or
franchising. Bachelor’s degree with
marketing emphasis. Willingness to
travel 30-40%. Self-starter with proven
experience in growing franchise/corpo-
rate systems. Send cover letter and re-
sume to: ssears@leisure-systems.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!

TO PLACE YOUR 
AD IN THIS 

SPECIAL SECTION:

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

7th Ranch and RV Park

Adjacent to the 3rd largest tourist 
attraction in Montana, located next
to I-90, and nestled in the middle
of the Big Horn and Little Horn
River Valley, this 625-acre property
is a gentleman ranch, home,
campground, and activity center
full of Montana history, tradition,
lifestyle, and excitement. Spacious
and friendly, this property has
been built and maintained to top
standards and awaits the second
owner to continue in the tradition
of hospitality and convenience.

Offered at $1,900,000 

Contact Dan Kern, Broker
Big Horn Real Estate

406-696-4676

FOR SALE
Gated Oklahoma R.V. Park

$990,000.00
• 39 Pull Thru Pads • Approved For Expansion
• 28 Acres MOL • 116 Mini Storage Units
• Consistent Positive Net Operating Income!

Tom Bush • 580-399-8990        
Home Place Real Estate
tom@homeplace.pro

125 South Broadway, Ada, OK 74820 
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much like a TV remote, Laser Pro’s rifles 
operate using wireless signals.  “It’s not like
old-style laser tag, “ Goodman said.  “There’s
nothing dangerous about this. “

Goodman said laser tag is particularly
suited to today’s youth visiting campgrounds
with their family. “Kids nowadays are playing
with video games where it’s a first-person
shooting game like Call of Duty or Medal of
Honor and they want that adrenaline rush
they get from being a soldier. Laser tag gives
them that.” 

A package with 16 Battle Pro Rifles with
scopes and firmware cables to allow rifle soft-
ware to be upgraded start at $11,000 and can
be adapted for indoor or outdoor use.  “It’s
not exclusive to campgrounds. This can be an
indoor or outdoor activity, day or night,”
Goodman said. “There’s no mess to clean up
and it’s pretty easy to implement.”

Contact: (888) 798-9616, lasertag
pro.com/contact-us.

Wizard Works Product Development Co.  
A preferred vendor for Yogi Bear Jellystone

Park-Resorts, Wizard Works Product Devel-
opment Co. Inc., Albany, N.Y., has taken
water features to a new level.

“We’ve cherry-picked all the great stuff
that makes people money in the water park
industry and given them a very compact
treatment that you can put in the middle of a
campground,” said President Mark Aragona.

That includes systems that feature up to
150 interactive play features that appeal to
kids and adults. “We are going to capture the
little ones, the older boys and girls and even
moms and dads,” Aragona said.

Customizable multilevel noncorrosive
fiberglass and stainless-steel play structures
can range to 30 feet high and be equipped
with spray blasters, water fountains, overhead
showers, water curtains, cannons, crawl tun-
nels, water wheels, windmills, fountains, large
and small slides and dozens of other features.

“They all are smartly designed for the
Jellystone brand and can be played in for
hours,” Aragona said. “We call them ‘water
parks in a box.’

“They don’t have to be themed ‘Yogi
Bear,’” he added. “Generally, they can be
Adirondack-themed or cowboy-themed or
camping-themed that is not Yogi-specific.”

Contact: (518) 434-3488, sales@wizard-
works.biz.

Berg USA 
An investment in powder-coated, tubular-

steel pedal karts from Berg USA LLC of Lititz,
Pa., can take less that a full season for a 
campground to recover, according to Berg
President Kent Julye.

“On average it only takes three to four

months to get the return on investment —
and the karts generally last from five to 12
years,” Julye said.

All Berg karts — available as one-, two-,
three- or four-seaters and assembled in The
Netherlands — will be equipped for the first
time in 2015 with coaster brakes.

“That’s a major enhancement,”  Julye said.
“We have a full portfolio of models. If you’re
6-foot, 3 inches tall or 3-foot, 6-inches, we
have a kart that will fit you. The critical com-
ponent is that you sit correctly in your kart.”

Campgrounds typically rent the carts,
which are guaranteed for two years, by the
half-hour or hour.

Besides the Berg nomenclature, karts can
be branded as John Deere, Fendt, Ferrari,
Ford Mustang or Jeep (with all-terrain tires)
and some come with adjustable seats and
steering wheels.

Contact: (877) 499-6462, bergtoys-
usa.com/pages/contact.

Cold River Mining 
Offering more than 50 types of rough

gemstones and 30 fossils, Cold River Mining
Co.’s sluice systems “appeal to the fact that
kids love rocks,” said Ethan Crane, sales rep
for the Turners Falls, Mass., company.

“They are real emeralds, garnet, amethysts
and pyrites from Mexico, the United States,
South America, Asia and Africa.”

Each system comes with a customized
water tower, extension, sluice and assay

Mark Aragona points out one of Wizard
Works’ elaborate water play structures.

Kent Julye shows off Berg USA’s
wares at the LSI Symposium expo.
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http://fillthepark.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.
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

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.
Broadway Realty Inc.

Call (765) 289-8805

TO PLACE YOUR 
AD IN THIS 

SPECIAL SECTION:

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

PARK BROKERAGE INC.

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

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

www.parkbrokerage.com

Mt. Lassen KOA,
Shingletown, CA
42 RV Sites, House, Apt, Tent Sites
10 Deluxe Rental Cabins/Lodges
Seller Financing at 5%, 12% Cash Flow
$1,250,000

The Redwoods RV Resort, 
Crescent City, CA
102 RV Sites with 5 Cabins, 21 Mobile Home
Sites, 9,600sf 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

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

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

CALL 906-250-3493

mailto:hess@campgroundsforsale.com
www.campgroundsforsale.com
www.campgroundbrokers.com
http://parksandplaces.com
mailto:sales@parksandplaces.com
www.buyacampground.com
mailto:don@buyacampground.com
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DECEMBER

2-5: 2014 National Association
of RV Parks & Campgrounds Out-
door 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

FEBRUARY 2015

13-16: 53rd Annual Springfield RV, 
Camping & Outdoor Show
Better Living Center, 
Young Building and Mallary Building
Eastern States Exposition Grounds
West Springfield, Mass.
www.springfieldrvcampingshow.com

MARCH

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

11-15: 52nd  Annual Wisconsin 
Association of Campground 

Owners Convention
Holiday Inn
Stevens Point, Wis.
Contact: (608) 525-2327

19-21: 51st Northeast Conference 
on Camping & Trade Show
Radisson Nashua Hotel
Nashua, N.H.
Contact: Cyndy Zbierski, 
(860) 684-6389
cyndy@campnca.com

23-25: Association of RV Parks
and Campgrounds — Michigan
Spring Conference and Expo
Saginaw Valley State University
University Center, Mich.
Contact: Lori Tewes, (989) 619-2608
info@MichCampgrounds.com

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

bench that displays what’s inside bags and
buckets of gemstones and fossils that are
then  “mined” by the purchaser.

“The luck and surprise is that you don’t
know exactly what you’re going to get be-
cause we have a mix of so many different
types of stones. You know that you’re going
to get a specific amount of gemstones, but
you don’t know which ones you are going
to get.”

The fact that each bag/bucket comes
with a brochure to identify the rocks and
fossils adds an educational aspect. “It 
tells them a little bit about each stone or fos-
sil and show where we got them from,”
Crane said. 

“It appeals to families because it’s an ed-
ucational activity and it’s something that
you get to keep. Kids tend to break things
really easily. You give them a bag of interest-

ing rocks to play with and they’re not going
to break them.”

Contact: (413) 219-3252, www.coldriver-
mining.com/contact_us.html.

Mission Management 
Mission Management Information Sys-

tems of Niagara Falls, Ontario, has intro-
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Cold River Mining provides fun and
a little geology education for guests.

Jim Amadio talks about Mission Management
Information Systems’ improvements.

duced Astra, its next generation of camp-
ground management software that allows
real-time campground reservations along
with an integrated POS system.

“We rewrote the software from the
ground, up,” said President Jim Amadio.
“There’s a front end to the process, which is
the screen you see, and there’s a back end
where all the data is stored. It’s cloud-based
or it can be locally hosted, which means it
can be stored on a local area network at
your park if you don’t have good Internet
connectivity.”

Online reservations are made through
Mission Management’s bookyoursite.com
web portal that currently is populated by
about 300 campgrounds. Campers making
reservations can choose specific campsites
and be provided with the exact price 
with discounts.

“It’s sort of like Expedia, but for camp-
ing,” Amadio said. “Typically a campground
wouldn’t be able to spend the money to put
in their own online booking systems.”

Astra is configured to do almost all of the
functions of the front-desk clerk, Amadio
said, including managing campsite inventory,
reservations and charges on one screen along
with being able to produce custom reports.

Contact: (800) 547-9147, info@camp-
groundmanager.com.  WCM

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

