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The RV park and campground community was greatly relieved to
receive word in late January regarding the Department of Housing
and Urban Development’s (HUD) decision to not enforce a perplex-
ing fall HUD interpretation involving the regulatory dimensions of
Park Model RVs until new regulations defining RVs are published.

The industry, at least for the time being, has gotten a reprieve (see
page 3).

HUD Administrator Pamela Beck Danner in an Oct. 1 memo-
randum claimed the RV industry had been misinterpreting HUD rules
for years — and that park model porches should henceforth be in-
cluded in the calculation of the 400-square-foot maximum for a given
unit to be classified as a park model RV.

Wading through all of the bureaucratic jargon, this memo realistically raised all kinds of unsettling
questions for those who manufacture, sell and have purchased RV park models for rental purposes in
their U.S. RV parks and campgrounds. It potentially created a “gray area” for thousands of units already
positioned in parks as well as those that might be sited in these types of facilities in the future.

In fact, as the California Association of RV Parks & Campgrounds (CalARVC) so succinctly
stated in a fall press release, porches are added — in addition to the 400 square feet of interior space
— to about 85% of today’s park model RV’s.

Equally intriguing about this whole sequence of events — and it’s not over at this point by any
means — is how “The Great HUD Dilemma” succeeded in pulling together disparate elements of the
RV park and campground sector in an unusually cohesive lobbying effort to appeal to HUD’s sensibil-
ities and, at the same time, seek passage of a “Recreational Vehicle Certainty Act” co-sponsored by
Northern Indiana Reps. Jackie Walorski and Marlin Stutzman.

Among the organizations staking out front-line positions in generating a wave of political action releases
and letters in the fourth quarter of 2014 — and we’re probably leaving several out here — were the 
National Association of RV Parks & Campgrounds (ARVC), the Recreation Vehicle Industry 
Association (RVIA), the Recreation Vehicle Dealers Association (RVDA), Kampgrounds of America
Inc. (KOA), Leisure Systems Inc. (LSI), the Northeast Campground Association (NCA), the Maryland
Association of Campgrounds (MAC), the Carolinas Association of RV Parks and Campgrounds and
a number of others, including some of the state campground associations not affiliated with ARVC.

Beyond that, hundreds of individual park operators reached out to their representatives and sena-
tors. All I can say, without getting too gushy about this whole thing, is that it apparently takes a crisis
sometimes to bring people together. “The issue is far beyond affiliation,” as Jeff Sims, ARVC’s director
of state relations and program advocacy, told WCM Editor Justin Leighty in November. WCM

Sometimes It Takes a Crisis to Bring Folks Together

mailto:sales@tengointernet.com
www.tengointernet.com
www.hialeahmeter.com


WOODALLSCM.com February 2015  -  3

In a move that brought relief to RV man-
ufacturers and campground groups, the
U.S. Department of Housing and Urban
Development (HUD) announced Jan. 20
that it will indefinitely postpone plans to 
include porches in the 400-square-foot 
limitation on park model RVs.

HUD’s Pamela Danner said the agency
will hold off until new regulations defining
RVs are published, which likely won’t hap-
pen for many months, according to the
Recreation Vehicle Industry Association
(RVIA).

“This is great news for consumers, for
private park operators and for the park
model RV industry,” said Paul Bambei,
president and CEO of the National Asso-
ciation of RV Parks and Campgrounds
(ARVC). “This is what ARVC had requested
along with our industry partners.”

The move delayed enforcement of a
memo Danner issued Oct. 1, announcing
that HUD would include factory-built
porches when calculating the square footage
of a park model RV’s living space beginning
April 1.

ARVC, the RVIA and the National RV
Dealers Association (RVDA) quickly asked
HUD, in a joint letter, for a delay in enforce-
ment, and ARVC and state RV park and
campground associations urged their mem-
bers to contact Congress to support a bill that
would legally define park model RVs.

The Congressionally established Manu-
factured Housing Consensus Committee
(MHCC), a group charged with issuing
guidance to HUD, met Dec. 2 and recom-
mended that HUD further delay enforce-

HUD Gives Reprieve On Enforcing 
Park Model RV Porch Restrictions

January Retail RV Shows Off to a Strong Start, 
Bodes Well for Outdoor Hospitality Industry

Uniform Plumbing Code.
In 2013, Elliott worked in concert with Doug

Mulvaney of Kampgrounds of America Inc.
(KOA) and Bruce Hopkins of the Recreation
Vehicle Industry Association (RVIA) to help
campground operators delay the imposition
of a proposed National Electric Code (NEC)
code requirement to ground each electric
pedestal with copper grounding rods at a cost
of $70 to $100 each.
Elliott, whose company is the leading sup-

plier of pedestals for campgrounds, said such
a requirement is not necessary because
pedestals are already properly grounded. He
also said he is not aware of any accidents or
studies that would justify the proposed copper
ground rod requirement.
In addition to his volunteer work on behalf

of ARVC, Elliott is secretary of KOA Care
Camps, which which provide funding support
to camps that provide unique activities and
support for children with cancer and their
families. WCM

Cavco Lands On 2014 Forbes 
“Best Small Companies” List

Cavco Industries, Inc. and its family of
companies in the construction services in-
dustry announced that they have been listed
as number 13 on Forbes magazine’s list of
“America’s Best Small Companies 2014.”

Since 1979, Forbes has been compiling a
list of its top 100 small companies from all
industry segments. Companies included in
this list must have generated less than $1 bil-
lion in revenue each year, have been publicly
traded for at least one year with a stock price
no lower than $5 a share, and may not have
been involved in “fuzzy” accounting or have
major legal troubles.

“Being ranked highly on Forbes' 35th an-
nual list of America's 100 Best Small Compa-
nies is a great honor,” said Joe Stegmayer,
Cavco president, CEO and chairman of the
board, in a written announcement. “This
recognition is a testament to the hard work
and dedication of our associates to provide
outstanding homes and construction services
while generating value to our shareholders.
We are thankful to our customers, associates,
suppliers and our shareholders for helping us
earn this wonderful distinction.”

Cavco builds in controlled indoor envi-
ronments at an attractive value and within
shorter completion times than on-site con-
struction methods. The homes and park
model RVs are distributed by independent re-
tailers and through company-owned retail
centers. Homes are customized to meet the
styles and specifications required by individ-
ual consumers, land/lease communities, sub-
division developers, and resort properties.

Cavco is a leading producer of park model
RVs and vacation cabins. WCM

USG’s Wade Elliott Honored
With 2014 Stan Martin Award

Wade Elliott of Kingston, Wash.-based
Utility Supply Group received the camp-
ground industry’s highest honor for an individ-
ual: The Stan Martin Memorial Award, the
California Association of RV Parks and
Campgrounds (CalARVC) announced.
Presented by the National Association of

RV Parks and Campgrounds (ARVC) during
December’s Outdoor Hospitality Convention
and Expo in Las Vegas, the Stan Martin Me-
morial Award recognizes private park opera-
tors and vendors who serve as role models for
their peers in the sector through their excep-
tional volunteerism and commitment to help
strengthen the campground segment of the
tourism business.
Elliott was chosen to receive the award,

however, because of his extraordinary level
of involvement and support for private parks
through his volunteer work on various indus-
try committees and boards, as well as his high
level of involvement in industry trade shows,
both as a vendor and frequent seminar leader.
Utility Supply Group is a leading supplier of

pedestals, power boxes and other electric
supplies for campgrounds, RV parks and re-
sorts across North America.
“Wade is huge asset to our industry,” said

Debbie Sipe, executive director of CalARVC.
In addition to serving as a supplier council

representation to ARVC’s board of directors,
Elliott is a member of ARVC’s NFPA 1194 com-
mittee, which is developing recommendations
to update a variety of federal laws and regu-
lations, including the National Fire Protection
Association (NFPA) 1194 Standard for Recre-
ational Vehicle Parks & Campgrounds; the
National Electric Code NFPA 70; and the 

“I don’t have final numbers from the box of-
fice yet, but I think we had about 23,000 people
for attendance. Last year we had about
18,000,” said Vilma Fraguada, president of GS
Media & Events.  “I think it’s because of the in-
crease in consumer confidence, and the de-
crease in gas prices also was helpful. We saw
a lot of younger families and a lot of single
women who were buying RVs.”

Justin Humphreys, vice president of sales
for Airstream Inc., a division of Thor Industries
Inc., attended the show and said the crowd in
Denver “was a bit younger than most shows,
which was great to see” and many were buy-
ing toy haulers.
“We continue to see many Baby Boomers

who are nearing retirement and are doing re-
search on RVs,” Humphreys added. “Many of
these folks have never owned an RV before
and are now considering the lifestyle when
they retire. Their questions dealt with the dif-
ferences and advantages between a travel
trailer versus a motorhome. They also had a
lot of questions regarding tow vehicles and
what they would need in order to comfortably
tow an Airstream. It is great to see this group
continue to enter the industry.”

Brian Clemens, national sales manager of
Forest River Inc.’s Class C division, echoed
Humphrey’s comments, saying there were a
“ton of people looking to buy an RV for the first
time.”
“There were a lot of people exploring the

RV lifestyle. They were asking all the right
questions, too — like how do you get a camp-
site and how do you travel in an RV,” he said,

Retail RV Shows – continued on page 28

ment until new rules are published better
and more clearly defining today's RVs. 

In total, nearly 800 park owners sent ap-
proximately 2,700 electronic letters to 335
members of Congress in the grassroots cam-
paign. The MHCC also recommended that
specific language be adopted to more clearly
define those RVs that are exempt from
HUD’s manufactured housing standards. 

By this most recent memorandum, HUD
has accepted that MHCC recommendation,
making the April 1, 2015 deadline for park
model RVs moot, according to the RVIA.

“While it remains to be seen how HUD
will handle the new RV definition recom-
mendation, park model manufacturers and
especially RV campgrounds can rest assured
that, for now, porches will not be counted
toward the 400-square-foot limit on park
model RVs,” said Jeff Sims, head of govern-
ment relations for ARVC.

“ARVC, RVDA and RVIA have closely co-
ordinated efforts since the Oct. 1 memoran-
dum created a great deal of uncertainty for
the RV and campground industries,” said
Matt Wald, RVIA executive director of Park
Model RVs. “We are extremely grateful to
Administrator Danner as well as the MHCC
for taking the time to understand the RV
and campground industry’s perspective on
this issue and working with us toward a
consensus outcome where RVs are clearly
defined as recreational units and manufac-
tured housing is clearly defined as housing
in a way that everyone knows exactly where
the line between them is. We look forward
to finalizing that consensus process in the
coming months.” WCM

Most show promoters are reporting dramatic increases in 
visitors — with RV manufacturers likewise racking up 
higher sales. Attendance at the Knoxville Smoky Mountain
RV Show was ‘off the charts,’ according to organizers

A record-breaking crowd of 63,234 attended the 2015 Florida RV SuperShow.

getting into the RV lifestyle.
Good traffic and good sales were the com-

mon themes coming out of the Colorado RV
Adventure Travel Show, Jan. 7-10 at the Col-
orado Convention Center in Denver.
The show featured more than 300 units from

16 dealers and was sponsored by GS Media &
Events, a division of Good Sam Enterprises
LLC, which owns and operates 17 recreation-
focused consumer shows in North America.

In reports from several of the January con-
sumer RV shows across the U.S., Woodall’s
Campground Management sister publication
RVBusiness found a lot of indicators that could
spill over into good news for RV parks and
campgrounds in the next few years.
RV shows in Florida, Ohio, Colorado and

Tennessee all had organizers and RV dealers
very happy with what they saw, and many re-
ported younger demographics are looking at



This gives campground operators an easy-
to-use, easy-to-manage, easy-to-incorpo-
rate system that doesn’t require an
information technology person to install.

Any system you choose should help you
in maintaining inventory levels of your
store stock, relieving you of the need to
have someone do a regular inventory to de-
cide what to reorder and when, according
to Stainless Software. The integration be-
tween QuickBooks POS and Premier
Campground Management does exactly
that by managing inventory levels and
sending out emails when the inventory hits
a reorder point.

For more information on Premier
Campground Management, check out Pre-
mierCampground.com. WCM
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2015 KOA Directory Will Have 13 New Locations

Premier Campground Management Integrates POS System With QuickBooks
Stainless Software Inc. announced

that they have integrated QuickBooks
POSwith Premier Campground Manage-
ment to give campground owners a soft-
ware package that handles their most
pressing needs.

A prime consideration in the integration
effort was to relieve the necessity of enter-
ing data into more than one system, ac-
cording to the announcement from
Stainless Software. Information from PCM’s
guest data is automatically uploaded to
QuickBooks POS when the guest checks in
so that their information is available when
they make their store purchases.

Added to that is the ability to have a
point-of-sale (POS) system for sales in the
campground store or for auxiliary sales.

Lazydays, the world’s largest RV dealership,
announced it is now home to an expanded, up-
graded 300-site RV Resort open to the general
public. Amenities have been designed to pro-
vide camping enjoyment for people of all ages
whether they are RVing individually, with fam-
ilies or within large groups. 
Located in at the well-known 126-acre

dealership site just outside of Tampa, Fla., the
Lazydays RV Resort is easily accessible by
Interstate 4 and is convenient to world-class
theme parks, incredible shopping and dining
destinations, museums and art galleries,
aquariums and zoos and award-winning golf
courses open 12 months a year. 
The resort’s pool area features a resur-

faced heated pool, hot tub, reno-
vated pool baths and an expansive
beautifully-appointed deck with all
new resort-style outdoor furniture.
The tennis court has been resur-
faced and two half-basketball
courts have been added. Other
recreational activity areas feature
horseshoes, bean bag toss, ladder-
ball, badminton and pickleball. The
new children’s playground and park
features state-of-the-art play-
ground equipment and a gazebo for
small gatherings. The entire Lazy-
days campus is pet friendly and the

resort has a dog park. 
For the RVer who takes their work on the

road, the Lazydays RV Resort Business Cen-
ter offers a quiet office environment with
computer and printer access. Free Wi-Fi,
complementary morning newspaper delivery,
premium coffee and cable television are also
available to all RV resort guests.
Each RV site has full 50-amp utility hook-

ups and is situated in close proximity to all the
recreational facilities and a completely ren-
ovated laundry facility. Golf cart rentals and
shuttle services are also available. Breakfast
and lunch are included with every site Mon-
day through Saturday. WCM

The new KOA at Sam’s Town joins a dozen
new listings in the 2015 KOA directory.

There will be 13 new KOA locations listed
when the 2015 edition of the Kampgrounds of
America (KOA) Directory is made available to
campers in March.
According to a post on KOA’s website, the

franchisor “searched throughout the conti-
nent to find just the right facilities, in the right
locations — and, most importantly, with the
right kind of people — to ensure you have
even more choices when it comes to camp-
ing behind the iconic Yellow Sign.”
Here are the 13 new campgrounds:
Coleville/Walker, Calif.— Between Reno,

Nev. and California’s Yosemite National Park,
this little campground in the eastern Sierra
Nevada Mountains is surrounded by great
fishing, hiking and off-road ATV trails. Owners
Tim and Mary Fesko are hospitality veterans,
with more than 17 years in the business. They
purchased the Meadowcliff Lodge and
Restaurant at this location in 1997, and added
their RV park 10 years later. 

Silt/Colorado River, Colo.— The Silt/Col-
orado River KOA will be a “brand new”
campground when it opens in Spring 2015.
The Colorado River flows right past this KOA
in the heart of Colorado’s Rocky Mountains.
You’ll find a two-story clubhouse, swimming
pool and hot tub.

Steamboat Springs, Colo.— The Yampa
River flows right through this classic Col-

orado campground, located in northwest Col-
orado between Rocky Mountain and Yellow-
stone National Parks. It’s close to the quaint
resort town of Steamboat Springs, and
there’s even a free bus right at the camp-
ground to take you downtown. 

Fort McCoy/Lake Oklawaha, Fla.— This
new KOA is surrounded by Florida’s 400,000-
acre Ocala National Forest and sits on a bluff
overlooking the 13,000-acre, bass-filled Lake
Oklawaha. There’s 3,700 feet of lakefront
property on this KOA, and a recently updated
6,000-square-foot recreation hall with new
bathrooms and a full kitchen. All of the roads
are paved, and RV sites range from 55-feet to
75-feet long and up to 45-feet wide. All pets
are welcome. 

Kamiah/Clearwater River, Idaho— This
new KOA was formerly known as the Lewis
& Clark Resort in the corner of northern
Idaho. Cozy Cabins are available, along with
165 RV sites. There’s room for motorcycle and
RV rallies and meeting rooms that will hold
200 people. There are even tasty meals avail-
able at the Cozy Café.

Shreveport/Bossier City, La.— Back in the
KOA system after a brief hiatus, this KOA is
surrounded by numerous nearby restaurants
offering Louisiana’s best cuisine, and there are
also nearby casinos with Vegas-style action. 

Naples, Maine— Located in the Sebago

New Illinois Camping Guide
Available in Digital Format

For the first time in its history, the Illi-
nois Campground Association’s annual
camping guide is available in digital format
on the association’s website at www.Illinois-
GoCamping.com.

The print edition of the Illinois Go Camp-
ing 2015 RV & Camping Guide, which fea-
tures all 80 ICA member parks, is also being
distributed at trade shows, visitors’ centers,
campgrounds and RV dealerships across the
Midwest, said Larry Fons, an ICA board
member and owner of Double J Camp-
ground in Chatham, Ill.

In an announcement about the guide,
Fons thanked Texas Advertising for creat-
ing the design for the guide, which ICA pre-
viously produced in-house.

“The lay-
out is much
more profes-
sional than
we’ve ever had
before,” he
said, adding
that the guide
should con-
tinue to grow
both in size
and popular-
ity in the com-
ing years.

“This year our guide had some advertis-
ing in it and we expect the number of ads to
grow in the coming years with Texas Adver-
tising handling our guide because they will
work harder to sell ads than some of our
volunteers,” Fons said.

Texas Advertising is also working to re-
design IllinoisGoCamping.com.

“We’re working to make IllinoisGo-
Camping.com consistent with the design of
the camping guide. It will have a very cool
mapping function and really punch up the
member parks,” said Braden Walker, web-
site director for TXAD Internet, noting that
“the new website and digital camping guide
will be mobile device friendly.”

For more information on the Springfield,
IL.-based Illinois Campground Association,
go to www.GoCampingIllinois.com. WCM

Florida’s Lazydays Expands and Upgrades Its RV Resort

Lakes region of western Maine, this camp-
ground is all about family fun. Every site is a
full hookup site and includes free cable TV
and Wi-Fi. There is a new “theme week”
every week during summer. 

Las Vegas KOA at Sam’s Town, Nev.— The
Las Vegas KOA at Sam’s Town is one of the
largest and most established RV parks in the
Las Vegas Valley. The 500-space campground
is actually two parks that offer both 30- and 50-
amp, full-hookup sites, spacious pull-through
sites and extended stay opportunities. You may
be not far from the Las Vegas Strip, but you’ll
still be camping on a fully landscaped, shaded
campground with grass and designated 
pet areas. There are two swimming pools with
hot tubs, a laundry, cable TV and Wi-Fi, and a
communal barbecue. 

Winnemucca/I-80, Nev. — The camp-
ground has plenty to do, including a heated
pool complete with a “Water Wars” water
balloon catapult for tons of family fun. 

Nashville East/Lebanon, Tenn.— Right in
the middle of Tennessee, this new KOA is far
away from the hustle and bustle of a big city,
and yet is only 20 minutes from downtown
Nashville. The large pull-through sites can
accommodate any RV and there are plenty of
shaded tent sites, too. 

Anthony/El Paso West, Texas— This par-
adise in the desert is in the foothills of Franklin
Mountain State Park. There are 92 large pull-
through sites, all with 50-amp service. Even
the roads are as big as Texas, each 30-feet
wide. All of the sites face north by northeast,
so everyone gets both maximum shade and
a great mountain view. 

Lufkin, Texas— This new Texas KOA is
just 15 minutes to Lake Sam Rayburn and
close to several national forests. If you don’t
want to drive to the lake, take advantage of
this KOA’s fishing pond. All of the campsites
are big rig friendly, with full hookups and
20/30/50-amp service. 

Sanger/Denton North, Texas — The RV
sites are spacious and big rig friendly, and
they all have 20/30/50-amp service. The Wi-
Fi service is great, and there are concrete
streets throughout the park. Come enjoy a
cookout in the large pavilion, or snuggle up to
the Austin stone fireplace.  WCM

The California Association of RV Parks
and Campgrounds (CalARVC) announced de-
tails for its Spring Getaway meeting, which
will happen April 7 at Pechanga RV Resort in
Tecumcula.
The featured speakers are Kevin Rappleye

of First Community Bank, who has 20 years of
experience with loan programs through the

U.S. Small Business Administration, and John
Grant, with two decades of experience sell-
ing RV parks.
The event includes a networking lunch

and dinner, a park tour, a campfire, dis-
counted RV rates and room rates starting at
$120. Registration for the event is $50 per per-
son. To register, go to CalARVC.com. WCM

CalARVC Planning Spring Getaway
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Ocean Lakes Family Campground is South
Carolina’s sole listing on the Good Sam list.

Good Sam Names Top Snowbird RV Parks

The Good Sam RV Travel & Savings Guide
has announced the Top Snowbird RV Parks
for 2015 as part of the publication’s 12
Months of RVing promotion. These select
sun belt RV Parks stand out from the flock
when it comes to giving snowbird travelers
a welcoming roost during the winter months.

Snowbird parks can be found across the
Sun Belt, from the California coast to the At-
lantic waters off Florida. The parks on this
list specialize in making snowbird travelers
feel at home — even if they've crossed an en-
tire continent to get there. 

The editors and consultants of the guide
chose the list of Snowbird Parks from the an-
nual publication’s database of almost 7,000
private parks.

Here’s the list:
Alabama

• Lake Osprey RV Resort, Elberta
Arizona

• Sunrise RV Resort, Apache Junction
• Superstition Lookout RV Resort, 

      Apache Junction
• Superstition Sunrise RV Resort, Apache

        Junction
• Desert Gold RV Resort, Brenda
• Vista Del Sol RV Resort, Bullhead City
• Casa Grande RV Resort & Cottages,

        Casa Grande

• High Chaparral RV Park, Casa Grande
• Sundance 1 RV Resort, Casa Grande
• Desert Valley RV Park, Eloy
• Desert Gardens RV Park, Florence
• Arizonian RV Resort, Gold Canyon
• Canyon Vistas RV Resort & Superstition

        Views Resort, Gold Canyon
• Gold Canyon RV & Golf Resort, Gold

        Canyon
• Superstition Views Resort & Canyon

        Vistas RV Resort, Gold Canyon
• Apache Wells RV Resort, Mesa
• Good Life RV Resort, Mesa
• Mesa Regal RV Resort, Mesa
• Mesa Spirit RV Resort, Mesa
• Sun Life RV Resort, Mesa
• Towerpoint Resort, Mesa
• Val Vista Village RV Resort, Mesa
• Valle Del Oro RV Resort, Mesa
• Desert Shadows RV Resort, Phoenix
• Phoenix Metro RV Park, Phoenix
• Sunflower RV Resort, Surprise
• Far Horizons Tucson Village RV Resort,

        Tucson
• Rincon Country East RV Resort, Tucson
•Rincon Country West RV Resort, 
Tucson

• Fortuna De Oro RV Resort, Yuma
• Sun Vista RV Resort, Yuma
• Sundance RV Resort, Yuma

California
• Caliente Springs Resort, Desert Hot

        Springs
• Indian Waters RV Resort & Cottages,

        Indio
Florida

• Craig’s RV Park, Arcadia
• Arbor Terrace RV Resort, Bradenton
• Tampa East RV Resort, Dover
• Groves RV Resort, Fort Myers
• Siesta Bay RV Resort, Fort Myers
• Sunseeker’s RV Park, Fort Myers
• Woodsmoke Camping Resort, Fort

        Myers
• Gold Coaster RV Resort, Homestead
• Three Lakes RV Resort, Hudson
• Whisper Creek RV Resort, La Belle
• Camp Florida Resort, Lake Placid
• Miami Everglades Resort, Miami
• Crystal Lake RV Resort, Naples
• Lake San Marino RV Resort, Naples
• Naples RV Resort, Naples
• Navarre Beach Campground, Navarre
• Ocala Sun RV Resort, Ocala
• Orange City RV Resort , Orange City
• Riverside RV Resort & Campground,

        Port Charlotte
• Daytona Beach RV Resort, Port Orange
• Space Coast RV Resort, Rockledge
• Wekiva Falls Resort, Sanford
• Buttonwood Bay RV Resort & Manu-

        factured Home Community, Sebring
• Bay Bayou RV Resort, Tampa
• Williston Crossings RV Resort, 

        Williston
Nevada

• Lake Mead RV Village, Boulder City
• LVM Resort, Las Vegas
• Lakeside Casino & RV Resort, Pahrump

South Carolina
• Ocean Lakes Family Campground, 

        Myrtle Beach
Texas

• Casa Del Valle RV Resort, Alamo
• Colonia Del Rey RV Park, Corpus 

        Christi
• Kenwood RV Resort, La Feria
• Medina Highpoint Resort, Medina
• Bentsen Grove Resort MHP, Mission
• Sea Breeze RV Park, Portland
• Rayford Crossing RV Resort, The 

        Woodlands
•Snow To Sun RV Resort, Weslaco WCM

Currier to Oversee KOA’s
Accommodations Programs

Jill Currier has been promoted to the 
position of accommodations director for
Kampgrounds of America Inc. (KOA), accord-
ing to an announcement from the Billings,
Mont.-based company.

Currier had been serving as director of 
accommodations for KOA’s company-owned
properties division.

Currier came to KOA from Aramark Food
Services in Billings in 2008. She also worked
for Aramark in Chicago. She received her
bachelor’s degree in 1999 from Seton Hall
University.

In her new role, Currier will direct the 
operation and expansion of KOA’s accommo-
dation programs for both the company-
owned properties division and KOA’s
franchisee network. The accommodations
programs include both KOA basic cabins and
deluxe cabins (park model RVs).

“One of KOA’s key strategic goals is to
build a quality accommodation/cabin experi-
ence in an outdoor hospitality camping atmos-
phere,” said KOA President Pat Hittmeier.

“I believe cabins must play a significant
role in KOA’s future success, and will become
an important competitive advantage for our
brand,” Hittmeier said. “We are extremely for-
tunate to have someone with Jill’s experience
and drive that has a proven track record of
successful cabin implementation and opera-
tion. Under Jill’s supervision, our company
properties cabin program has seen efficien-
cies, profitability, operational standards and
improved guest experiences. I fully expect
KOA’s independent franchise owners will ben-
efit from the support Jill will bring to KOA’s
cabin program.”

KOA currently has more than 4,500 basic
cabins and 2,300 deluxe cabins within its 485-
campground system in North America.  WCM

RVIA: RV Shipments
Rose 11% For 2014
According to the Recreation Vehicle

Industry Association (RVIA), total
wholesale shipments to retailers of all
RVs surged to 26,736 units in the Decem-
ber survey of manufacturers, soaring
23.3% greater than the final month last
year. This was the largest December total
in nine years dating back to 2005.

The strong finish to 2014 was led by
towable RV shipments which rose in De-
cember to 23,851 units, a gain of 27%
over the final month one year ago.

For the year as a whole, all RV ship-
ments reached an eight-year best of
356,735 total units in 2014 — a gain of
11.1% over the previous year. This was
the fifth consecutive annual increase and
the fourth double-digit percentage gain
in RV shipments since the end of the last
recession. WCM

www.dogwastedepot.com
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INSITES

David 
Gorin

For what it’s worth, here’s the 
exchange of emails with Paul’s view of
ARVC in Denver as opposed to Washing-
ton, D.C.

Gorin to Bambei: It's been about seven
years since ARVC left the D.C. area. Do
you have any thoughts on the pros and cons
of that move and any thoughts on advan-
tages or disadvantages of ARVC being in
Denver as opposed to the D.C. area?
What's the current breakdown on ARVC
membership east and west of the Missis-
sippi River? Does ARVC maintain dues-
paying membership in the Small Business
Legislative Council? The American
Recreation Coalition? The U.S. Travel
Association? Is the association represented
on the boards of these organizations?

Bambei to Gorin: Let me try to give
you an overall perspective of the move from
D.C. to Denver, which as you know oc-
curred before my start at ARVC. One of the
more important positives resulting from the
move has been a lower cost structure in-
curred by the association. According to re-
cent data, D.C. ranks about 30 basis points
higher than Denver in the cost of labor. Ad-
ditionally, Denver’s overall cost of living is 
remarkably lower as well, which affects
many day-to-day operating costs of our
business. ARVC is in a much stronger 
financial position than it was seven years
ago, due in large part to this move.
Regarding involvement in D.C.-based

associations such as SBLC, ARC and
USTA, we are dues-paying members in 
organizations where the benefit and value
is clearly demonstrated. I personally stay
connected to these and many other organ-
izations by reviewing the constant commu-
niques that come on a frequent basis. I do
not sit on their boards, as it would be 
a tremendous commitment of time that I
consciously choose to devote in other ways,
but make no mistake I’m aware of what
they do.  
Of course, we have a dedicated staff per-

son in Jeff Sims who stays on top of indus-
try activity impacting ARVC, which I don’t
believe was the case prior to the D.C.
move, and have also subscribed to the State
Net service since 2011 to stay abreast of all
regulatory and legislative activity affecting
our industry at the local level. Should any
issues of national impact require lobbying
effort, we also employ the D.C. law firm
McDermott, Will and Emery, whom we
selected for their respected lobby influence.
In conclusion, I’d say the ARVC board

made a wise financial choice by deciding
to come to Denver, and feel we haven’t sac-
rificed our industry connections to D.C.
from a lobby/networking aspect in the
process. In fact, based on the direct work
we conduct through staff, a very active
public affairs committee, State Net, etc., 
I feel we’re actually serving our members
extremely well.

What do you think? Has the move to
Denver been beneficial from your per-
spective as a member of the association?
How’s ARVC doing as a western-based
organization?

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

Some Thoughts On ARVC’s OHEP Program — and Denver

While attending the Outdoor Hospi-
tality Conference & Expo (OHCE)
sponsored by the National Association
of RV Parks and Campgrounds
(ARVC) in Las Vegas in December, it was
interesting to note how the ARVC edu-
cation program now centers entirely on
the Outdoor Hospitality Education
Program (OHEP) — and how the
OHEP is being integrated throughout
the ARVC program. It flows nicely
through the education sessions at the
conference, is being integrated into the
curriculum of the National Schools of
RV Park & Campground Management in
West Virginia and now in Colorado in
July.  I understand a textbook is being
created to use in all seminars and classes
taught for OHEP credit at state conven-
tions and elsewhere. And there’s now
even a special designation — Superior
Quality Staff — to recognize those parks
that enroll all of their staff and have
them all certified at some level.

I applaud Barb Youmans, Mark  Ma-
hacia and Saundra Brynn for their hard
work in developing and bringing this
program to the forefront of the industry.
I hope that ARVC members embrace the
program, although I expect that the
numbers of participants may be slow to
grow as the program is far from simple,
requiring participants to complete 
assignments, undergo reviews and prove
their learning — not a bad idea, but
something that I think will be hard for
many small business owners to get 
excited about.

The other thought that occurred to
me during the convention was that it’s
been seven years since ARVC left Wash-
ington, D.C., and headed for Castle Rock
outside of Denver, Colo. As I recall, the
primary reasons for the move were
twofold.

First, it was the sense that the cost of
living in the Denver area would be sig-
nificantly less than in the D.C. area and
a first-rate staff could be hired at lower
cost than a similar staff in D.C. Secondly,
the original move was to Castle Rock
where the ARVC building would be sit-
uated on a large property adjacent to a
campground on property where the Cen-
ter for Outdoor Hospitality could be
developed by the ARVC Foundation.  

On the cost-of-living side of this dis-
cussion, current data strongly supports
the move to Denver. According to
BankRate.com, salaries in the Denver
area are approximately 22% below
Washington D.C. salary levels for com-
parable positions. An individual making
$100,000 in D.C. would be able to take
a 22% pay cut to about $78,000 while
maintaining the same standard of living
in Denver. So it would seem that ARVC
could be employing a more professional
staff at significant savings.

As far as the Center for Outdoor Hos-
pitality and a showcase campground,
when the deal on the Castle Rock build-
ing and property went south, that idea
apparently was put on the back burner. 

In early January, I sent an inquiry to
Paul Bambei, ARVC President and
CEO, asking him his impressions of 
the ARVC move to Denver. Paul was a
Denver resident prior to his position
with ARVC and chances are neither he
nor any of the current staff would have
ever been associated with ARVC were it
not for the move. And as Paul noted in
his response, he was not a part of the
ARVC decision to move the association.  

ELS Reports Positive
Quarter, Year Growth
Chicago-based Equity LifeStyle Prop-

erties Inc. (ELS) announced Jan. 26 re-
sults for the quarter and year ended
Dec. 31. 
Normalized funds from operations in-

creased $4.2 million, to $60.8 million,
compared to $56.6 million for the same
period in 2013. Funds from operations in-
creased $5.4 million, to $60.3 million,
compared to $54.9 million for the same
period in 2013. Net income available for
common stockholders increased $5.2
million to $29.4 million, compared to
$24.2 million for the same period in 2013.
For the quarter ended Dec. 31, 2014,

property operating revenues, excluding
deferrals, increased $8.2 million to
$180.3 million. For the year, property op-
erating revenues, excluding deferrals,
increased $37.8 million to $734.7 million.
Core property operating revenues in-
creased approximately 3.7% for the
quarter and income from core property
operations increased approximately
4.7% compared to the same period in
2013. For the year, core property operat-
ing revenues increased approximately
3.6% and income from core property op-
erations increased approximately 4.5%
compared to the same period in 2013.
In December ELS reported that it

closed on the acquisition of Mesa Spirit,
a 1,600-site RV resort located in Mesa,
Ariz., for a purchase price of $41.6 mil-
lion. 
As of January 26, 2015, ELS owns or

has an interest in 384 quality properties
in 32 states and British Columbia con-
sisting of 143,113 sites. The company is
a self-administered, self-managed real
estate investment trust with headquar-
ters in Chicago. WCM

mailto:salestower@comcast.net
www.towercompany.com
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experience your very best (or their
choice) of your unique lodging options
and take full advantage of the park. In 
return for the fam(iliarization) trip ask
that they post about their stay before, dur-
ing and after their visit. Interact with their
posts, providing support and value. Treat
them like gold, host them as you would a
dignitary, show them a great time and you
will gain promotion worth many times the
value of their stay.  

Brass tacks
By focusing on the above marketing

tactics you’ll doubtless see an uptick in
qualified traffic to the “alternative accom-
modations” section of your website. Now
your attention should shift to making it
easy to look — and book. Paint a picture.
When a prospective guest reviews your
site is it easy for them to find information
— pricing, number of occupants, what’s
included and what is not included —
about each unit? Is each unit’s uniqueness
well defined with accompanying images?
Are there any booking restrictions or 
requirements? Are any extras, like a fruit
basket or bottle of wine, included? If not,
can goodie packages be purchased and
placed in the unit prior to arrival? Do you
offer special-occasion packages, gift 
certificates and additional services such as
firewood and ice delivery? Is there a link
to local and park facilities, amenities and
events during the time they wish to visit?
How easy is it to book and can they do it
late at night, after the children have been
put to bed? 

Great minds
Think like your competition — and by

“competition” I mean cruise ships, all-
inclusive resorts, holiday spas, etc. 
Observe their marketing efforts with a
keen eye on how they might apply to your
business. By breaking into and marketing
your park as an alternative accommoda-
tion provider you’ll crack a much bigger
market with much more widespread and
long-term potential and, conversely, many
more expectations. 

Are you up for the challenge?

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

operators’ aggressive use of external 
online booking engines such as
Booking.com and Wotif.com. Typically
these sites do not charge for becoming a
listing partner but do take a percentage of
each booking. TripAdvisor.com is an 
up-and-coming player in this space, as
you may have read in previous WCM
issues, and is well worth a look for parks
interested in expanding exposure of non-
traditional park lodging. And then there’s
the extremely successful site Airbnb.com.
While its bread-and-butter is peer-to-peer
sharing, a quick search of the site will turn
up glamping, vintage trailers, yurts and
other unique lodging options in backyards
as well as parks. 

If you have any type of accommodation
other than RV sites you owe it to your 
operation to carve out a piece of your
marketing plan for this specific line of
business. In addition to reflecting on the
above successes and taking appropriate
action, review the following recommenda-
tions to build your business. 

Ignite the imagination
Think about promoting your alterna-

tive accommodations — and begin at the
beginning. When a potential guest does a
Google search or visits your website, is it
immediately obvious that you are more
than just a campground? Do guests al-
ready at your property know that you
offer a “hotel resort” type of experience?
Your top job is bringing consumer aware-
ness to this part of your business, present-
ing the product in the most flattering
light, and telling a story.

Consider hiring a professional photog-
rapher to capture the best views of the
units — and the rest of your camp-
ground’s offerings. Stage “the set” and in-
clude people enjoying themselves.
Develop content in the form of a catalog
of shots — even short video vignettes —

Evanne 
Schmarder

to use on your website’s homepage, on
your social media platforms including
Facebook, Instagram, and Pinterest, on
external booking engines and in your 
e-newsletters and blogs. Have your web-
master add “Pin-It” and “share” buttons
next to your images. Collect reviews and
testimonials to support the visuals and en-
courage guests to leave reviews on your
review site of choice. 

Tell a convincing story in both pictures
and words of a family reunion with the
kids in a tent, mom and dad or aunts and
uncles in an RV, and grandma and grandpa
enjoying a cabin. Illustrate a romantic
“retro” getaway in a refurbished vintage
trailer, an outdoor adventure in a well-
appointed glamping tent or an unusual,
memorable stay in a roundhouse — 
a yurt.

FAM-tastic
Is your marketing reach wide enough

to bring you new business, or are you per-
haps coming up short? Consider working
with “influencers” — those that have the
online eyes and ears of your target market.
These key individuals are highly trusted
by their social media friends and followers
and can sway their (your) audience with
their opinions. Look for relevant influ-
encers on the social platforms you believe
your target market is using, most likely
Facebook, YouTube, and Pinterest. How
many followers do they have and is their
audience in line with whom you’d like to
reach? Are their posts and conversations
easily paired with your alternative accom-
modation offerings? You might also 
contact local visitor centers and other
tourism bodies that may influence the
view of your property. 

Seek to work with those influencers
that you feel are a good match with your
operation. A terrific way to get their buy-
in is to invite them to visit your property,

Experiences. That’s what you’re selling
in the campground business, right? The
great outdoors, moonlit nights around a
campfire, vacation destinations, lifelong
memories — not the rectangle of space we
call a campsite. Guess what? There is 
absolutely no reason your market must be
confined to RVers and tenters. Many parks
are recognizing this, adding alternative 
accommodations to their lodging mix. 

No one knows this better than the
Aussies. “Roofed accommodations” in
Australia are prevalent. Every park I vis-
ited during my 90-day stay — and I mean
every single one — offered alternative
lodging. These ranged from a state park’s
eco-friendly glamping tent to park model
pods that were used at the 2000 Sydney
Summer Olympics to penthouse apart-
ments and bare-bones log cabins on the
same park streets — in addition to, of
course, standard RV sites. 

More interesting than the multitude of
lodging options however, was their occu-
pancy: They were nearly always booked.
When I mentioned this to premier park
operators Geoff Olholm and Jenny
Tonkin, owners of the very successful
Cairns Coconut Holiday Resort, I learned
that while the RV side of the business 
delivers 80% of their occupancy figures,
roofed accommodations account for 80%
of their income. Does that shock you? It
did me. 

One of the most striking differences 
between Aussie and American parks that
offer stays other than sites is Australian

A New Look at Marketing Alternative Accommodations

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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GUEST VIEW

involved, for sure, if you have a good
business handle on your true costs —
including productivity and processes
— then you should be able to easily
determine when to make a change and
what the opportunity costs will be
should you delay a decision into the
future.

Compared to the future costs of an
eventual conversion, the cost of delay
is also a very real and glaring consid-
eration. Lost business and working
harder for the same results are all 
considerations in the decision process.

As one consultant in the industry
said, “Focus on your ‘A’ activities and
it will become obvious how you need
to allocate ‘B’ and ‘C’ activities.” The
good news, technology is made to
help you focus on your A priorities
and in many cases do the B and C
work for you.

Therefore, when considering what
new Wi-Fi system to install, electric
meters, automatic gate entries, self-ser-
vice kiosks, retail store inventory sys-
tems, guest marketing and relationship
management systems, review systems
and even reservation property manage-
ment systems (did I get them all?) don’t
look only at the face price but also 
consider all the cost benefits that you
will gain for processes you may not
have even considered. And “mobile” is
in a category all its own when consid-
ering how to tap into the business 
efficiencies and the guest experience.

Deb
Kohls

The Cost (and Benefits) of Conversion Vs. the Cost of Delay
For instance, what productivity im-

provements will you achieve? More
time to spend building good customer
touch points? Better decision analysis
tools that reduce the time you spend
analyzing data each month/year? 
Happier guests?  

This month’s issue of Woodall’s
Campground Management looks at the
importance that alternative sites such
as cabins and yurts can have on your
bottom line. This consideration can
introduce a whole new guest with a
different expectation set for service
levels. For instance, will you have
high-speed Wi-Fi available to meet the
expectation of this guest? Will you be
able to instantly communicate and
confirm with her via the web (no mat-
ter where she finds you)? Do you have
a way of monitoring satisfaction after
checkout? Do you have a way to reach
out to new customers via travel chan-
nels? Do you have a way of managing
your revenue and rates? Are you 
prepared to compete with the lodging
industry?

The cost of delaying a technology
or software decision could mean a
very real loss of business and compet-
itive advantage. 

I am not suggesting a leap to the
unknown and taking unnecessary
risks. Conversions can be difficult 
if you have not prepared staff and
business units for the change. Com-
municating the benefits to everyone

and allowing a voice in the process is
helpful to get their “buy in.” 

It is easy to understand the feeling
of being overwhelmed with all the
choices available.  

Yet it is important to consider the costs
of converting to new technologies versus
the cost of delay. Improved productivity
should focus right to the bottom line. 
Satisfied guests should generate repeat
and loyal business (by the way, you
should be able to track those metrics
using software technology).

Consider the options, determine
how they will fit your business, and
then you can feel confident moving
forward.

Deb Kohls is a Business Development
and Outdoor Hospitality consultant for
Frontdesk Anywhere, an industry leader in
cloud based hospitality software and system
solutions. She is also a board member 
of Camp California, a wholly owned 
subsidiary of CalARC where she actively
participates in advising on strategic market
planning that connects consumers with 
outdoor hospitality businesses. WCM

As businesses we are faced with the
constantly changing face of travel
technology and software options that
are intended to improve processes, 
enhance customer experience and 
expand marketing. And always the
question is “convert or delay?”

Recently I attended a conference
that was focused on both new and ex-
isting travel and hospitality technolo-
gies/software. Each year it is amazing
to see the ideas that young companies
are bringing to the travel industry,
ideas that our industry will benefit
from if we embrace the concept of
change. It struck me that we often
look at adoption of newer technolo-
gies to be costly, but rarely is that so.
Remember 15 years ago when our cell
phones were only instruments for
voice and you were limited on your
minutes? Then data plans came along
and charged big dollars for use of data
and text … and now? With different
plans available, we can talk and text to
our heart’s content — for a fraction of
what such service “used to cost.”

While there are dollar costs 

www.minigolfinc.com
www.carefreecommunities.com
mailto:bkim@carefreervresorts.com
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Envisioning the future of your RV park
or campground after you’ve stepped away
from the operational helm isn’t something
a lot of business people relish. But it’s an
important process to initiate in order to
keep things running as smoothly as possi-
ble through the transition — and to keep
the tax man’s claim on your hard work as
limited as possible.

It’s a process Randy and Denise
Packard are getting into as they figure out
their children’s future at Pine Acres Family
Camping Resort in Oakham, Mass.
“My mom and dad founded it. It was a

piece of raw land in 1959. They used a
chainsaw and cut their way in,” Randy
Packard said. His father, Kim Packard,
built the resort up to 250 sites before sell-
ing it to Randy and Denise in 1989.
“We’re now up to 350 sites. We’re rated

a 10/10/10, we put in a big waterpark com-
plex, we’ve got a lot changing. It’s gone
from a mom-and-pop to a much larger op-
eration, a complete, full-service resort
with cottage rentals, cabin rentals, big-rig
sites, the works. We have 70 employees in
season,” Randy explained.
Now, after 26 years, the Packards are

contemplating how to bring in their 34-
year-old civil engineer son Corey, their 32-
year-old CPA daughter Tessa and her
husband Ben, as well as their youngest,
24-year-old Jaclyn. All have expressed in-
terest in working in the family business.
“We told them they had to go out and get
an education and after working in the ‘real
world,’ if they wanted to come back and
join the family business, we’d love to have
them,” Randy explained. 
“Right now Denise and I are trying to

plan a transition for us to step back and all
of our children can work together and play
nice in the sandbox, and that can be a bit
of a challenge,” Randy said. “We reached
out to a private consulting company that
assists you in that kind of stuff.”

Mia Caetano Johnson is a Massachu-
setts-based attorney and campground
real-estate broker who’s spoken to the
Northeast Campground Association on
estate planning. “For almost everybody
this can be daunting,” she said. “I did it 
a couple of years ago and I hired an attor-
ney — and this is what I do.”
She’s not handling the Packards’

process, but they did exactly what
she suggests. Step one, she noted,
is deciding just what your strategy
is. There are only three ways out
of campground ownership: Selling
your facility, transferring it to 
family or death.
“You decide: What is my strat-

egy? Do I have enough money
after my retirement? Do I give it to
my kids, do I sell it to my kids, do I
stay on as a shareholder? They
have to figure out what it is they
want, what they need to do for
their future,” she explained.
“Once they kind of have an

idea, the next step is they need to
speak to their attorney and their
accountant. There are different
structures you can put in place,”
Caetano Johnson said. “If you
have a good long-term plan, it can
save you tens of thousands or
even hundreds of thousands of
dollars, depending on the camp-
ground.”
For the Packards, the attorney

who handled their personal estate
planning recommended the transition con-
sultants, and it won’t be a quick effort, 
he said. “It’s a long process. We’ve only
had six or eight meetings so far. It’s very
eye-opening,” he said.
“One of the key things, I think, is start

the process early. Don’t wait too late to
start making these plans because you
might find things changing.
“In hindsight,” he said, “maybe I

should’ve started it three or four years
ago.”
Caetano Johnson said when setting up

a campground to transfer it to the next
generation of
ownersh ip ,
“these kinds
of structures
can take
years to tran-
sition.”
Her best

advice in set-
ting up a
plan? First off,
have a will in
place. “More
than half the

people I talk to don’t have anything in
place. They’re lucky if they even have a
will. At minimum you need a will, but
there’s more to an estate plan than a will,”
she pointed out.
She said the best approach is to find an

attorney and an accountant who special-
ize in estate plans and business-tax is-
sues, and not necessarily a local

Planning For Your Departure Isn’t Easy To Do While 
Building A Business — But It Saves In the Long Run

professional who handles everything else.
“You don’t want the local attorney who

does a little bit of everything. Estate plan-
ning is very specific,” she maintained.
“Ask they if they practice estate planning.
Some estate-planning lawyers will also 
be tax attorneys. That’s exactly what 
you want. But if an attorney’s a general
practitioner, that’s not the attorney you
want drafting your estate plan.
Similarly, she advised, “you want to go

to an accountant that understands busi-
ness-tax issues. That’s the question right
there: Are you familiar with business tax
planning and business tax structuring?
“Often people don’t know to ask ques-

tions. They assume an accountant or at-
torney knows everything. I use the
example: Would you go to your podiatrist
for brain surgery? You want to go to the
right expert,” Caetano Johnson said.

Even once you have a succession plan
in place, that doesn’t mean it’s something
to file away and forget, she said. “People
certainly need to revisit their plans all the
time. The rules change every year,” like
the 2015 increase of $110,000 to the estate-
tax exemption.
“Sometimes it’s a quick call to the 

attorney, checking in. This is the time to do
it, in the off-season before they start think-
ing about opening up again in March or
April. Pick up the phone and call your 
estate-planning lawyer and say, ‘How’s it
going, should I be thinking about doing
anything different?’ It’s very easy to let
things go, and unfortunately sometimes
they never get back to it.”
Some people revisit their plans every

five years, and while Caetano Johnson
said that’s better than nothing, she also
advised more frequent check-ins with
your planning experts.
After all, as Randy Packard pointed out,

“plans change. It’s good to have a plan,
not that plans play out like we want.”
Still, some advance planning not only

provides peace of mind, as Caetano John-
son said, “it can save a lot of money in
taxes.” —Justin Leighty   WCM

‘If you have a good long-term plan, it can save you tens of thousands
or even hundreds of thousands of dollars, depending on the camp-
ground,’ said Mia Caetano Johnson, a Massachusetts-based attorney
and campground real-estate broker

Mia Caetano Johnson

Three of the four generations of the extended Packard
family (Denise, Tessa and Jaclyn seated, Ben, Randy
and Kim standing) are involved in the family

mailto:pilotrock@rjthomas.com
www.pilotrock.com
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Rental Accommodations Grow In Popularity — and There 
Are Lots of Options, From PMRVs to Yurts and Treehouses
‘Until you’ve got an empty unit, you
don’t have enough,’ said Wisconsin
campground owner and campground
consultant Bud Styer, who recom-
mends a mix of rental options

There’s a good business case to be made for growth in the
outdoor hospitality market in general — and by all accounts,
one key to that growth is an expanding mix of rental accom-
modations that bring new guests into campgrounds and RV
parks across North America.

It’s one of the reasons, in the
opinion of Jim Rogers, chair-
man and CEO of Kampgrounds
of America Inc. (KOA), that
some major companies in-
vested in the RV space see so
much upside in the market. And
a new North American Camp-
ing Report, an annual report due
in March from KOA, should
shed more light on the popular-
ity and growth potential of these
alternative accommodations.
Rogers alluded to the prelim-

inary results of that report when he detailed a 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 are tent
campers, he said. “Looking at that audience, ‘I’m not trying to
sell you a new product. You’re already sleeping on the ground
somewhere 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 fact 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.”
More proof of the positive state of the camping market

comes from a National Association of RV Parks and Camp-
grounds (ARVC) survey released in December, a study the 
Colorado-based association commissioned MMGY Global to
perform — and that study showed a strong case for a solid

camping market.
In fact, at ARVC’s December

convention, MMGY’s Peter 
Yesawich said, “we’ve never
seen a brighter horizon line for
the leisure-travel business.”
The study looked at campers

in private campgrounds,
campers in public camp-
grounds and outdoor enthusi-
asts who don’t camp and,
Yesawich noted, underscores
the case for rental accommo-
dations at private camp-

grounds.
According to Yesawich, more than half of the people who

camp at state and national parks would be interested in camp-
ing in private RV parks and campgrounds. Of those, half prefer
cabins and cottages.
And those who don’t camp? Here’s why:
• 67% want real showers and bathrooms.
• 63% want a roof over their heads and a warm bed.
• 52% don’t want to sleep on the ground.
• 50% don’t want to invest in special equipment to camp.
Put it all together, and there’s a strong case for adding

rental accommodations.
There’s no shortage of reasons and options for adding

rental units, according to campground consultant and park

owner/operator Bud Styer of Bud Styer Associates and
Smokey Hollow Campground in Lodi, Wis. They add revenue,
can extend the shoulder season, they increase camper nights

and related revenues, and 
return on investment in one
season can be 20%-50%.
“In my park if you don’t plan

four, five months out, you won’t
get a rental unit,” Styer said.
“My park models rent for $150
a night and I don’t have a 
problem.”
Styer suggested putting

rentals on sites that aren’t 
suitable for RVs thanks to 
topography.
So how many rentals should

RV parks and campgrounds add? Styer offered this simple rule
of thumb: “Until you’ve got an empty unit, you don’t have
enough.”
What else do people find when they add rentals to their RV

parks and campgrounds?
At KOA, the results have been surprising.
“This audience is giving us the highest ratings. They love

it,” Rogers said, while noting that people are more than willing
to pay more for their rental park model RVs — what KOA calls
their “Deluxe Cabins.”
Another byproduct of the rental accommodation trend is

the appeal that these types of  “camping” accommodations
hold among various ethnic groups that have ordinarily been
beyond the industry’s reach — underserved demographics
that typically include Asian, African-American and 
Latino campers. “We are already seeing the appeal of this 
accommodation to diversity. This is a huge opportunity,”
Rogers believes.
KOA franchisees are “seeing a much more diverse camp-

ing population that’s using these. This is where the world’s
going. We are way behind the change in our population mix
in the RV world,” Rogers said. 
Rental accommodations are helping that change, though,

along with the Recreation Vehicle Industry Association’s
(RVIA) and Recreation Vehicle Dealers Association’s GoRV-
ing Coalition’s advertising in Hispanic markets. “These Deluxe

Cabins are attracting that population and they’re enjoying it.
Our research showed us that many RVers started in cabins,”
Rogers said, so the potential for growth is a long-term
prospect.
So what are the options?
While rental accommodations can be incredibly diverse —

Styer points to concrete pipes partially buried, sheep herder
wagons, boats and Conestoga Wagons converted for rental
sleeping quarters — there are four major options: Park model
RVs (PMRVs), cabins, yurts and teepees.
Each has its benefits, and each can provide guests a

unique experience staying in a campground.
“A yurt will take 130-mph wind,” Styer said. “It’s round.

Wind likes square things. A teepee is probably the most 
efficient camping unit you’ll ever get. You’ll never blow that
over,” Styer said.
And of course, park model RVs are the most common 

option, thanks to their durability and more financing options.
According to Dick Grymonprez, head of park model RVs for

Champion/Athens Park Homes and board member of the
RVIA, roughly 40% of park models built in the U.S. go to camp-
grounds for rentals.
More and more financing companies are taking notice of

the park model RV rental market in campgrounds — and best
of all, a threat by the U.S. Department of Housing and Urban
Development to change they way they figure living-space
square footage has lifted (see related story on page 3).
Whatever rental accommodations you choose, Styer sug-

gested that those accommodations should “wow” customers.
“If you’re going to have a rental
unit, you want all of your cus-
tomers to open the door and go,
‘Wow.’ Most of the people who
come into my yurts go, ‘Wow,
this is nicer than my house.’
“Whatever you pick for a

rental, you can have it ‘plain
Jane’ or you can have it Taj
Mahal. That applies to tents on
a deck, a sod house, a caboose
or a tree house,” he added.
In fact, a tree house is a new

accommodation going into Nor-

Jim 
Rogers

Peter 
Yesawich

Bud
Styer

Yurts offer a versatility in placement options to bring new guests to a campground.

Marcia
Galvin



mandy Farms Family Camping Resort in
Foxboro, Mass., for 2015. “The rental aspect
can be like a hotel,” said Marcia Galvin, part
of the family that owns and operates Nor-
mandy Farms and ARVC chairman. “Camp-
grounds are getting more creative with their
rentals. We’re building a tree house. We have
yurts, now we’re looking for the next unique
rental so that one of our guests will say, ‘I
stayed in the cabin, now I want to stay in the
yurt.’ ‘Oh, I stayed in the yurt, now I want to
stay in the tree house.’ We bring them a dif-
ferent experience.” —Justin Leighty   WCM

Park Model RVs

Cavco Industries Inc.
Phoenix, Ariz.
(800) 622-8260
www.parkmodels.com
When talking to campground owners and

operators at the National Association of RV
Parks and Campgrounds (ARVC) Outdoor
Hospitality Conference and Expo in Las Vegas
in December, Cavco’s Jeff Severe worked
hard to avoid misconceptions: Cavco’s park
models are recreational vehicles, not manu-
factured homes. “Everything we build is 399
square feet. It’s a recreational vehicle, same
as an Airstream trailer, a tent trailer. I deal
with parks all the time that might have five or
six Airstream trailers in a row that they rent
out. They’re never moving, they’re kind of 
permanently blocked and set, people build
decks on them, but it’s an RV. This is the same
kind of thing.”

Roughly 25% to 30% of Cavco’s business
is rental units in the snowbird areas, Severe
explained. While the recession slowed
things, that market is coming back.
The business, he said, “just continues to

grow and evolve. People want something that
feels like home. They want full-size appli-
ances, they want a flat-panel TV, the want the
comforts of home. Anybody can walk into this
and it’s like walking into a hotel. It gives
everybody the opportunity to just come enjoy
where they are,” Severe emphasized.
Cavco also offers cottages and cabins for

campgrounds.

Champion/Athens Park
Athens, Texas
(800) 738-0392
www.athensparkhomes.com
Dick Grymonprez, director of park model

sales for Champion/Athens Park, said park
model RV demand has been strong for the
company’s seven factories across North
America.
The company aims at the higher end of the

park model market, and campground owners
have responded well. Grymonprez said 

Kropf Industries Inc., expanded its Island
series of park model RVs, which are the
Goshen, Ind.-based manufacturer’s top of the
line and best-selling models, said Curt Yoder,
co-owner. 
“This is a brand new floorplan for us and,

of course, we’re showing a brand new décor,
new cabinet package and this particular unit
does very, very well for us,” he said, adding
the annual production of 400-450 units is at
peak capacity. The living area is marked by
panoramic windows, while the well-ap-
pointed bathroom and drop-down bedroom
are situated nicely under a double loft.
The distinctive feature of the Island Series

is a kitchen island of various forms and 
configurations, and the new 4986 floorplan
follows suit. “What’s unique about this new
floorplan is you have a working, moveable
center island bar in the middle and a nice
workable kitchen with a new stone back-
splash,” Yoder said, adding the 2/3-1/3
kitchen sink with an available pull-out faucet
is another popular feature.

Skyline Corp.
Elkhart, Ind.
(800) 755-6521
www.skylinepm.com
Skyline Corp. — not to be confused with

its recently divested RV division acquired by
EverGreen Recreational Vehicles LLC — took
several of its park model units to Louisville,
Ky., in December for the Recreation Vehicle
Industry Association’s National RV Trade
Show. Those units included the all-new
Shore Park 1967. Based on its 1955 floorplan,

December’s ARVC show in Las Vegas was
strong for them. “We just continue to add to
our floorplan base and add to our supply,”
Grymonprez said. “We continue to try to
grow. We have seven plants building the
Athens Park brand of park model homes
across the United States, so we’re able to
service a lot of areas,” including Canada,
Grymonprez said. “We still do tape-and-tex-
tured walls and fiber-cement siding, but we’ll
do the cabin style for campgrounds that want
them, either with stained fiber-cement siding
or the cedar or pine exteriors.

“I’ve never heard a campground call me
and say they’re sorry they bought them.
Everyone who’d bought them says, ‘It’s the
smartest thing I ever did. It’s where my in-
come’s coming from.’ There’s more financing
available now,” he said.

Clayton Homes/Schult Homes
Maryville, Tenn.
(800) 822-0633 
www.claytonhomes.com
Clayton’s Bill Costello said the Berkshire

Hathaway-owned company is moving into
pre-fabricated bathhouses and other camp-
ground structures this year to go along with
their park model RV offerings.  “I’ve had two
or three folks ask me for them today,” he said
in December at the National Association of
RV Parks and Campgrounds (ARVC) Outdoor
Hospitality Conference and Expo. “Hopefully
we’ll generate enough interest that more of
our 37 or 38 factories that we have will be 
interested in picking up the product,” giving
reach across the continent.
Costello said the company expects growth

in demand for their park model RVs to be
used as rental units at campgrounds over the
next several years. “The whole thing is pre-
cipitated on the Baby Boomers retirement
and destination camping, I think, will just 
continue to get stronger.”
They’ve recently begun focusing on sales

directly to campgrounds, Costello said. “I like
to isolate more on campground solutions,
where it can be a whole complex where you
do living quarters and can set up separate
bathhouses, you can set up a kitchen/dining
complex, whatever a person’s looking for.
More than just the park model itself, it’s a 
solution to the campground’s situation for
destination camping.”

Kropf Industries Inc.
Goshen, Ind.
(574) 533-2171
www.kropfind.com
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the 1967 model does away with the drop-
down into the rear bedroom and instead puts
the entire unit on one continuous floor.
“This unit also comes with the new LG air

conditioning system that we’re using,” Mike
Scheid, Skyline Corp.’s division manager of
Leola, Pa., facility, said, pointing out the unit’s
nearly silent operation. “It also has all-new
glass tile backsplash, all-new Formica coun-
tertops with crescent edging, and it’s all done
in white which is a real ‘beach flavor’ for us.”
Scheid mentioned the kitchen’s upper

cabinets, done in a “cityscape” design 
of varying heights and depths, is another 
feature for the 1967 drawing good feedback. 
MSRP on the 1967 starts at $58,000, and

Scheid said the park models represents 25%
of the manufacturing at his Leola facility. One
reason for that is the booming park model
rental business, he added.
“This market is totally aimed at anywhere

there’s a beach,” Scheid explained, adding
their Pennsylvania-built units can be found as
far south as Brunswick, N.C. and north all 
the way to Kennebunkport, Maine — “and
anywhere in between. Cape May, N.J. is a
very good area for us.”

For more Park Model RV rental options,
also contact:

Forest River Park Model Division
Elkhart, Ind.
(574) 264-7163
www.forestriverinc.com/ParkModels

Canterbury RV/DNA Enterprises
Goshen, Ind.
(574) 534-0034
www.canterburyrv.com

Adrian Homes 
Adrian, Ga.
(478) 668-4800
www.adrianhomesmfg.com

Cavalier Homes 
Addison., Ala.
(800) 743-2284
www.cavhomeinc.com

Chariot Eagle Inc. 
Ocala, Fla.
(352) 629-7007
www.charioteagle.com

Diamond Park Homes
Alba, Texas
(903) 765-1128
www.diamondparkhomes.com

ESCAPE Park Models
Chetek, Wis.
(844) 696-3722
www.escapehomes.us

Heritage Park Models Inc. 
Elkhart, Ind.
(574) 262-9299
www.heritageparkmodels.com

Liberty Homes Inc. 
Goshen, Ind.
(574) 533-0431
www.libertyhomesinc.com

North Park Cabins & Park Model RVs
Minocqua, Wis.
(715) 356-3353
www.northparkhomesandcabins.com

Pinnacle Park Homes Inc.

Cavco is a major supplier of various park
model RVs used for campground rentals.

Champion/Athens Park offers a variety of
park model RVs for campgrounds.

Kropf Industries park models offer home-
like comforts in an RV.

Park models, like this one from Skyline, can
bring new guests to RV parks.

http://cavalierhomebuilders.net/
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Ochlocknee, Ga.
(866) 574-5159
www.pinnacleparkhomes.com

Platinum Cottages LLC
Malakoff, Texas
(903) 675-2525
www.platinumparkhomes.com

Recreation by Design LLC 
Elkhart, Ind.
(800) 999-1902
www.recreationbydesign.com

Silvercrest/Western Homes Corp. 
Coronoa, Calif.
(800) 382-0709
www.silvercrest.com

Simplex Industries Inc.
Scranton, Pa.
(800) 233-4233
www.parkmodelcustomhomes.com

Stone Canyon Cabins & Park Models LLC 
Brilliant, Ala.
(800) 719-5989
www.stonecanyoncabins.com

Woodland Park Inc.  
Middlebury, Ind.
(574) 825-2104
www.woodland-park.com

Yurts & Teepees

Pacific Yurts
Cottage Grove, Ore.
(800) 944-0240
www.yurts.com
“We’re still seeing the trend going toward

larger units with more amenities, a trend
we’ve been seeing for several years,” said
Pete Dolan, customer service manager at 
Pacific Yurts.
“Previously it was smaller units, rustic 

accommodations, but we’re seeing more and
more larger units with more and more ameni-
ties, going for that ‘glamping’ trend that is still
growing.” While individual yurts are most
common, Dolan said some customers create

weatherproof, more like staying in a cabin.
They’re unique, for sure,” Connaughton

said. “The same thing applies to the teepees.
They’re very unique, I guess romantic in a
historical way for people, especially kids.
They do well in the wind.” The most common
sizes Connaughton said the company sells
are 18-20-foot models.
Colorado Yurt sells worldwide.

Nomadics Tipi Makers
Bend, Ore.
(541) 389-3980
www.tipi.com
Nomadics Tipi Makers has been making

tipis since 1970. The company, which sup-
plied tipis for the Kevin Costner film “Dances
With Wolves,” makes tipis ranging from 8 feet
in diameter to 22 feet.  The interior space of 
a tipi is much larger, and taller, than many
people expect. A family can sleep very 
comfortably in an 18-foot tipi, whose height
reaches 14½ feet.
“You don’t feel claustrophobic unlike some

of these small cabins you can rent which are
10-by-10 (feet),” said Nomadics Manager
Harry Janicki. “Just to be inside it is quite an
experience. With the smoke flaps open you
can lay back and look at the stars. There are
beautiful poles coming down to create the
framework for the structure. In gentle winds
the poles and rope creak — it’s just like being
on an old sailing vessel. There’s no better
night of sleep than in a tipi.”
Janicki said they’ve supplied dozens of

campgrounds with tipis over the years, most
often 16-, 18- and 20-foot-diameter sizes.
Prices, which includes heavy duty canvas
and poles, for these three more popular sizes
ranges from about $1,500 to a little more than
$2,200 (plus shipping). Prices include 100%
cotton duck canvas and wood support poles.
The tipis generally pay for themselves within
the first season of use, he said, and they last
for as long as seven years or so. 

For more options in Yurts, Tents and
Teepees, contact:

Yurts of America 
Indianapolis, Ind.
(317) 377-9878
www.yurtsofamerica.com

Anchor Industries
Evansville, Ind.
(812) 867-2421
www.anchorinc.com

Panther Primitives Inc.
Normantown, W.Va.
(304) 462-7718
www.pantherprimitives.com

Rainier Industries
Tukwila, Wash.
(800) 869-7162
www.rainier.com

YurtZ By Design
Surrey, British Columbia
(855) 576-9878
www.yurtzbydesign.com

Cabins

Keystone Kabins
Denver, Pa.
(800) 684-5808
www.keystonekabins.com
Keystone Kabins Manager Daniel

Smucker said business has really picked up
over the last few years, all attributed to camp-
grounds purchasing the Pennsylvania com-
pany’s Park Model Cabins and Camping
Cabins, both of which are true log cabins 
featuring white pine logs. Smucker said last

pods of several yurts linked together. “People
get very creative,” even to the extent of turn-
ing a yurt into a treehouse “60 feet up in the
air built around a huge cypress tree,” Dolan
said. “That’s glamping at its finest.”
Pacific Yurt has been building nothing but

yurts for 37 years, “and they’re continually
evolving which is fun to see. From the old
canvas coverings to the modern technology,
the space-age insulation we incorporated 
in the ‘80s, and the fabrics just keep getting
better and better.”
Dolan said Pacific’s yurts — ranging in

size from 12 feet in diameter to 30 feet — are
a great addition to a rental mix at RV parks.
“People want a different experience. They
don’t want the same experience every time,
and these resorts can draw people to the
campground that wouldn’t come to the camp-
ground otherwise. I’d love to see a camp-
ground with 100 yurts, but I think they do
better with some variety. Have some park
models, have some yurts, maybe have some
teepees, have some wagons. People eat it up.
“The same family, their needs evolve. It’s

nice to accommodate their changing needs.”
Yurts are portable if needed and are highly

wind resistant. They also provide the ‘wow
factor,’ Dolan said. “People walk in the door,
their eyes go up to the skylight, and it’s fun to
see that reaction.”

Colorado Yurt Co. 
Montrose, Colo.
(800) 288-3190
www.coloradoyurt.com
Colorado Yurt is coming up on four

decades in the business, according to Cliff
Connaughton, chief operating officer for the
company.
“We make yurts, teepees and tents. We

have seen demand grow in the last several
years,” Connaughton said.
About half of the yurts, teepees and heavy

tents the company makes go to campgrounds
for rentals, he added.
“We’re seeing a definite trend toward

upper-end camping, what some people call
‘glamping,’ and that has customers seeking
to dress up their rental units,” he said.
“We’re seeing more higher-end, the units

that have all the bells and whistles, quantity
orders. We might get a camp resort ordering
from 5 to 20 at a time,” he said.
“We’ll go anywhere from 120 square feet

to our largest yurt” with a 30-foot diameter —
“which is 706 square feet,” he said.

“A lot of people tend toward the larger
yurts because you get more per square foot,
more bang for the buck,” he explained.
“There’s no reason to buy a tiny yurt if you’ve
got need for more space, a lot of people.
“Yurts are more secure, they’re more

Pacific Yurts come in a variety of sizes and
options.

Colorado Yurt Co. offers yurts,
teepees and tents as options.

mailto:sales@bbelec.com
www.bbelec.com
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Call today for a brochure:

1.800.944.0240
www.yurts.com

Cottage Grove, Oregon The Original Modern Yurt

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

year Keystone probably did three times the
business it did the previous year.
“Mostly that was because we started

doing the Park Model Cabins,” he said.
The Park Model Cabins are authentic log

cabins set on a trailer frame. Smucker said
there are a number of reasons why camp-
grounds appreciate a Keystone Park Model

Cabin: they’ll last a lifetime; they come 
completely stained with polyurethane; they’re
well insulated; and they have the same rustic 
appeal of the Camping Cabins, but come
ready to go.
“Campgrounds like them because they 

include everything. You just place them on
site and you’re ready to go,” he said, adding
because they’re made with real logs they’ll
last a lifetime.
Both Park Model Cabins and Camping

Cabin kits come in a wide range of floorplans
and sizes. Prices for eight different Park
Model Cabins range from $20,900 for a 
one-room, 11-by-15-foot, plus 6-foot 
porch, floorplan all the way up to $36,900 for
a three-room, 13-by-30-foot, plus 6-foot
porch, model.  
The 10 different Camping Cabin kits, which

are assembled on site by Keystone staff, start
at $7,700 for a one-room, 12-by-12-foot floor-
plan, plus a 6-foot porch, and range to $20,900
for a 13-by-34-foot Appalachian Kabin, plus a
6-x-34 porch.

For more options in Cabins, also contact:
Fork Creek Cabins LLC
Paradise, Pa.
(717) 442-1902
www.forkcreekcabins.com

Adirondack Kabins LLC
Cherry Creek, N.Y.
(888) 634-2248
www.adirondackkabins.com

Adirondack White Pine Cabins Inc. 
Saranac Lake, N.Y.
(518) 891-1444
www.adirondackwhitepinecabins.com

Gastineau Log Homes Inc.
New Bloomfield, Mo.
(800) 654-9253
www.oakloghome.com

Green River Cabins 
Campobello, S.C.
(864) 457-2444
www.greenrivercabins.com

National Classic Cabins LLC 
Quincy, Fla.
(800) 989-8243
www.nationalclassiccabins.com

Petit Cottages/Mountain Barn Builders LLC 
Clarkrange, Tenn.
(931) 863-8030
www.mountainbarnbuilders.com

Wilderness Cabins, LLC
Orion Township, Mich.
(248) 343-2215
www.thewildernesscabin.com WCM

Things To Consider When Choosing A Cabin
Cabins are one of the popular options for campgrounds to offer

people who don’t own RVs or want a step up from tent camping. They
can also be a major source of new revenue for campground owners. 

There are several options for sourcing cabins, all of which have ad-
vantages and disadvantages. One possibility is to hire an architect and
contractor who can design and construct the cabins for you on site.
Through this process you can get any type and size of building you
need. However, this is also the most expensive, time-consuming, and
unpredictable choice. Anyone who’s built a custom home knows that
construction projects frequently face delays and cost increases. 

There are several companies that offer cabin kits. Order a cabin on-
line, and all the pieces necessary to build a full-blown structure are
delivered to your site. This is a great option if you or your maintenance
staff have some construction experience and can assemble the cabins
yourself. Buying kits is also likely the most affordable way to acquire
them. Major retailers like Walmart and Home Depot sell do-it-your-
self cabins. So do private companies like BZB Cabins and Outdoors. 

However, there are some drawbacks. Most kits offer few ways to
customize the buildings to fit your needs. Many do not come with
things like foundations, insulation or roofing materials. If you don’t
want to build the cabins yourself, you may have a tough time finding
a builder who is interested in assembling them. 

A good compromise is buying prefabricated and pre-engineered
structures. With prefabricated cabins, a manufacturer puts together
your buildings off-site and delivers them to you. With pre-engineered
buildings, you start with a set of standard cabin plans and customize
them to add the look and features you want. The structures are 
assembled onsite using pieces built in a warehouse. Since so much of
the work is done ahead of time it greatly decreases the chances of 
delays and cost overruns. 

Romtec Inc. is one example of a company that offers highly cus-
tomizable prefabricated and pre-engineered buildings. “We’re rooted
in campgrounds,” said Marketing Manager Billy Burt, who explained
that U.S. Forest Service campgrounds were the company’s initial client.
Although the company specializes in prefabricated restroom buildings,
Burt said they could see an unfilled need for doing affordable, custom-
designed cabins, general stores and other structures. “We’ve got such
versatility in our design capabilities that we finally realized we had 
all the resources within our standard offering to put cabins together
ourselves.” 

Since cabins can be a big investment, it is worth answering some
key questions about what you want before you start looking at differ-
ent ways to get them built — or delivered.

• Where should you put the cabins? You may have only one 
option, but if you have many, think about which location will best
serve your guests. Do they need to be near things like bathrooms 
or recreational activities? Which site will make it easiest to tie into
electricity, water or other utilities? 

• How many cabins you can place on your site and how big

they should be? Consider both the culture of your campground and
how much you can charge guests when examining this question. Cab-
ins large enough to accommodate families will fetch a higher rental
amount, but if your campground caters to singles and couples, larger
cabins may not be appropriate. If you want larger buildings but have
a limited amount of room, consider structures with lofts or two stories.
“Cabins that are vertically-oriented can help you save space,” noted
Dalton Deeks, engineering department manager at Romtec. 

• What should your cabins look like? Does your campground
have a certain “look” the cabins need to match? Should they appear
rustic for people who want to pretend they’re roughing it, or do they
need to look sleek and modern to attract “glampers?”

• What amenities do you want the cabins to offer? Will they
serve only as shelters, or do you want to provide features like heat and
running water? Would adding solar panels or freezers for storing fish
or meat be good marketing tools? If your campground is publically
owned, do the cabins need to meet Americans with Disabilities Act
requirements?

• What building requirements does your city or county have?
Working with your local building department can be anything from a
minor speed bump to a full-blown migraine. See if they have someone
who can counsel you on what you’ll need to do before, during and
after your cabins are installed. Also, see what help your potential cabin
supplier can provide in this department. “We’re real adept at getting
through building departments,” Deeks said. “All our buildings are 
pre-engineered and have everything they need for code compliance.” 

• What is your budget for cabins? This topic may be the final
thing on the list, but don’t leave it for the last minute. Do a quick
budget that shows how much income you think the cabins can gen-
erate and much you think you can invest in your posh new feature. 

If you follow these steps, you’ll find that cabins can be a profitable
addition to your campground. —Sophia Bennett   WCM

Keystone’s log cabins have a variety of options.

Romtec Inc. (541-496-3541) offers prebuilt cabins.

www.yurts.com
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When the Ott family purchased a dilapi-
dated, failing campground near Orlando,
Fla., in 2008, the first changes they made
were brick and mortar: new paved roads,
concrete pads, all-new electrical, cable
and Wi-Fi, new shower and restroom facil-
ities, as well as a 9,000-square-foot club-
house. And, of course, those improvements
were the most critical in making Wekiva
Falls RV Resort the successful business
that it has become. 

More recently, however, as Wekiva Falls
left its partnership with Kampgrounds of
America Inc. (KOA) in 2013, they faced the
significant challenge of reinventing their
brand and starting from the ground, up, on
a website as the centerpiece of a new mar-
keting campaign. With some out-of-the-box
thinking and solid goals for the website,
Wekiva Falls marketing director and co-
owner Heidi (Ott) Runels told Woodall’s
Campground Management that they’re 

hire California-based Big Rig Media to 
not only build the new website but to help
create a seamless marketing campaign,
including a new logo, print ads and
brochures. 
That decision was initiated by a recom-

mendation from an existing partner, but 
ultimately it came down to the Big Rig port-
folio. “Everything they had on their website
looked extremely professional, and was
very much in line with what we were look-
ing for,” Runels said. “We wanted to make
a big splash and felt like they could help
with that.”
Inspired by the Wekiva Falls experience,

WCM asked several experts in the field to
chime-in for a discussion of outdoor hospi-
tality websites and the pitfalls and best
practices in the industry. 

Start By Analyzing: What’s 
Going On At Your Site?

When it comes to rebuilding or retooling,
several of the professionals we spoke with
recommended analysis as a first step. That
was certainly the case for David Strait, 
proprietor of Strait Answers, a marketing
company based in Antioch, Calif., that 
specializes in RV campgrounds and resorts.
Strait said that he doesn’t often suggest
complete website rebuilds like they took on
at Wekiva Falls. 
“Typically I’m inheriting a website that

someone else created and I have to go in
and see where the bodies are buried,” he
said. “It’s pretty common that the web 
designers aren’t steeped in the RV industry,
the vocabulary of it, what the buying cycle
is or the most important features of a park.
So I’m often filling that role, among many.”
One of the first things he does, and

something Strait suggests for anyone tak-
ing on a website redesign, is to install
Google Analytics onto the existing site,
which then allows a detailed look at traffic
flow and user behavior.    
For example, Strait said, it allows you to

see what type of keyword combinations
users are typing into their browser that

brings them to the website, the number of
visitors coming to your site from places like
Good Sam, how long visitors stay on your
homepage, the percentage of users who
book online, and the percentage of users
who click on each tab within your page,
among many other data sets. 
“So the analysis will inform the design,”

he said. “Why would you start a whole new
website from the ground, up, until you’ve
spent six months looking at those reports?” 
While Strait says that it should be rela-

tively inexpensive for a park owner to hire
a consultant like him to simply install

extremely satisfied with the results — and
happy to share their experience with oth-
ers.
“The new website has definitely brought

in a lot of new business,” Runels said. “I
think it has to be a major part of any mar-
keting effort. It's the first impression that 90
percent of your customers are going to
get.”
In her case, after shopping around and

doing a lot of research, Runels decided to

What Can the Web Do For Your Campground?

Experts offer tips and tricks for park owners to get the most out of their online
presence, including the possibilities and limitations of websites in the digital age

David Strait

www.bookyoursite.com
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Google Analytics, it’s also something that
a tech-savvy park staff member could
manage. 
“Campground owners can install it

themselves with a little technical knowl-
edge or have their web designer do it, or
hire someone to do it,” he said. “Then they
can get monthly reports to really broaden
their understanding of what they need to do
with the website.” 
For her part, Evanne Schmarder, princi-

pal of Nevada-based Roadabode Produc-
tions, agrees that analysis can be a solid
starting point. As an outdoor recreation
communications consultant offering similar
services to what Strait does, Schmarder

said that she finds Google Analytics a bit
complicated for most owners to install and
navigate alone. She also feels that there
are several steps that should be paired with
analysis, which leads us to the next tip.

Know Your Customers, 
Develop Goals 

To better understand the data they mine
from analytical tools and to make better use
of it moving forward, Schmarder said it’s crit-
ical that owners do two things: Know why ex-
isting customers are choosing their park —
and develop goals for what they want their
website to accomplish. For those who
choose full-service companies like Big Rig

Google Analytics offers an easy look at who’s viewing your site and what they’re using.

Evanne Schmarder

booking with a focused call to action.”
As for the best way to know your 

customers — essential for creating goals
and having a direction for your website — the
experts recommended going straight to the
source. “Talk to your customers, find out why
they picked you,” Strait said. “Find out 
why people are coming to your park and 
emphasize that.”
Schmarder agreed. “If they need to, they

can single out a few of their better customers
and do a quick three-question survey,” she
said. “Have the manager drive around the
grounds and ask people those questions.
Give them a bundle of firewood for participat-
ing. Ask different demographics. Get a nice
cross section. See what people are thinking.” 
Among the industry veterans we sur-

veyed, there was one unanimous recommen-
dation: Unless a park owner or staff member
has been professionally trained in design,
they should seek experienced, professional
help when it comes to site layout and design.
It may seem self-serving for marketing 

Peter Pelland

Media or Texas Advertising, this step will
likely be incorporated into the process, but
it’s something that some owners may want to
do in-house or with the help of a consultant. 
“If park owners don’t know what their

goals are for the website and what they
should be shooting for, then they don’t see the
benefit of a website,” Schmarder said. “The
specific goals that people come up with are
going to be dependent on the unique qualities
of their business, but what’s really important
is that they have a way to create those goals
and a path forward. I think that’s the most 
difficult part.” 
Schmarder cited the example of how a

park with 1,000 winter snowbird sites might
have very different goals than a 100-site
urban park. 
“Maybe the 100-site park is full all the time

and they’re just trying to build top-of-mind 
future business and customer loyalty,”
Schmarder said. “Whereas the 1,000-site
park might be much more focused on reach-
ing new audiences or generating online

www.raindeck.com


20 -  February 2015                                                                                                                                                                                       Woodall’s Campground Management

professionals to warn against the do-it-your-
self route, but they all insisted that it isn’t
about getting more business for themselves
but about helping to create thriving busi-
nesses for others.  

Peter Pelland, owner of Pelland Advertis-
ing based in Hayden, Mass., put it this way:
“We do occasionally run into owners who
have built their websites themselves, or
they’ve had their son or daughter do it, or
even a camper,” he said. “But these are for-
mulas for disaster. Turning web design over
to a friend or relative just because they are

more comfortable using computers, that’s
probably going to end up costing way more
than any amount saved on web design.”  
Runels at Wekiva Falls echoed that senti-

ment. “Hands-down the best choice we

made was to go with Big Rig Media,” she
said. “I think it’s important to look at profes-
sional web design as an investment that will
pay for itself, because if it’s done right, it will.”

Braden Walker, web director at Texas Ad-
vertising, said that while there are legitimate
free website building programs out there
(such as Wix and Weebly) they tend to be
very basic with limited options. “If you really
just can't afford to pay for one, then I’d rather
see you build one with something like Wix,
rather than giving your grandson’s friend $100
to do one,” he said. “Even though I personally
don’t like it, at least there will be some level
of customer service if things don’t work.”    

Ensure Your Site Is Up-to-Date With
Search Engine Optimization (SEO)
Search Engine Optimization, or SEO, is one

acronym that’s worth knowing even if you
plan to fully outsource all of your marketing
including your web design. It’s very likely that
the term will come up, and because it’s so
commonly used in site design and marketing
circles, it may not come with an explanation.
SEO plays an important role in how visible
your business is online and it’s worth under-
standing even for the most delegation-
minded owner or manager. 
The term itself isn’t difficult to understand.

At its core SEO is simply the practice of mak-
ing your website as visible as possible to
search engines (like Google, Bing, etc.), and
ensuring that it is ranked as high as possible
in those search engines when it comes to all
pertinent descriptions of your business. 
For example, if you have a park outside of

Auburn, Calif., then having solid SEO will 

Manage your site to make it rise to the top of the list of searches when someone’s looking
for an RV park near you.

Looking for a web designer or a full-
service marketing company to help launch
or re-launch a website? Here is a brief list
of important questions to ask that will
help with selecting the right partner for
the job.

• Does your company have experience
creating sites for the hospitality industry or
outdoor hospitality industry? How many
similar projects have you completed?

• Who will be the project lead? Can we
see his/her portfolio? 

• Will you help develop goals for the
website or will we be required to do this on
our own?

• What will be the process for coming

up with site content? 
• Who will be maintaining and updat-

ing the site once it’s built? How will this be
accomplished?

• Will there be an administrative track-
ing feature like Google Analytics installed
on the site? 

• Will basic Search Engine Optimization
(SEO) be included in the cost of building
the site, or is that extra? Can you explain
your specific SEO techniques?

• Will the proposed site be fully func-
tional and easy to view (responsive) on all
of the current smartphones and tablets? 

• What are the up-front charges and do
you tack on recurring fees?  WCM

What to Ask Potential Web Designers

Braden Walker

http://dogipot.com
www.airwaveadventurers.com
mailto:sales@airwaveadventurers.com
www.fluidmfg.com
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ensure that you’re ranked high with search
terms like “RV Park near Auburn, CA.” You’ll
also want to shoot for high rankings when
any combination of “RV Park,” “camp-
ground” and nearby major attractions are 
entered, such as Sacramento, Lake Tahoe
and Eldorado National Forest. 
But there can be some subtleties to SEO,

as Strait pointed out. To stay with our exam-
ple, Strait said he had a friend with a park in
the area, which is commonly referred to as
California's Gold Country. 
“I did back-of-house scanning to see

which words show up on the page and what
words Google used to index the site,” Strait
said. “He didn’t have ‘gold country’ anywhere
on his site. He had the city name, he had gold
panning, and he had prospecting, but he
didn’t have gold country.” 
One of the fundamental methods for good

SEO, Strait said, is to “make sure that you in-
clude on your website all the activities that
people do on your grounds or in your local
area, as well as the reasons that people
come visit you. You can even just make a 
bullet list.”  
Another common SEO technique that

worked for Runels at Wekiva Falls was to 
include a topical and relevant blog on the
website. “In my SEO research, I kept coming
across the importance of pushing content,”
Runels said. “So one of the things that was
important to me was the Wordpress platform
so I could create a blog. And it’s not just me
rambling about what’s going on at the park —
it’s specific to pertinent events and detailed
information. So I can make sure that each
post is relevant and going somewhere and
related to the content that we have.”
One unique feature of SEO is that the 

algorithms that Google and others use to rank
search returns are constantly changing, so a
trick that worked five years ago may not work
now. “SEO is a moving target,” Pelland said.
“So you really have to make sure that who-
ever you hire is on top of it and versed in the
latest technology.” 
While all of our experts agreed that there

are methods for SEO that work very well, be-
cause the topic is somewhat murky for those
outside of the field they caution owners to be
wary of scammers in the field, often in the
form of companies that don’t do web design
but just bill themselves as SEO specialists. 
“One company we found was charging up

to $2,500 a month for SEO and when we
looked at it, they were doing virtually noth-
ing,” Pelland said. “It’s important to do your
research, ask to talk to existing clients and
get some input from other companies when
it comes to SEO. There is a lot of ‘snake oil’
out there.”   

Stay Simple and Focused 
One thing that kept coming up over and

over in our discussions was the importance
of staying focused and relatively simple with
your website. As the Internet gained momen-
tum in the late ’90s, many sites (even profes-
sional ones) featured a dizzying array of tabs
and drop-down menus, as well as animation
and often music. Web design researchers
are finding, however, that most users quickly
click away from these types of audiovisual
assaults, thus the trend has been to simplify
and clarify in professional design. 
“Usually there are only a couple things

users want to know,” Strait said. “Is this an
RV park? Does it look like I would go there?
What do they charge? Where the heck is it?
If you don’t answer those questions right
away with your website, then they’re going
to move away quickly.” 
“We do know the qualities of a successful

website,” Schmarder agreed. “It should be
easy to navigate, have large, compelling pho-
tos that demonstrate the best features, the
tabs should be clear, and the fewer clicks to

get to information the better. You don’t really
want a very deep site.” 
At Texas Advertising, Walker said that the

term they use for this is a “clean site,” which
is something they are constantly suggesting
to clients. “You may really want dancing rein-
deer on your home page,” he said. “But that
is probably going to confuse the user and end
up losing you business.” 

Leverage Third Parties 
with Wider Audiences

Website traffic tends to build on itself. The
more you get, the more visible your site be-
comes — which in turn leads to more traffic.
To help jump-start their traffic, Runels and
Wekiva Falls turned to third parties, specifi-
cally popular “online coupon” sites like
What the Web Can Do – continued on page 24

www.campgroundmanager.com
www.pelland.com
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daughter, Heidi (Ott) Runels. 
She and her brother, Gary Jr., moved to

Florida in 2008 to join the family business
— which turned out to be difficult and 
unpleasant at the start.

“It was extremely hard,” Runels said
frankly. “Not only did we have a huge
learning curve, but we underestimated the
deplorable condition of the park and its
horrible reputation amongst campers. We
had to overcome both.” 

Wekiva Falls required a “complete over-
haul,” she said, starting with the immediate
ejection of 100 of the park’s 200 residents.
Then they got to work on the property by
upgrading the electrical system, adding
cable, paving the roads, pouring new 
concrete pads, cleaning up the marina, 
remodeling the store and laundry facilities
and building new bathhouses, an office, a
walk-in concession area and the park’s first
clubhouse — a 9,000-square-foot facility
with a stage and a large kitchen.

Symbiotic relationships with local RV
dealerships were set in motion “from Day
One,” according to Runels. “We reached
out to give them brochures on our park in
hopes of getting our name in front of our

CAMPGROUNDPROFILE

target audience,” she related. “We offer a
free night at our park for anyone who pur-
chases an RV from a local dealership.” 

Wekiva Falls also houses rallies for deal-
ers such as Giant Recreation World in Win-
ter Garden, Fla., which has its own RV club
that visits twice a year; and when La Mesa
RV opened its newest store just five miles
away, they easily fell into a partnership. 

“La Mesa often has transient employees
who stay in RVs, and we offer them a 
discount on the monthly lot rent,” said
Runels, and many times customers 
redeeming their free night’s stay after a 
purchase at La Mesa are new to camping
and find the experience extremely helpful
for them. “We have a very knowledgeable
staff, since they are all campers too, to help
them get their new RV all set up and 
situated in their site.”

When Gary Ott first laid eyes on Wekiva
Falls RV Resort in 2007, it was a wreck. 

The man who developed the property
30 years before and ran it with his wife had
passed away, leaving his widow to manage
the 100-acre, 800-site park alone. It had
fallen into grave disrepair and devolved
from a popular camping destination into
the worst trailer-park stereotype. 

Ott decided it was perfect and bought it
within a year.

It seemed to him a perfectly sound in-
vestment choice, even though the park had
no modern amenities and its original
1970s-era electrical system was still in use;
what it did have was a beautiful natural
landscape at his precise desired location be-
tween Orlando and Daytona — and plenty
of room to grow. 

It was also irrelevant that he had no 
experience whatsoever in campground
management or any facet of the outdoor
recreation industry. Ott’s 20 years of 
experience in self-storage business opera-
tions and ownership was, he felt, suffi-
ciently applicable. “His very basic thought
process was, ‘Instead of storing boxes, 
I’ll be storing people,’” explained his

Continual Upgrades, Customer Service Turn Florida’s
Wekiva Falls RV Resort from Distressed to Dynamic

In addition, La Mesa comes to the
campground every Wednesday during the
snowbird season with coffee and donuts.
“They always bring the latest models of
RVs and have sold a few over the years at
our park,” she said. “We believe a dealer-
ship/campground relationship is wonder-
fully reciprocal, with the best part being
that the customer benefits on both sides.”

But after Ott’s general business acumen
had run its course, Wekiva Falls suffered
an identity crisis of sorts while the family
tried to figure out where they’d find their
niche. “With a park as large as ours, we
were constantly looking for ‘the answer,’
that one thing that’s going to be the best fit
for us,” Runels related. “We were hopeful
that one idea would help fill our park.”

They toyed with presenting themselves
as a rally mecca in 2008 and 2009, then

‘I need to build relationships because this is a relation-
ship-based industry. I believe that keeps us one step
ahead of the game,’ said Heidi Runels. ‘There may be a
place down the road with a better rate, but my camper
relationship and customer service will often outweigh the
extra $50 a month he has to pay.’

Wekiva Falls campers and day visitors enjoy swimming, two tubular slides, picnic tables, grills,
umbrellas, DJ and kids’ games at the natural sulfur spring, where “DJ CM” plays music and runs
kids’ games on summer weekends; the park averages 1,500-2,000 weekend visitors, with Memorial
Day 2014 (pictured) bringing in 3,500.

Gary Ott Jr. (standing, all the way to the right) pauses with the O’Dea and Eaglen family, Michi-
gan snowbirds many of whom all volunteer in the clubhouse when they’re staying there.



they want. 
“We keep in the office, rotating on a

weekly basis, what we call the Fantastic
Five — the top five sites currently available
— and we show these to the new guest.
The process can take a little bit longer, but
it’s easier for me to give someone a 15-
minute tour so they can see everything and
let them say, ‘Hey, I really like that row with
lots of trees,’ or ‘I like this area further away
from the pool,’ than for us to pick a site for
them and then find out later they didn’t
enjoy their stay,” she described. “We 
believe it’s important to guests to feel 
they have control over their visit, and us
taking the extra time to set up the guest
experience helps to cut down on a lot of
questions or confusion during a stay.”  

Giving guests control over their visit is
reflected in the family’s a-la-carte mindset;
for example, cable isn’t included in
monthly rates because not everyone needs
or uses it, explained Runels. “We strive to
keep our camping rates as low as we can
and let the guest add on what they need
from there.”

Other initiatives release control to ven-
dors that help lighten their administrative
load, which became particularly valuable
after Runels moved to Indiana and then
Michigan and the other three returned 
to their native Ohio, leaving day-to-day 

operations in non-Ott hands. (Runels helps
out at major events and holidays and Gary
Jr. spends one week there every month, but
the family mostly runs the park remotely
through weekly conference calls and
nightly reports sent out by the couple that
heads the on-site staff.) Rental company
My RV Hotel independently sets up and
rents an “Ambassador Suite” unit on the
property; and CampLink, a third-party 
Internet provider, installed and maintains
the system and directly handles service and
payment. 

“While there was no up-front cost to us,
a 100-acre park is a large area to service, so
CampLink does charge for Wi-Fi at the in-
dividual sites,” Runels explained. “Since
Internet has become such a commonplace
thing, we asked CampLink to provide two

dabbled with Passport America — the
park hosted its 2011 National Rally and
“tried to come up with a way to use Passport
America as the ‘end-all, be-all’ of our park”
— and when that trajectory dissolved,
Wekiva Falls spent 14 months in 2012 and
2013 as a Kampgrounds of America
(KOA) franchise after the elder Otts at-
tended a convention and thought KOA
might be their “knight in shining armor.”

And indeed, the KOA brand helped
override locals’ bad opinions of the park as
well as bring in new campers that had
never encountered the previous owners’
version of it, and its systems filled the 
family’s void of campground-specific
know-how. “KOA helped us add things to
our park we didn’t even know were impor-
tant, like adding picnic tables to all the sites
and clearing out roots and overgrown trees.
They had systems in place that helped us
monitor what our guests were saying about
us. The NPS (net-promoter score) reviews
could singlehandedly be the greatest tool
we took with us from KOA.” 

In the end, said Runels, the KOA model
“didn’t fit the uniqueness of our park for
the long term, and it probably wouldn’t
have been a good fit for KOA either; but
that was the most productive path we ever
followed. While our franchise ultimately
didn’t work, we’d finally received the edu-
cation we needed to go forward.”

The Ott family found them-
selves five years older and wiser,
having learned enough about the
campground business to run it
themselves, learned more about
what they already had in the park
from a few key pre-buyout team
members and learned what a wide
world of campers exists — and
which ones they wanted as guests,
as well as what those guests would
want from them. 

They also learned to be flexible
and experiment, as with their
search for the perfect campground
management software. They’ve fi-
nally found happiness with their fourth.
“We started with Digital Rez, then Camp-
ground Master, then KOA’s. After doing a
lot of research, we selected RMS and we
couldn’t be happier,” she said. “Of course,
the system itself is very user-friendly; even
our most ‘technologically challenged’ 
employees mastered it.”

All that learning led them to one simple
truth: There is no “one idea” that will sin-
glehandedly fill an RV park — it’s a culmi-
nation of many successful ideas and
initiatives that play to their strengths, both
those of the park and the management. 

Because the park is so big and has so
many sites available at any given time,
guests checking in are led by golf cart to
not just one site; they’re led around the
property so they can “shop” for the site

free hotspot areas. Being able to offer 
the free hotspots makes some guests more
accepting of the fact that it’s not free every-
where, which can be a sore subject; people
are increasingly expecting it, and in some
cases it is just too expensive to offer for
free.” 

Another major Wekiva Falls growth 
initiative is the RV Getaway program,
which lets guests reserve monthly sites
with 15 nights for camping and 15 for 
storage. It’s a popular option for locals who
can’t park an RV at home due to neighbor-
hood restrictions; this allows them to store
it in a safe place, plus use it without the
hassle of packing and unpacking it. 

The Getaway program has produced the
quickest and highest yield of business 
expansion at Wekiva Falls; in 2010, it
brought in about 15 such campers every
month. In 2013, they reserved 111 guests
for a total of 8,008 camping nights; in
2014, guest reservations totaled 166 over
9,769 nights, “and the trend is continuing
upward,” she said. “It’s made such an im-
pact on our sales and occupancy. It’s huge.”

But Runels appreciates the intangibles
most of all. “Because we have the space and
because it’s Florida, where it’s still 70 de-
grees in January, we turned it into a year-
round program. Half of the people that set
up like this in the summer just leave it

there year-round, and then
they think of it as a vacation
home,” Runels said. “It’s
key in building relation-
ships with them. You see
our Getaway people come
through all the time now
feeling like Wekiva Falls is
their home, too. You create
that with your snowbirds
because they’re there three
months out of the year like
clockwork, but to create
that with local guests really
puts your name out there in
such a different way.” 

That’s the holy grail of
this business, she said. “I need to build re-
lationships because this is a relationship-
based industry. I believe that keeps us one
step ahead of the game,” she related.
“There may be a place down the road with
a better rate, but my camper relationship
and customer service will often outweigh
the extra $50 a month he has to pay. I may
not have concrete pads and firepits and
outdoor patios and landscaping at every
single site, but if I provide good, level sites,
amenities that work, fun activities and cus-
tomer service like you can’t believe, I’m
gonna win that customer back every time.”

Relationships aren’t the only thing being
built at Wekiva Falls. Upcoming property
improvements include adding a dog wash
near the dog park, a new bathhouse with
updated and larger showers and restrooms,

a second laundry facility, a new secondary
clubhouse, an exercise room and a small
meeting room, weekend family activities
and outdoor movie nights and the addition
of a second, larger pool behind the existing
clubhouse featuring an area with an out-
door bar, firepit, waterfall and shuffleboard
court. “Constant change and improvement
is always our goal,” Runels said. 

At the end of the day, though, the Ott
family prioritizes one thing: Each other. 
Although working with family has its 
ups-and-downs, “you have to remember
that your family is first. You do go through
some rough moments, but we came
through ours better for it,” she said. “You
can unravel over technical things like what
colors you should use in your logo. This
person wants to go this direction, another
wants to go that direction. But four brains
are better than one, although you have to
have just one head honcho. You need that
team effort.

“I think one of the most interesting
things about our story is the fact that none
of us had any knowledge of the RV indus-
try prior to taking on one of the largest
parks in Central Florida. We have faced so
much adversity with this park, and done so
as a family.” —Barb Riley   WCM

Campground Overview
Name:Wekiva Falls RV Resort
Address: 30700 Wekiva River
Road, Sorrento FL, 32776
Accommodations: 817 full-hookup
RV sites, most with picnic tables
and cement pads; about 400 
standard (40 ft. x 30 ft.) and 400 
premium (100 ft. x 40 ft., cable 
included). 100 tent sites, some
with water/electricity
Physical description: 106 acres
with wooded areas bordering
Wekiva River and a marina on a
river tributary running through
the park and into a natural warm
sulfur spring swimming lagoon at
the center; surrounded by 9,000
acres of state conservation land 
Season: All year 
Rates: All RV sites with full
hookups: $39-$49/day, $234-
$294/wk., $399-$624/mo. Tent
sites: $25-$30 primitive; $32-$37,
water/electricity. Rental unit:
$149/day, $750/wk., $1,000/mo. RV
Getaway (15 nights camping, 15
nights storage on site): $299/mo.
Day passes: Ages 2-11, $6; ages 12
and up, $8; carload (max 6), $25

Website: www.wekivafalls.com WCM

WOODALLSCM.com February 2015  -  23

Canoes and kayaks can be rented at the marina for use on Wekiva River,
Florida’s second most protected river and bearing the U.S. Department
of the Interior’s “Wil

Wekiva Falls offers a handful of extra camper services, such as propane tank refills on site
and mail receiving service.Visitors to the Tiki Bar can enjoy sports events on two flat-screen TVs and karaoke nights.
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While the experts we interviewed often
agreed on most points, there were some
subjects where the opinions diverged.
Three of the biggest were: The importance
of using social media; having a website
that operates on mobile devices; and inte-
grating an online booking feature. 

For example, Pelland Advertising
places a big priority on customers getting
a responsive website that will function on
all types of mobile devices. David Strait,
however, feels that this is a feature that
price-savvy owners can leave out without
sweating it too much, especially if their 
demographic is older.

“The older folks are just not doing
travel research on their cell phones,” he
said. “You still have to do a website that
looks good on a desktop or a laptop.”  

Strait also said that his study of websites
using Google Analytics has led him to see
things a bit differently from his peers when
it comes to online booking and social
media. 

“For all of the client websites I’ve done,
when it comes to booking, the percentage
of traffic of users who are actually complet-
ing a booking online is less than 1%,” he
said.  “It’s very shocking. And I can tell you
that social media is meaningless in web
traffic for all my clients. You don’t have to
worry about Facebook unless you want to
do Facebook. That’s usually a relief.” 

Roadabode on Common Mistakes
and Best Practices

Best Practices:
• Have written goals and use analytics

to measure those goals.
• Change content on your site on a

weekly basis.
• Delegate web updating to a staff mem-

ber or a staff team.
Common Mistakes:
• Incomplete information: No pricing,

no info about the camping sites, etc.
• Creating too many clicks to find infor-

mation. Make it easily navigable.
• Lack of visuals. Sometimes too much

text or just a simple lack of images. 

Strait Answers on Common 
Mistakes and Best Practices
Best Practices:
• Install Google Analytics or something

similar to better understand traffic on your
site.

• Ask customers why they visit your
park. Incorporate those reasons and 
keywords into your website.

• Tailor the amount of website you need
to your park size and budget. A small, 
seasonal, out-of-the-way park may be wast-
ing money on a fancy $10,000 website.

Common Mistakes:
• Inconsistent advertising vehicles.

Website should be consistent with
brochures, ads, logo, etc. 

• Creating a confusing home page by
trying to cram too many elements in.

• Websites with no call to action. Effec-
tive sites use design and content to nudge
users to take action, like  making a 
reservation.   

Pelland Advertising on Common 
Mistakes and Best Practices
Best Practices:
• Responsive, responsive, responsive.

Optimize websites for usability across 
mobile devices.

• Provide a quality user experience
based on what is going to appeal to your
market, not just what you like.  

• Consistency in branding across plat-
forms. Tie your website to your other
forms of advertising through look and
language.  

Common Mistakes:
• Trying to do it yourself.
• Thinking the website is anything less

than mission critical/compromising on
quality.

• Investing in old technology.

Texas Advertising on Common 
Mistakes and Best Practices
Best Practices:
• Include crucial information 

customers need, such as rates, amenities,
photos. 

• Create a clean-looking website that is
easy to navigate.

• Make sure that your site can be found
easily through search engine optimization. 

Common Mistakes:
• Lack of content. Try to fill out your

page as much as possible with quality 
content.

• Too many clicks to get to important
information like rates, or leaving that 
content out completely.

• Lack of photos or poor-quality 
photos.  WCM

Areas of Differing OpinionGroupon and Living Social.  
“We created a couple of different cam-

paigns with Groupon and Living Social back
in 2011,” Runels said. “We started with just
regular water-park admission and canoeing
coupons and then expanded to the camping
sphere. The amount of traffic coming to our
website when we were running those cam-
paigns was out of this world. Numbers I
could never recreate. They were a powerful
tool to expose our campground to people
who had no idea we existed, whether they
ended up getting the deal or not. Then we
took the idea of package deal and do that in-
house. We now have them available on our

website all the time and run them through
Paypal Business.” 
This third-party approach can also be 

applied in the realm of travel reviews, said
Schmarder, who advocates that clients lean
on heavily trafficked review sites like Trip 
Advisor or Yelp, rather than incorporating a
review feature directly onto their company
website. 
“Reviews are going to happen whether

you’re looking at them or not,” Schmarder
said. “I’d just recommend that owners 
respond as much as possible to reviews on
popular third-party sites. You can always 
put a Trip Advisor badge or Yelp badge on
your site to show users that you’re not afraid
of reviews.” —Ty Adams   WCM

Color helps this site grab attention, and it’s easy to see the big draw to the park at a glance.

What the Web Can Do —from page 21

New PMRV Financing Program Announced
Full Circle Finance Inc. of Wenatchee,

Wash., announced that it is offering an in-
troductory 6.99% lease-to-own program for
specific park model cabins built by Pinnacle
Park Homes of Georgia.
Full Circle Finance understands the

campground industry and the power of the
nightly, weekend, and weekly rentals of park
models. The park model RVs are the collat-
eral. There is no need to offer a large down
payment or additional collateral to fund
these transactions. Full Circle Finance offers
financing for the shipping costs and tax as
well, so the out-of-pocket upfront costs are
very low to start the contracts.
“We understand the rate of return on a

park model cabin is an excellent investment
for campground owners. The average park

model rental is about $150 per night and an
average monthly payment is roughly $500.
That means less than four rentals per month
cover the debt service. This is one of the
best rates of return on any equipment we 
finance,” said Tim Cetto, Full Circle Finance
CEO.
The new program is available just in time

for the northern camping season to open, ac-
cording to the company. This is a limited-time
offer good through the month of February. Full
Circle Finance said it can take a credit appli-
cation and have funding in place in less than
24 hours. All products offered by Full Circle Fi-
nance Inc. are on approval of credit. Kevin Van
Wagner takes care of all of the campground
industry business at Full Circle Finance, Inc. He
can be reached at 888-223-2600.   WCM

www.hireaworkamper.com
www.phelpshoneywagon.com
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• Real Rustic Log Cabins
• Turn-Key!
• Durable and Appealing
• Highly Profitable
• Pays Off Within 1-3 Years

Amish Built Park Model Log Cabins

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

Park Model Cabins
starting at $20,900

Located in Lancaster, PA

Cabin Kits 
starting at 
$8,900

GUEST VIEW

The idea to “think small” isn’t new. It
worked wonders for Volkswagen — their
famous advertising campaign from the
Doyle Dane Bernbach advertising agency
that started in 1959 has been cited by 
Advertising Age magazine as the best ad
campaign of the 20th century. Many people
today are similarly rethinking their strate-
gies today and are making a concerted 
effort to buy local and support small 
businesses. This new consciousness is 
behind the resurgence in family farming
and the purchase of farm shares — con-
sumer-supported agriculture — through-
out much of the country.

Another benefit to this is being able to
get to know the people with whom you do
business. Most campgrounds are family-
owned small businesses that are perfectly
poised to capitalize upon this popular de-
sire, and there is no better way to introduce
yourself to new markets than to tell your
personal story.

Sort of like “show and tell” back in
kindergarten, telling your story is the best
way to introduce yourself to people — and
if they like what they hear or read, you
may have set the foundation for a very
long-term relationship. To get started, it
would probably be a productive exercise
to take the time to put your story down on
paper. What is the history of your camp-
ground, and what is your story as its
owner? Tell people why you bought your
park, and what you are seeking to accom-
plish. Are you a new owner, or are you the
fifth-generation of Smiths to run Peaceful
Acres? We are not talking about a business
plan or formal mission statement. We are
talking about personalizing what might
otherwise be another anonymous business
… just like those of your less-personal
competitors.

Here are a few tips for what might be 
included in your story, but above all else,
make it personal and from the heart:

• Why did you decide to buy (or
build) your park?We are not talking about
how you intend to amass a fortune as part
of a five-year plan. What is it that you 
are trying to offer your guests or that differ-
entiates your park?

• What did you do in life that took
you to this point in time? Did you work
in customer service, or did you perhaps
work in a big company that downsized or
moved its production offshore? What les-
sons did you learn that you will bring to
your business, and how do you plan on
doing things differently? Many people will
directly identify with your prior experience.

• Talk about your family and what it
means to you. Are there family values that
are now part of your business ethics? Is
your park the kind of place where you want
your own children to grow? In fact, are
your children working with you as the next
generation?

• What are your long-term goals for
your park? It is amazing how people will be
willing to help you to attain your dreams

and will want to be a part of seeing them
materialize, but they need to know what
those goals might be. Share your dreams,
and get your customers emotionally 
involved.

• What are you doing – personally –
that makes your park different from many
others? If your life includes some sort of 
“Eureka!” moment or epiphany, tell the story.

Many people feel an overwhelming de-
sire to shop locally. Even if your park is part
of a national franchise, you should still be
personalizing your imprint upon the 
national brand. People choose name brands
because they feel that they can expect a de-
gree of reliability and consistency. Capitalize
upon those qualities but then build upon
them by adding your personal imprint.
Even McDonald’s regionalizes its menu.

In Australia, McDonald’s offers Vegemite
on its menu, in Japan and Hong Kong it 
offers Shrimp burgers, and in India McDon-
ald’s is a giant of all-vegetarian fast food.
Here in the United States, McDonald’s 
includes lobster rolls on its menus in New
England and the Canadian Maritimes, crab
cake sandwiches in the Delmarva Peninsula,
breakfast platters with Spam in Hawaii, and
biscuits and gravy in parts of the South. Like
that international brand, you probably want
to do your best to “localize” your appeal to
your own unique customer base.

Walmart is a perfect example of what can
happen when a business loses sight of its
origins. The chain grew because it was Sam
Walton’s personal story and retailing con-
cept. When he died, his personal story died
along with him. Today, people shop at Wal-
mart for one reason and one reason only:
Price. Even the trucks that are ever-present
on the highways tell the story: “Always Low
Prices.” Without price (and perhaps its 
omnipresence), the world’s largest retailer
would be out of business.

Ask a few of your campers for the first
word that comes to their minds when they
hear the name of your campground. Ask
first-time arrivals why they chose your
park. If the answers are price, a color or a
mascot, you may need to put greater effort
into telling your story. If the answer is a
word that conveys an emotion or a concept
— anything from enjoyment to security to
a friendly environment — you are probably
on the right track. Use those same words in
your marketing, recognizing that the qual-
ities that are drawing guests to your park
today are the same qualities that will allow
you to widen your markets.

Tell your story, and try to personalize
every aspect of a coordinated marketing
campaign. Add a personalized “About Us”
page to your website, put your photo (or a
family photo) in your advertising, and try
to write in the first person. Speak directly
to your customers, in a friendly manner,
telling them “what we can do for you.” Your
message will strike a resounding chord, and
your readers will respond.

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

Peter
Pelland

How to Avoid Identity Theft — at
Home and at Your Business

www.checkboxsystems.net
http://southeastpublications.com
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CAMPGROUND

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

CLASSIFIEDS

HELP WANTED
CAMPGROUND MANAGERS
Travel Resorts of America is 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!

CAMPGROUND MANAGERS NEEDED
Locations vary. Campground or
hospitality experience preferred.
Competitive compensation and
benefits. Send resume to jcohen@
campgroundlodgingconsultants.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
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Looking for a great investment
and business opportunity?

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

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

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

Family Owned 
RV Park For Sale
in Joseph City, Arizona Close
to Petrified Forest Park Just 
off I-40 on Route 66. 24 Sites
Under the Trees with 2121
sqft, 4 Bed, 2 Bath Home. 
Established in 1972. $275k.
Call: 928-386-1500

MICHIGAN CAMPGROUNDS FOR SALE
SEVERAL CAMPGROUNDS AVAILABLE
Including in North Central, South

East and West Michigan Regions

BRIGGS REALTY
www.briggsrealtyonline.com

616-942-1071

FOR SALE!
$875,000

Oklahoma Combo RV/Mobile
Home Park - 68 RV Pads

14 Mobile Homes/Cabins
19.24 acres mol

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

125 South Broadway, Ada, OK 74820 

and parks only pay when an actual reserva-
tion is made. Parks can cancel anytime with
no strings attached, making it easy to dive
into the world of online booking, according
to Poterbin.
When campgrounds and RV parks begin

working with RoverPass, they’ll be able to
immediately add their park sites to the web-
site — all of them or only select ones the
park wants to dedicate to RoverPass
campers. After setting up the inventory,
parks will be notified of reservations from
the communication method they prefer, ei-
ther by phone, text message or email.
RoverPass uses a pay-per-performance

payment process — parks pay RoverPass
10% of the booking transaction only when a
reservation is made through RoverPass.com
and its smartphone apps. To sign up, parks
should go to www.roverpass.com/signup.
RoverPass raised half-a-million dollars in

its first two months of operation and is
working with several key partners in the
travel industry including Expedia, Camp-
sitePhotos.com, TripAdvisor, Booking.com
and is part of the National Association of
RV Parks and Campgrounds (ARVC) Sup-
plier Council. Learn more by going to Rover-
Pass.com, liking on Facebook and following
on Twitter. WCM

RoverPass, an online travel agency and
reservation management website for RV
parks and campgrounds, has launched a
simple-to-use tool to catch missed dollars
from empty park sites and is poised to
change how camping consumers book
campgrounds forever, according to Jake
Poterbin, marketing manager for the new
Austin, Texas-based company.

Online booking isn’t a new idea but the
key ingredient RoverPass is said to provide
is simplicity. Right now there’s not a great
solution in the industry that’s affordable and
quickly allows parks to tap into the massive
supply of campers the internet provides,
claims RoverPass.
“The RoverPass mission is to make the

entire booking process, for campgrounds,
RV parks, and campers, as easy as possi-
ble,” said RoverPass CEO and Founder Ravi
Parikh. “Because it’s made simple, it allows
parks to focus on the guest experience and
campers to focus on making lasting memo-
ries. We want to get technology out of the
way as much as possible.”
The free setup takes about 15 minutes

RoverPass Introduces New Online
Campground Booking Channel

mailto:jcohen@campgroundlodgingconsultants.com
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INVESTMENT OPPORTUNITIES

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 or email us today:

  Phone: 518-725-2003
Email: usresorts@outlook.com

“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

RV PARK FOR SALE

4 star So. Arizona. Borders
40,000 Acres of PK Land. 137
Full Hookups, 40 RV Storage, 
5 Park Models, Club House/
Residence. Excellent Reviews.
Income up 10% @ year, 7 month
season, 5 months vacation.

Solid investment. No other TH
land available. High percentage
of return guests. Beautiful loca-
tion. Built to code. Opened 2008. 

No Realtors, Owner Direct
Call 520-883-3349

RV Park 
Development Site
In Ocean Shores, the most
visited vacation community
on the Washington Coast. 
10 acres site, cleared, city 
utilities in street, sidewalk to
ocean beach and city center,
zoned multi-use including 
retail. $650,000 with terms.

Windermere Real Estate
Ocean Shores 

Tom Quigg, Broker

tomquigg@windermere.com
Call: 360-289-3373

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

Dardanelle Resort, Top of the Sierra
Nevada Mountains, Sonora, CA
6,500 feet on the Stanislaus River, 34 RV, 
8 Cabins, 5 Motel Rooms, Restaurant, Store,
Outside Bar, Large Tent/Group Area
$1,250,000, Seller Financing

Stateline RV Park & Mini Storage,
Tulelake, CA
55 RV Sites & 13,500 SF Mini Storage
Premiere Waterfowl Hunting Location
$650,000, Seller May Finance

Club Royal Oak, 
Kingsburg, CA
100 RV Sites on 27 Acres on the Kings River
Excellent 3% Financing
Clubhouse, Fitness Center, Boat Launch
$2,700,000, 21% Cash Flow

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 

Campgrounds/RV Parks
ME - NH - VT - NY

Don Dunton is one of America’s most 
experienced Campground/RV Park Brokers
142 SOLD & already 2 more scheduled for Closing - early 2015

……………………………………

Why not put his experience
to work for you!

……………………………………
This month’s featured listings:
100+ sites, 200 kayaks/canoes,1000' of
river, house, more. New England’s most
popular recreational river. $1,250,000

Famous 10,000 year old geologic 
treasure: Tours, campground, gift shop,
more. Major Tourist Location. $895,000

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

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

Seeking RV Parks to Buy!
Seeking experienced Property Managers!
FL, NJ, NC, SC, VA and other parts of East Coast
Send profile to: Richard O’Brien, info@athenarealestate.com

Call 203-942-2745 x110 • www.athenarealestate.com

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

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

FEBRUARY

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

Manufacturers of Quality Recreation FUNniture
www.ParkEquipment.com

1-800-376-7897
2061 Sulphur Springs Rd

Morristown, TN 37813

Dutch Park Homes
2249 Lincolnway East • Goshen IN 46526
(877) 388-2475 • www.dutchpark.com

RESORT LIVING AT ITS FINEST

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

adding that another segment of buyers were
those downsizing from larger RVs. “Maybe
I’m skewed because of what I’m into, but it
just seemed like a lot of people were going
from a big Class A diesel pusher down to
something smaller, like a Class C.”

Chris Sach, vice president and general
manager of RV America, said there were a lot
of people at the show of all ages, a relatively
recent trend.
“We’ve seen more young families in the

last few years, more so than in years past,”
Sach said.
The Florida RV SuperShow, hosted by the

Florida RV Trade Association (FRVTA) and
considered a gauge for the industry’s overall
strength, saw its best attendance ever. 
“The crowds were strong and the interest

was high. I feel like we got a really good start
to the show,” said Tim Sheehan, president
and CEO of Lazydays RV in Tampa, adding that
most people seemed to be experienced
RVers. “They either owned one or had owned
one. It reflected the consumer confidence
that’s across the country today with the 
economy, the better employment picture for
everybody, the stock market on a five-year
run, and where gas prices sit today.”
FRVTA Executive Director Lance Wilson

said, “The economy is better and they’ve got
more jingle in their pockets because the cost
of gas going down. So it was a very positive
vibe throughout the whole show.” 
The final attendance number of 63,234

marked a significant jump from last year’s
record of 56,953.
Meanwhile, the 6th Annual Knoxville

Smoky Mountain RV Show, held Jan. 9-11 at
the Sevierville Convention Center in Se-
vierville, Tenn., was “off the charts” according
to organizers, who reported preshow website
traffic was up 47%, attendance was up 37%
and sales were “probably up 100%.”
The Knoxville show was “phenomenal,”

summed up the show’s manager, Rob Lynch
of Fairfield, Ohio-based Odyssey Manage-
ment Services Inc. Lynch, whose grandfather
founded the consumer show management
company, has been managing and promoting
consumer shows for 30 years, including seven
RV shows this year.

Retail RV Shows —from page 3 “I was just telling my wife last night, all
year long starting in the middle of last year
and into this year, we haven’t seen numbers
like this since 2005-2006-2007,” he said. “Web
traffic for the Cincinnati-Dayton show is up
87%. With trends like this, I predict the RV 
industry will be very, very successful over the
next 24 months.”
Lynch added that the attendance in

Knoxville was a welcome mix of demograph-
ics. “Where in the last few years we saw a
disappearance of the family, last weekend we
saw a dramatic increase in families at 
the show with their children, along with the
full-timers and veteran RVers,” he said.
The 39th Annual Ohio RV Supershow,

which claims to be the nation’s largest in-
door RV show, more than lived up to its
billing. Organizers reported that more than
50,000 people came to the IX Center Jan. 
7-11 in Cleveland to see more than 700 RVs
on display in the IX Center and its 1 million
square feet of exhibit space.
“It was phenomenal,” said Bruce 

Wolfson, president of the Great Lakes
Recreational Vehicle Association (GLRVA),
which sponsored the show. “Last year was
our biggest one ever, and this one was even
bigger. We took up the entire IX Center and
we sold out all our space.”
Show Chairman andAll Seasons RV Center

President Barry Chiron and his staff were 
extremely busy the day after the show. The
event was such a success, he said customers
were flocking to his Streetsboro, Ohio, dealer-
ship, which carries a wide variety of towable
and motorized units. “It’s a good problem to
have,” Chiron noted. —Rick Kessler   WCM

http://www.go-usg.com

