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Time and again, I pull out the evening paper and see feature articles
about “Tiny Houses,” those crazy little dwellings that have been catch-
ing the eyes of a host of Americans lately.

Glamorized on TV shows like FYI’s “Tiny House Nation” and
HGTV’s “Tiny House Hunters,” these miniature homes are as little as
8 by 20 feet in outside dimensions. That’s a total of just 160 square feet,
in case you needed help with your math. Tiny, indeed.

“Building a tiny house just fit in with our values,” Cori Cox, a 37-
year-old Indiana software engineer, told The Indianapolis Star. “Our goal
here is to reduce the amount of clutter, live more simply and sustainably.”

It’s hard to argue with the sentiment — if not the tough reality — of
living with one’s wife, daughter and 60-pound dog in a structure so

small that it relies on a composting toilet, an oven the size of a dorm room microwave and a kitchen
with no more than four cabinets.

Then it hit me: These little off-the-wall shoebox dwellings have played a key role in triggering the
recent wave of debate involving, on one side, the U.S. Department of Housing and Urban Development
(HUD) and some state and local authorities, and, on the other side, the nation’s park model RV
manufacturers and campground-operating factions whose members are increasingly utilizing small
park model RVs as rental units to service a crossover camping public.

Maybe you already realized this, but the fact of the matter is that some of these tiny houses are 
delivered on trailerized frames, prompting cities and insurance companies to logically consider them
RVs — and are creating a definitional turmoil in the process.

Yet, most zoning districts don’t allow camping on city lots, even in a backyard, and RV parks, of
course, limit how long people can stay. Most of these small structures, in turn, aren’t big enough to be
defined as park model RVs, which, under current HUD regulations and RVIA standards, have to be
between 320 and 400 square feet. And if they want to be an RV, then they must be built as travel trailers
under National Fire Protection Association (NFPA) code 1192 standards and, as such, they’ve
got to be designed and built for temporary recreational purposes — not as permanent residences.

Bottom line, from what I’ve gathered, is that many of these tiny home builders think they can get
by with a “wink and a nod” by calling themselves RVs for regulatory purposes, but then marketing
and selling their products as permanent residences.

So, while they aren’t screwing things up for legitimate RV products too much as yet, these tiny
house builders are causing a lot of confusion and questions — even as HUD and the RV industry work
their way toward an amenable resolution of their own dimensional issues.

Just thought I’d point all this out. WCM

Popular ‘Tiny Houses’ Triggering Regulatory Debate
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Park model RV (PMRV) wholesale
shipments for 2014 were reported at
3,781 units, an increase of 5.1% (183
units) over 2013 shipments, according to
a detailed announcement from the Recre-
ation Vehicle Industry Association
(RVIA).

The single largest shipment state for
PMRVs in 2014 was Arizona at 421 units
shipped. Texas came in second with 356
units shipped while California was third
with 281 units. Other states seeing robust
shipment numbers include Minnesota,
Ohio, Wisconsin, Pennsylvania and New
Jersey.

PMRV shipments to Canada were also
very strong with 583 units (nearly 16% of
all U.S.-manufactured PMRVs) shipped
north of the border.

“These numbers track with historical

RVIA Reports ’14 PMRV Growth,
Will Focus on Seasonal Camping

KOA and GEICO Partner 
To Expand Brand Presence

GEICO and Kampgrounds of America
(KOA) have joined forces in a partnership
to expand their brand presence throughout
the growing RV community, according to an
announcement from KOA. KOA has more
than 485 campground locations throughout
North America and hosts nearly 7 million
camping nights each year.

“Kampgrounds of America has long
been the world’s leading provider of the
outdoor lifestyle experience of camping,"
said Lorne Armer, vice president of brand
development for KOA Inc. “Whether you
are showing up in an RV, ready to camp in
one of our 60,000 RV sites or in a car to
pitch a tent or stay in one of KOA’s amazing
cabins, GEICO has coverage options for
our guests.

“As your home away from home, RVs
offer the freedom and flexibility to roam
across America to any destination whenever
you are ready to go,” Armer said. “GEICO
and KOA are striving to enhance the camp-
ing experience and promote RV travel as an
excellent way to spend time with family,
visit great destinations and connect with
other RV enthusiasts.” 

Ted Ward, GEICO vice president, added,
“We are excited about the possibilities of
partnering with KOA and their large net-
work of family-oriented campgrounds. As
RV popularity continues to rise, KOA offers
the perfect environment for us to connect
and interact with the RV community on a
personal level.”  

KOA will feature GEICO on its market-
ing and advertising collateral, and GEICO
will feature KOA on its materials.  WCM

Campendium Launches New Web
App for Accessing Camping Sites

Campendium, a new web
app that lets you find, review
and virtually visit camp-
grounds, announced the
company’s official launch.
Designed by young full-

time RVers, Campendium
lets users find the best
campground for their unique
needs in all 49 continental
states. Whether a price-sen-
sitive snowbird or a week-
ender seeking adventure,
Campendium lets users find, review and virtu-
ally visit more than 21,000 campgrounds
around America.
“Smartphones and tablets have improved

multiple aspects of our lives, from business to
play,” said Campendium Co-founder and Pres-
ident Brian Easterling. “By finally modernizing
campground research, we’re helping people
change their camping experience for the 
better. Our 900-plus beta users have already
reviewed more than 600 campsites, added 463
blog posts and over 1,500 photos. We’re 
excited to open Campendium to the public 
and further expand our services to the 
community.”
Campendium is the first platform to bring to-

gether disparate information from blogs, fo-
rums and desktop websites into a single
mobile-friendly web app. Designed for modern
RVers and tent campers, Campendium is a
complete resource for researching camping
trips, from RV parks to national parks to free
dispersed camping on BLM land.
The site bills itself as the go-to resource for

U.S. campers. Campers can easily plan the

based Leavitt Recreation & Hospitality Insur-
ance.
The daylong event also included a market-

ing and public relations seminar by Jeff Crider,
CalARVC’s publicist, and a legal seminar by
John Pentecost of Santa Ana, Calif.-based
Hart King, who focused on the latest California
laws involving work camper payroll, staffing
and employees.

The day concluded with a tour of Bakers-
field RV Resort as well as an informal recep-
tion, campfire and dinner, sponsored by Hart
King. Other Vendor Day sponsors included
Plantation, Fla.-based Southeast Publications;

Newport Pacific, a property management
company; and Irvine, Calif.-based Shorebreak
Energy, which installs solar energy systems
that produce electrical power.

CalARVC will have an RV Park Day April 7
at Pechanga RV Resort in Temecula. The day’s
activities will include expert roundtable dis-
cussions on topics of interest to private park
operators. For more information, visit
www.calarvc.com. WCM

trends, demonstrating that while seasonal
camping continues to be a fast-growing
trend, snowbirds continue to be the heart
of the PMRV market,” said Matt Wald,
RVIA executive director for park model
RVs.

“Looking at the Midwest and East
Coast retail markets, the summer sea-
sonal camping continues its growth in
popularity in RV campgrounds, which is
great for both the campground industry
as well as the park model segment of the
RV industry. And, of course, as more and
more snowbirds discover the joys of the
RV lifestyle, sunbelt state shipments re-
main strong.

“RVIA is going to make a concerted ef-
fort in 2015 to promote the seasonal
camping lifestyle, so we look for even bet-
ter growth this year,” Wald continued.
“Meanwhile, more and more campground
operators are finding both new customers
as well as great success by adding park
model RV rentals to their campground 
offerings.”

Reacting to the potential impact of the
U.S. Department of Housing and Urban
Development’s (HUD) various decrees
regarding PMRVs on the market in 2014,
Wald said, “While we certainly heard
about some nervous PMRV builders and
buyers, HUD’s activity does not seem to
have slowed shipments. And at this
point every builder, buyer and camp-
ground can rest assured that they can —
and should — buy and use any PMRV
with an RVIA seal on it without fear of
HUD action.” WCM

Nearly 80 private park operators, vendors
and industry officials gathered at Bakersfield
RV Resort in late January for a “Vendor Day”
organized by the California Association of
Parks & Campgrounds (CalARVC).
The Jan. 27 event at the Bakersfield resort’s

meeting hall featured 18 vendor companies —
but instead of having booths and big displays
like a typical trade show, vendors were seated
at tables so that park operators could visit with
them and engage in free-flowing conversa-
tions. 
CalARVC kicked off the vendor meetings

with a Trivial Pursuit-type game to stimulate
mingling and conversations between park 
operators and vendors. Everyone was given
20 questions and they were asked to find park
operators or vendors who could speak a 

foreign language, who served in the military,
who recently traveled more than 1,000 miles
and who engaged in other specific activities
relating to campgrounds. 
Points were awarded to the park operators

and vendors who answered the most ques-
tions and prizes were given to the top perform-
ers. This activity prompted both park operators
and vendors to walk around and visit with
each other before sitting down at tables for
more detailed discussions.

Jacob Poterbin, a former National Associ-
ation of RV Parks and Campgrounds (ARVC)
marketing employee who now works as a
business development and marketing man-
ager for Austin, Texas-based RoverPass, an
online campground reservation service, said
he liked the format of the event.
“You can tell they put considerable time

and effort into structuring the event to make
building relationships a priority,” he said. “This
isn’t your normal trade show, and that’s a good
thing.”
The Vendor Day featured a wide variety of

businesses that cater to private parks, includ-
ing Wade Elliott of Kingston, Wash.-based
Utility Supply Group; Bob MacKinnonof Mur-
rieta, Calif.-based GuestReviews.com; Pete
Parafin of Lodi, Calif.-based Fluid Manufac-
turing; and Dave Schenck of Sturgis, S.D.-

(From left) Paul Bambei of ARVC and Wade
Thompson of USG with CalARVC’s Debbie Sipe.

Park owners enjoyed meals and one-on-one
time with vendors.

‘You can tell they put considerable time and effort into
structuring the event to make building relationships a 
priority,’ said Jacob Poterbin of RoverPass. ‘This isn’t
your normal trade show — and that’s a good thing.’

Unusual Staging of CalARVC ‘Vendor Day’
Draws High Marks for Stimulating Creativity

Matt Wald

perfect stay, share their experiences with the
community and even figure out how good cell
service will be. Features include:
• Searchable database of RV parks, public

campgrounds and free campsites.
• More than 30,000 campground images.
• Filter by category, price, hookups, data

connectivity, recreational opportunities, and
discount clubs.
• Community reviews, photos, blog posts

and campground additions.
• Campendium quality-assures all camp-

grounds to make sure information is accuarate
and up-to-date.
“Campendium is the quickest, most inform-

ative way to research great places to camp,”
said Rich Luhr, publisher of Airstream Life
Magazine. “The site reviews are thoughtful,
unbiased and include information that 
real people actually need when evaluating a
site. It's easy to find recommendations and I
love the way sites are linked to blog posts for
additional detail.”
Visit the company at Campendium.com, on

Instagram, Facebook and Twitter. WCM



• The Ultimate Insurance Panel, by a
group of experts.

• Entertaining Your Guests With Activ-
ities and Themed Weekends.

• Business Assessment — Where Are
You Today and Where Are You Going? by
Larry Brownfield.

• Preparing to Finance Your Improve-
ments by Mia Caetano Johnson.

• Learn from the Experts, a roundtable
discussion.

• A workshop on Catapulting Your
Campground to be Its Best.

In addition to the seminars and work-
shops, the event will feature the vendor
expo, annual auction and awards luncheon.

To register, go to www.campnca.org.WCM
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Outdoor Recreation Group Predicts A Solid 2015

New Campground Reservation Site Coming

The Northeast
Campground As-
sociation (NCA)
has a robust lineup
planned for the
2015 Northeast
Conference on
Camping. The
event, at its new lo-

cation at the Radisson Nashua Hotel in
Nashua, N.H., will run March 19-21.

Conference seminars include:
• Advertising Your Campground: Cre-

ating Promotions and Deals by Alicia
Williams and Making the Right Deci-
sions & Avoiding Big Mistakes by Peter
Pelland.

Outdoor recreation leaders reported
good sales and activities through 2014 and
expectations of still stronger activity this
year, according to a report from the Ameri-
can Recreation Coalition (ARC), Outdoor
Recreation Outlook 2015. Americans spend
more than $650 billion annually on equip-
ment ranging from skis and tents to RVs and
boats and on services ranging from fishing
licenses to whitewater outings, supporting
millions of jobs in manufacturing, sales and
service.
A core strength of outdoor recreation in

America is the lure of America’s public lands
and waters covering nearly one in three
acres of the nation’s surface. Best known is
America’s national park system with 401
units, ranging from world-renowned destina-
tions  to small historic sites.
Many park sites suffered from recent

events including hurricanes and fires and
from the turmoil of government budgets in
2013, together causing a significant drop in
visitation. Visitation is now up by more than
2% from 2013 levels, up some 5 million visits
for 2014, and the U.S. National Park Service
is preparing to launch a major promotion 
effort — Find Your Park — this year in 
conjunction with its 100th anniversary.
Camping at both public and private sites

is rising as well. Peak-season business for
2014 was up substantially from 2013 levels
according to Kampgrounds of America Inc.
(KOA), the largest network of private camp-
grounds in America. Camper nights across
the country were up 3.7%, contributing to
strong overall revenue growth of 8.6%.
State campgrounds also experienced

heavy demand in 2014. Camping was also
aided by media attention to five Capital Cam-

pouts — governors hosting youth and urban
families for widely reported overnight stays
at sites in state capitals which highlighted
nearby fun opportunities. For 2015, Capital
Campouts and other promotional efforts by
governors will reach an estimated 30 states.
Overnight stays in national park camp-

grounds, though, continue to decline. In
some cases campgrounds are full during
peak seasons — but sites are occupied by
smaller numbers of people. In other cases, a
lack of promotion and needed upgrading is
deterring campers.
Recreational use of on- and off-highway

motorcycles, ATVs, and ROVs is also grow-
ing. The industry contributes nearly $109 bil-
lion in direct spending to the U.S. economy
annually and over 1.5 million jobs. Nearly 
30 million Americans ride motorcycles on
and off-roads, and ATV ridership is some 35
million annually.
Winter sports are showing strong signs of

growth. The International Snowmobile
Manufacturers Association (ISMA) is very
optimistic about the 2014-15 season. Snow-
mobile sales in the U.S. and Canada for 2014
increased 11% compared to 2013, and initial
2015 model snowmobile sales are up more
than 10%. 
The ski industry is growing as well. The

ski retail market finished the 2013-14 season
with $3.6 billion in sales, up 4% in units sold
and 7% in dollars compared to 2012-13. 
This year also will be an exciting year for

recreational boating, according to the Na-
tional Marine Manufacturers Association
(NMA). The industry continues to see healthy
growth with retail expenditures increasing
3.2% in 2013 to $36.9 billion and estimates put
2014’s growth at 8%, a new all-time high.
NMMA notes that Americans are taking

to the water in record numbers. Recreational
boating participation in 2013 was 88 million
people, or 37% of the population. This is also
nearly an all-time high.
The lure of recreational fishing remains

strong. According to the 2014 Special Report
on Fishing released by the Recreational
Boating & Fishing Foundation (RBFF) and the
Outdoor Foundation, the sport continues to
grow with 8.6 million newcomers to fishing
in the last two years alone. Women, children
and Hispanics all show increases in partici-
pation. Almost 42% of first-time fishing 
participants are female.
Recreational activities continue to be a

mainstay of the American lifestyle, and there
is widespread optimism regarding 2015.
ARC’s full report is available for download as
a PDF at www.funoutdoors.com. WCM

ARVC Monitors State Legislative Efforts That
Could Adversely Impact Parks, Campgrounds

Private parks in several states across the
country could face higher taxes, higher em-
ployee costs and earlier school start dates if
the latest proposed legislation becomes law,
according to the National Association of
RV Parks and Campgrounds (ARVC).

“Using our
monitoring of
the StateNet
database we
are seeing a
significant in-
crease in the
number of
p r o p o s e d
bills affecting
private park
opera t ions
across the
country,” said
Jeff Sims, director of state relations and
program advocacy for ARVC.

Bills targeting increases in the minimum
wage have been proposed in several states,
including Florida, Indiana, Kentucky,
Missouri, Oregon, South Carolina and
Virginia. In most cases, states are proposing
that their minimum wages be increased to
at least $10 per hour, although some states
are proposing graduated minimum wage 
increases over the next couple of years.

In South Carolina, for example, legisla-
tion has been proposed that would give
local school districts more autonomy in

MobileRVing.com Improvements Launched

Southeast Publications announced that it
released the new MobileRVing.com website
to its community of RV enthusiasts who were
anticipating a more robust directory.
The new MobileRVing.com website boasts

more than 22,000 property profiles, a trip plan-
ner that enables customers to see preferred
properties and business deals along their 
proposed travel routes. The site is also created
on a mobile platform that conforms to any size
screen to make it functional when it appears
on smaller devices such as tablets or smart-
phones.
CEO Wally Warrick said, “We are always

finding new and creative ways to showcase
our customers and engage the outdoor enthu-
siast by continuously investing our time and 
resources in implementing new technologies,
training talent and aligning with like-minded

outdoor recreation businesses that want to see
our industry flourish.”
The new MobileRVing.com website enables

preferred properties to connect their social
media to their profile in an effort to grow part-
ner properties’ social media audience for 
remarketing purposes, enables the resort to
add their reservation system, unlimited picture
albums and even YouTube videos that play
within a scrolling marquee within the profile.
MobileRVing has really become a commu-

nity, according to Brian McGuinn, director of
business development, who’s been promoting
the improvements since last fall. “When you
have a Facebook page move 15,000 fans, 20,000
opt-in email subscribers and millions of hits on-
line in a single year, that tells me our content is
good and we are doing what we say we can
for our customers,” McGuinn said. WCM

A new campground-reservation site is get-
ting ready to launch March 23, giving camp-
ground owners another channel to book sites.
The new CampReward.com won’t charge

campgrounds to enroll and will charge a com-
mission on sites booked through CampReward,
according to information provided by the com-
pany. The site will work with existing reservation
systems, and CampReward offers to provide an
inexpensive reservation system for camp-
grounds without existing reservation software.
According to Ryan Douglas, vice president

of business and partner development, “Camp
Reward.com is a new online company that will
reinvent the way people search and book their
camping destinations. We are looking to part-
ner with industry leaders to create a value- 
enriched experience for all stakeholders.” he
said. "We are highly committed to building last-
ing relationships with our future customers,
employees, partners and shareholders as we
work toward  our goal of becoming the premier
online travel agency in the RV park and camp-
ing industry.” WCM

structuring their academic calendars as well
as the number of days students need to be
in school. Private parks often suffer from
earlier school-start dates not only because
it shortens the summer travel season, but
also because it cuts off parks’ access to high-
school-student labor.

In Virginia, legislation has been pro-
posed to allow counties to increase their
transient occupancy taxes from 2% to 5%,
while a proposal was made in South Dakota
to increase licensing fees for food service,
lodging and camping establishments.

In New York, legislation has been 
proposed that would make it illegal for reg-
istered sex offenders to stay at public parks.
This legislation could potentially prompt
park operators to start running background
checks on their guests.

“Several of our state associations have
asked us to monitor this type of legisla-
tion,” Sims said. “The question is, ‘What
impact will legislation like this in the public
sector have on the private sector — and
how would a law like this be monitored and
implemented in the private sector?’ We are
such a family-oriented industry and the
safety of our guests is always top of mind.”

ARVC monitors state and federal 
legislation on a daily basis and provides its
findings as actionable intelligence to the 
association’s affiliated state campground 
association executives, according to the 
national group. WCM

Jeff Sims

NCA Getting Ready for Its 51st 
Northeast Conference on Camping

www.campnca.org


WOODALLSCM.com March 2015  -  5

http://www.go-usg.com


6 -  March 2015                                                                                                                                                                                              Woodall’s Campground Management

Canada Hopes To Re-
verse Camping Slump
If Canadian public camping is to

stage a comeback, it may well start with
outings such as Learn to Camp.
According to a report by the Globe

and Mail, dozens of the 9,000-plus 
neophytes who have tried Ontario
Parks’ four-year-old program gush
about their experiences in YouTube
videos and blog posts. “Thanks to your
program,” the Sethi family of Brampton,
Ontario, wrote, “we are now hooked on
camping for life.”
Campsite supporters must relish this

enthusiasm. The Canadian Camping and
RV Council was slated to release a 
report on the state of the industry in
March, but recent statistics show
steady decline. Between 2000 and 2013,
the number of overnight camping stays
in Ontario’s provincial parks fell by 10%,
while a 2010 study from Tourism Quebec
found that campsite occupancy in that
province fell by 8.7% between the sum-
mers of 2006 and 2009. (The dip would
have been more dramatic if not for RV
use, which saw a 6.9% gain. Tenting,
however, plunged by 34%.)
National park attendance is indica-

tive of camping stays, said Ed Jager,
Parks Canada’s director of visitor expe-
rience, and while the federal agency
saw a 4% increase in overall visitation
from 2009 to 2014, this failed to keep up
with Canada’s population growth. It’s the
same story south of the border, where
overnight camping stays with the U.S.
National Park Service fell to 7.91 million
in 2013 from 9.2 million in 1998. WCM

Private RV park operators in Texas are
facing a variety of new threats to their
business operations this year, prompting
the Texas Association of Campground
Owners (TACO) to supplement its
proactive legislative efforts with reactive
legal services.

“TACO has backed several pieces of
legislation in recent years that secure park
operator interests. But these laws — in-
volving everything from school start dates
and utility billing practices to eviction
and ejection procedures — mean nothing
if city and county officials fail to under-
stand and enforce them,” said Brian
Schaeffer, TACO’s executive director and
CEO.

TACO’s legislative consultant, Ron
Hinkle, regularly attends meetings of city
and state government and law enforce-
ment associations to bring their members
up to speed on the latest legislation 
involving private parks.

But this year TACO took the additional
step of engaging Austin attorney Bill
Cobb of Cobb & Counsel to ensure
TACO members benefit from this legisla-
tion. TACO anticipates that Cobb will
both correspond and personally commu-
nicate with city or county officials who
appear to be taking actions contrary 
to the law. While litigation is never a 
preferred course of action, Cobb will 
represent TACO members who must 
resort to the judicial system for redress.

“Sometimes people listen to lawyers
more than non-lawyers when it comes to
explaining the law,” said Cobb, who 

previously served Texas as the deputy at-
torney general for civil litigation. “My
goal is to be a resource — to go wherever
TACO needs me, and to parachute in as
necessary.”

Hinkle, for his part, noted that legal
victories often face subsequent political
or legal attacks.

He remarked, for example, that TACO
had worked with its partners in the
tourism industry and school officials 
several years ago to set the statewide
school-start date as the fourth Monday 

Brian Schaeffer and Ron Hinkle of TACO

in August.
“This was a compromise between the

education community and the tourism
industry,” Hinkle said, noting that early
school-start dates were eating into the
summer travel season.

Despite the compromise, Texas legis-
lators are now considering five different
bills to change the school-start dates to
give local superintendents more flexibil-
ity. But that flexibility comes at a 
high cost for the camping and tourism 
industries.

“We only asked for one day to be 
certain,” Hinkle said, adding that the
Texas camping and tourism industry
loses $800 million a week for each week
that the school-start date is moved earlier
into August. “It’s incumbent on us to tell
that story to legislators,” he said.

TACO is also fighting to ensure that
Texas legislators continue to provide $60
million in annual funding to market the
Lone Star State both domestically and in-
ternationally, Hinkle said. “You have a lot
of small communities that leverage their
marketing dollars for advertising, tourism
websites and travel guides, based on the
marketing that’s done by the state,” he
said.

TACO is also working to pass legisla-
tion that would provide consistent and
up-to-date rules governing the construc-
tion of RV parks in Texas. The Texas
Recreational Vehicle Park and Construc-
tion Act would ensure that there are con-
sistent building standards for RV parks in
Texas moving forward, Hinkle said. WCM

Texas Association of Campground 
Owners Adds Attorney to Aid Efforts

Good Sam Names 2015’s 
Top ‘Pet-Friendly Parks’

The Good Sam RV Travel & Savings Guide
shined a spotlight on the Top Pet-Friendly
Parks for February as part of its 12 Months of
RVing promotion. The editors of the Good
Sam RV Travel & Savings Guide chose the list
of pet-friendly parks from the annual publica-
tion’s database of more than 7,000 private
parks.

Top Pet-Friendly RV Parks
Arizona:
Desert’s Edge RV-The Purple Park,

Phoenix
California:
Bakersfield River Run RV Park, Bakers-

field; Chula Vista RV Resort And Marina,
Chula Vista; Sands RV & Golf Resort, Desert
Hot Springs

Kansas:
Deer Creek Valley RV Park LLC, Topeka
Missouri:
America’s Best Campground, Branson
New Mexico:
American RV Park, Albuquerque
New York:
Lake George RV Park, Lake George
Texas:
Austin Lone Star Carefree RV Resort,

Austin; Stone Creek RV Park, San Antonio
Utah:
Shady Acres RV Park, Green River WCM

www.jamestownadvanced.com
www.minigolfinc.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!

MODERN MARKETING

What are your goals — to fill your sites,
build your return and referral business, 
pre-sell event tickets, garner participation
and attention, get media coverage and 
positive buzz by your customers, for your
customers? Are you measuring your 
current marketing program efficacy? 

Finally, are you adept at pairing your 
digital marketing with calls to action? 

By answering these questions in writing
you will have the bones of a mini-marketing
plan to promote your upcoming rec season.

Recreation is a perfect topic to build your
editorial calendar around. From scheduled
activities to individual interests and endeav-
ors to local events and can’t-miss tourist
destinations, your seasonal content cup
should overfloweth. As you create market-
ing messages that will resonate with your
laser-focused target audience, shape them
several different ways to fit the multitude of
digital platforms your business uses. To get
your wheels turning, here are particulars on
several digital and on-the-ground tools and
techniques to consider using or updating
helping you broadcast your message.

Website 
Did you know that your website is one

of your top recreation promotion venues?
Prior to your season, take a fresh look at
your site with an eye toward marketing and
your rec program. Make sure you have sev-
eral good photos, add testimonials, make a
big deal about your theme weekends,
events, and contests. Did you add a new at-
traction? Say so — or better yet, show it. 

One of the most overlooked pieces of
marketing rec on a website is the often
abandoned “events” tab. Does yours link to
current events or are you still posting infor-
mation from last month, last year — or
even have no information posted? Update
it via your content management system or
post a pdf — but keep it up to date or re-
move it from your site. 

Evanne 
Schmarder

Lastly, make sure that there is a mobile-
friendly component to your website, allow-
ing guests and prospects to review your
fabulous offerings on the road and through-
out your park on the device of their choice.  

Email Marketing
In addition to emailing a regular

newsletter to your customer list, consider
sending out short, informative blasts 
between e-newsletters promoting your
events. These might be a series of count-
down blasts or breaking news blasts. 

Another thought, because these are your
best customers — those who have entrusted
you with their email address — consider of-
fering MGV (most valuable guest) surprise
specials, discounts, or gifts on occasion.
These needn’t be huge and costly but rather
small gestures to say “thank you for your
loyalty, we appreciate you.”  

Visual Content
Visual content tells a story like no other

content can and is the top content shared
on many networks including Facebook.
Make a concerted effort to create interest-
ing, attractive visual content — be it video,
photos, memes, image quotes, even slide
presentations that promote your park’s
recreational offerings. Plan a series of image
postings or snap and post real-time photos
but take advantage of this top-performing
digital marketing tool.

Contests
Play. It’s what you are all about. Extend

live and in-person contests such as site dec-
orating, costume or dance contests with
digital versions to grow your fan base. Con-
sider contests based upon naming your new
water trike family, dog park, etc., create a
“caption this” contest on Facebook, host 
a photo, Vine, or video contest, or make it
as simple as a “like/comment on this page
to be entered” affair. Be aware of rules and

It’s no secret that there’s an abundance of
planning, energy and cost that goes into de-
veloping the environment and experience
you want your guests to associate with your
campground business. Once the initial
work of forming an ambitious recreation
package is done, the skillful park owner/
operator must strategically promote it to
achieve maximum guest participation. 
Marketing’s job is to entice campers to your
park by showing and telling them about all
that you have to offer and why they should
choose your property over the dozens of
other vacation options. 

The clearer you are about your goals, the
better you market your program, the wider
your reach, the more success you are likely
to enjoy.  And as expected, a well-thought-
out, multi-channel approach is the most 
effective way for you to market your 
message to your targeted prospects. 

Develop a Road Map
Begin by determining who your audi-

ence is and how your target market likes to
be communicated with. Are they current
guests? Do they connect with you online?
Are they local newspaper readers or are they
long-distance travelers? 

Take a look at your current marketing
techniques. Have you mastered (or begun
developing) a multi-platform content mar-
keting plan? Are you hot and heavy in the
social media arena? Do you maximize the
power of images to evoke emotions? How
do you encourage your guests to become
involved with your program?

Marketing Your Park With an Ambitious Recreation Program

Manufacturers of Quality Recreation FUNniture
www.ParkEquipment.com

1-800-376-7897
2061 Sulphur Springs Rd

Morristown, TN 37813

regulations for hosting contests and adhere
accordingly. Test your contest ideas. Try 
different concepts and measure your results
to determine an effective tactic.

Flyers/Handouts/Activity Schedules
Make use of these live and in-person

communication tools and include informa-
tion about your park’s happenings, special
multi-weekend or mid-week stay specials,
and testimonials. Encourage your guests to
participate, be it special dress, site decorat-
ing, a karaoke contest or other fun things
you have planned. Suggest they book their
stays for popular weekends in advance.

Don’t Forget About People
Not to be overlooked, people — your

staff and guests — can be some of the most
effective marketers of your message. 

Make sure every member of your staff is
aware of your recreational offerings. A guest
might just as easily stop a member of your
maintenance team as an activities depart-
ment member inquiring about what’s in
store for the day. Consider staff shirts with
your theme weeks or special events printed
big and bold on the back. Issue inexpensive
buttons as a required uniform piece 
promoting your program. 

Guests also like to be “in the know.” Give
out special buttons that can be worn both in-
side and outside the park when they partic-
ipate in or win a contest. Ask them for
testimonials — both written and digital.
Make sure any and all program volunteers
receive exceptional treatment. This one tech-
nique, done right, will garner your park “you
can’t buy this” word-of-mouth marketing.

Get Going, the Season is Short
Plan to maximize your season by attract-

ing the largest crowd possible. Start today
by making a plan, creating content, and
driving exposure with varied platforms and
pieces. By communicating your program
using a variety of modern marketing tools
and positioning your park as one that can
provide rich experiences, a haven to play
and bond with friends and family, interest-
ing activities and events, ample excitement,
and a place to reconnect with your best 
life, you’ll garner attention and in turn,
business. After all, our business is fun.

Stay abreast of the latest digital market-
ing 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

www.yurts.com
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HOSPITALITY TECH

shots of our guests’ experiences from their
eyes and reputation management has 
become a key priority — even a necessity
— in the daily operations of a property.

However you describe it, reputation
management is no longer just about guest
social interaction with review sites such as
GuestReviews, RV Park Reviews, Trip-
Advisor or Yelp; it’s about sustaining busi-
ness in a world that expects to make instant
decisions about trip planning without a
phone call. And, of course, the social 
impacts of Facebook, Pinterest, Twitter
and even LinkedIn must be part of the

Deb
Kohls

Turning Reputation Management of Your Park into Revenue
monitoring strategy to ensure that brand
impacts are not ignored.  

In fact, reputation management can con-
tribute directly to increased nightly rev-
enues.  According to TripAdvisor, a Cornell
School of Hospitality research study indi-
cates that for every one point of improve-
ment in reviews, revenues can be increased
by up to 11.2%.  Reputation management
has now intersected with revenue and yield
management.

While sites like TripAdvisor, RV Park 
Reviews and GuestReviews focus on the de-
tails at the completion of the stay, these sites

are social in their approach and allow the
consumer to comment on areas that may or
may not be important to the business. Ad-
mittedly, guest perceptions matter, which is
why monitoring is important. The good
news: Within the technology of these sites,
business owners are able to respond directly
to reviews posted.  And some even send 
notifications when certain parameters of
dissatisfaction are met. All are designed to
help you market and manage your business.

Additionally, formalized guest surveys
such as GuestReviews and SureVista focus
on the entire experience of the guest —
and can produce detailed, actionable re-
sults that can help you formulate informed
business decisions around service delivery,
marketing and capital spending. These sur-
veys are automated and can be generated,
in some cases, within the property-
management system.

In the end, these reputation activities
can be overwhelming if monitoring
processes are not automated with tools that
can increase the efficiency of gathering data
and information.

Whatever methodology you employ,
management tools are important because
they save time and create analytics that can
be acted on and give you the ability to make
instant changes when necessary.

Just don’t despair. Believe it or not, there
are cost-effective tools that can help manage
your online reputation and help you make
informed operational improvements that
will increase revenues and drive loyalty to
your business. These tools not only help
manage your reputation but save time in
monitoring multiple sites. 

Starting simply with social-media-man-
agement tools such as HootSuite or Trackur
can give a kick-start to monitoring as well as
engaging in the consumer dialogue.

Additionally, there are software solutions
such as Revinate and Chatterguard that
have been built specifically for the hospital-
ity industry to manage online reputation
and social media sites.  

A few things to consider when deciding
how to use the available reputation 
management tools:

• Do I have to go to the information or
source for information? 

• Can I ‘set it and forget it’ with notifi-
cations when my parameters are met?

• How much time do I need to spend
monitoring all the social sites for reviews
and comments?

• Have I subscribed to the services 
in order to have the ability to respond to
reviews?

• What is my time worth to manage my
reputation?

While the world is changing rapidly, we
must be able to react quickly to the 
conversation and  proactively encourage
the discussion. Go on, get started — and
don’t be afraid to use the tools to deliver 
increased revenue for your business.

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 mem-
ber of Camp California, a wholly owned
subsidiary of CalARVC, where she actively
participates in advising on strategic mar-
ket planning that connects consumers with 
outdoor hospitality businesses.  She can 
be reached at 714-269-1264 or
debk@frontdeskanywhere.com WCM

There is no doubt that the past several
years have changed the way we view our
businesses — and, even more importantly,
the way guests view our business.

The Internet has enabled real-time snap-

www.campgroundmanager.com
www.wizardworks.biz
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ON CAMPGROUNDS

Reports from 
the field: 

Bob Ashley

Charleston’s Oak Plantation Campground Former Cattle Ranch

Chris Kuznik earlier this year took over
as the third-generation manager of 220-site
Oak Plantation Campground in
Charleston, S.C.

“My grandfather started the camp-
ground 50 years ago, then my father took it
over and at the beginning of this year I be-
came general manager,” said Kuznik, 25, a
former culinary student and assistant man-
ager of the No. 1 pizza restaurant in Myrtle
Beach. “Being a family-owned business re-
ally is appealing. My father (Dirk) is here
every day. He likes to work outside. My
mom (Melody) does all the bookkeeping.”

Having worked at the campground grow-
ing up, Kuznik said he’s able to greet RVers
he’s known for years when they return to 
the park. “That means a lot to many of the
people who stay here,” Kuznik said.

Sitting on about 40 acres with a good-
sized fishing lake, Oak Plantation was a cat-
tle ranch when Chris Kuznik’s grandfather
Henry bought 70 acres of land. “We still
have some of the descendants from the
original herd,” Kuznik said. “They keep all
the grass down outside the park.”

Kuznik’s interest in RVs goes back to 
his childhood. “We traveled all over the
country when I was a kid — Yellowstone,
Mount Rushmore, and I love the Smoky
Mountains,” he said.

Open year-round, the park currently is
being fixed up some. “We are renovating
some of our sites — putting more gravel
down and making them more roomy,”
Kuznik said. “And we took out some 
trees so that some of the sites can get better
satellite TV reception.”

All the pads have cable and enhanced
Wi-Fi and the park features paved roads, an
open-air pavilion, swimming pool, one-acre
fenced dog run and a convenience store.
“We are going to add a disc golf course next
month,” Kuznik said in early February.

Oak Plantation, which employs 12 to 15
people, depending on the time of year, also
draws groups. “We’ve accommodated 
a club with 40 Prevost motorhomes in 
here and most of them were pulling 20-foot
double-deck trailers,” Kuznik said.

The park is 10 miles south of downtown
Charleston, two miles from the Intracoastal
Waterway and 18 miles from the nearest 
Atlantic Ocean beaches.

Although winter is a slow season, busi-
ness has been good, even through the Great
Recession. “We didn’t have a slowdown,
and as gas prices have gone down, business
has picked up,” Kuznik said.

Oak Plantation’s primary competition is
James Island County Park, which features
a water park. “We can’t actually compete
with them,” Kuznik said. “On the major
holidays when kids are out of school for an
extra day, we will be full. We already are
booked out for the last weekend in March
and we have a lot of reservations already for
the summer.”

Although nothing specific is on the 
horizon, Kuznik says that Oak Plantation’s
future is unclear.

“We are the closest campground to
downtown Charleston,” Kuznik said. “At
some point, we will be grown out of here as
Charleston continues to grow.”

* * * * *
The usual winter off-season has been

busy at mile-high 65-site Fossil Valley RV
Park in Vernal, Utah.

“I’ve got about 40 people in here right
now, some of them workers who are in the
area for jobs,” said Blake Martinsen, who
owns the park with his father, Dennis. “It’s
60-plus degrees and there’s not a bit of
snow.”

Gainesville, has grown from 15 sites to 49
since Joe Navatto and his wife, Linda,
bought the park 16 years ago.

“I pretty well built it myself,” said 
Navatto. “I kept adding sites as I needed
them every three or four years.”

Although zoned to allow 100 campsites,
Old Town has reached its maximum size,
Navatto said. “I won’t be adding any more
sites,” he said, “because it would take away
from the country atmosphere.”

The quiet country atmosphere, he said,
is one of Old Town’s main draws. “We have
a lot of trees and it’s quiet here. There’s not
a lot of traffic.”

Besides the park’s country setting, area
attractions include nearby Fanning and
Manatee springs.

Business last year was 10% higher than
the year before. “Every year we’ve been
going up,” Navatto said. “The new sites
make a lot of difference. The year I put in
eight pull-throughs, I experienced a 25% 
increase in traffic.”

Ten families park their RVs permanently
in the campground and some of them keep
an eye on the park after it pretty much
closes down each May 1. “We get away
with our own motorhome during the sum-
mer,” Navatto said.

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

That was in early February when temper-
atures should have been much more chilly.

As far as travelers, “I’ve got people who
come every single year, but most of them
have never been in the area before,” Martin-
sen said.

The biggest draw for the park in north-
eastern Utah, about three hours southeast
of Salt Lake City, is Dinosaur National 
Monument, which, Martinsen notes, 
features the world’s largest cache of 
dinosaur fossils. “In the early 1900s, they
discovered dinosaur bones there and ever
since have been sending fossils all over the
world,” he said. “Some 3,000 dinosaur 
fossils are exposed at the monument. It’s 
basically a big dinosaur graveyard.”

Martinsen expects that the fourth Juras-
sic movie — “Jurassic World,” scheduled to
open June 12 — will bring visitors to the
area this summer. “A Jurassic movie always
brings people out, and the timing is perfect
because kids are out of school.”

That is likely to help fill the park up. “As
soon as spring rolls around, I’m ‘reserva-
tions only,’” Martinsen said.

* * * * *
Old Town Campground ‘N’ Retreat in

Old Town, Fla., about 40 miles west of

Manufacturers of Quality Recreation FUNniture
www.ParkEquipment.com

1-800-376-7897
2061 Sulphur Springs Rd

Morristown, TN 37813

• Course to fit ANY budget
• World’s oldest and 
  largest builders
• Indoor/Outdoor 
• Black light
– Celebrating 60 Years –

Lomma
MINIATURE 

GOLF COURSES
Scranton, PA

www.lommagolf.com
570-346-5555

Oak Plantation is convenient to downtown Charleston and the park, in the same family for 50
years, features quality amenities.

www.bookyoursite.com
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Regardless of which philosophy you subscribe to — paying
taxes as a necessary evil or blessed to earn enough to have
to pay taxes — no one likes to give the government a penny
more than is required. With a little know-how, smart planning,
and a savvy tax partner, small business owners can whittle
their tax burden to the bare minimum. 
Like most small businesses in the U.S., you are very likely

hot-and-heavy into tax preparations for tax year 2014. Your
smartest strategy at this point is working closely with a certi-

fied public accountant (CPA)
specializing in small business
matters. Why? Business deduc-
tions and credits for everything
from energy incentives to health
care credits change from year
to year. “A good CPA can iden-
tify local, state and federal in-
centives and tax breaks that a
small business owner may not
be aware of, in turn saving
much more than their fee,”

noted Rick Stauter, CPA and owner/operator of Cutty’s Hayden
Creek Resort, a Cruise Inn RV Park in Coaldale, Colo. Park own-
ers/operators are focused on running the business and bet-
tering the bottom line through operations. A CPA, on the other
hand, is well versed on the ins-and-outs of the ever-changing
tax laws and how they can benefit your business. 

Marcia Rousseau, a CPA and co-owner of Magnolia RV
Park & Campground in Kinards, S.C., agreed wholeheartedly
— and suggests your association with a tax professional
should be a partnership, one founded on mutual respect with
an eye toward growing your business with smart financial ad-
vice. “This should not be an adversarial relationship. Your 
accounting partner should offer suggestions, ask pertinent
questions, and provide solid advice for your consideration. You
should feel as if they are on your team,” she said.
Rousseau also cautions against miscategorizing the relation-

ship. “You should see your CPA as a partner but let’s be clear,
that’s much different than a confidant. CPAs do not enjoy client
confidentiality like attorneys do,” she explained. “We can’t ‘un-
hear’ something you tell us — for example, your cash-reporting
philosophy. If for some reason we are asked about your busi-
ness by the IRS, we can’t lie and we can’t withhold information.” 
Certainly it’s easy to get overwhelmed by the operational

side of the park business, but the importance of staying on top
of financials is imperative for a number of reasons. “Organizing
and tracking your income and expenses throughout the year
can offer you not only clarity at tax time but a snapshot of the

Rick Stauter

Smart Tax Strategies for Small Businesses The key to successful organization lies not in the type of
system — though Quick Books and One-Write seem to be 
top choices — but in the business owners’ comfort in using it.
Considerations must include how much time can be devoted
to the process, is it easy to use and does it make sense, and
will they keep up with it. Set a routine. Can you devote an hour
a day, a couple hours three days a week, half a day once a
week? The schedule matters much less than the commitment. 
Rousseau emphasized the importance of setting up the 

system correctly from the beginning. “Junk in. Junk out. If your
accounting program is not set up with useful, correct 
categories, etc. on the front end it may be more challenging to
use as you constantly try to define each expenses proper 
category and the reports you receive may not be meaningful
to you or your tax professional.” 

Staff and Service Classification Considerations
Always at odds in the park industry is the classification of

workers. “The IRS has a very clear definition of employees vs.
contract labor,” stressed Stauter. “If you hire a person and
their day-to-day actions are subject to your direction — duties,
break and lunch times, schedules, etc. — then the IRS 
considers them employees and employers are required to 
follow the tax-withholding laws. If you hire someone to 
complete a job, say repair your roof, and are paying them for
a job result, they are contract labor.” 
Employees complete a W-4 form at hiring and are issued 

a W-2 form at year’s end. While taxes are not withheld from
contract laborers, businesses must report total payments of
$600 or more to the government. 
It’s in your best interest to require completion of a W-9 

before contract laborers begin any work, even if you do not
anticipate paying out more than the $600 threshold. Withhold-
ing pay once a job is finished — be it a $100 job or a $1,000
project — until a W-9 is completed is not looked upon 
fondly. Gedicke calls this advance step “the first defense 
in compliance” and can aid in avoiding IRS interest and penal-
ties. The corresponding year-end income reporting form for
W-9 workers is a 1099-MISC. 
This is an important area that small business owners, unless

experienced in payroll reporting,
should turn over to professionals.
Payroll companies such as ADP
and Paychex are leaders in this
field and can help you and your
tax professional automate these
reporting forms. “Errors in payroll
reporting can result in serious
IRS consequences that can
haunt you for years,” added
Rousseau. “This may not be the
wisest area to choose to save

money by bypassing a pro and doing it yourself.”   
Another tax reporting consideration is bartering. For 

instance, say an entertainer performs at your Saturday night
dance in exchange for a stay at your park, or a work camper
puts in a certain amount of hours in exchange for their site.
Seems reasonable, right? While perfectly legal, tax laws still
apply. If you choose to barter, Gedicke suggests small business
people be careful about giving products or services without
knowing the potential consequences. She recommends proper
reporting, treating the exchange as a cash exchange, and being

health of your business year-round,” said Eileen Gedicke, CPA
and owner/operator of the Yogi Bear’s Jellystone Park-Camp
Resort at Gloucester Point in Hayes, Va. Up-to-date financials
can aid owners/operators in many ways. If a large purchase
is in order, what type of loan is the business worthy of? Is the
business experiencing any type of fraud or embezzlement? 
Beginning in the third quarter, a clear financial picture can help
determine the state of the business and year-end tax planning
including possible tax-saving measures such as purchases. 
“Keep in mind, however, that year-end purchases made to

reduce your tax burden may not be the best decision for your
business as a whole. Examine your books and consider your
business’ situation. Purchases are not solely tax decisions,”
added Gedicke.    
With tax year 2014 particulars top of mind, it’s an ideal time

for business owners to review their bookkeeping practices and
update their organizational procedures. Gedicke noted, “in this
day and age, with the capability of computerized ledger pro-
grams as well as a number of very good manual systems,
there’s no excuse for the proverbial ‘shoebox of receipts’ to be
an organizational method. We’re all busy. If you don’t keep
track will you really remember the particulars of your spending
12-14 months ago? You’ll be asking yourself ‘What was the
thinking behind this?’ ‘How did I handle that?’”  

‘Organizing and tracking your income and expenses throughout the year
can offer you not only clarity at tax time but a snapshot of the health of
your business year-round,’ said Eileen Gedicke, CPA and owner/operator
of the Yogi Bear’s Jellystone Park-Camp Resort at Gloucester Point

So what are some smart tax moves that are not well
known? Each of our three tax experts/park owners/operators
weighed in on what they considered to be savvy tax/financial
moves:

Gedicke: “If you receive a call or letter from the IRS I rec-
ommend you send that directly along to your CPA or tax pro-
fessional. I would not advise any businessperson to handle
the IRS on his or her own. A professional serves several pur-
poses in this situation. They are a buffer of protection and have
the ability and skills to work with the IRS, they’re not intimi-
dated and they can confirm that the request is legal. The IRS
has a right to request lots of documents but, generally speak-
ing, aside from those suspecting criminal intent and other 
serious concerns, they do not have the right to walk in and
request them on the spot. You should be afforded time to get
your books together and more often than not are not required
to provide original documents. Your tax pro can confirm who

the agent is (this can be done via IRS.gov) and what they are
looking for. Is it specific? Is it a fishing expedition? Be careful
not to give the IRS more than they are asking for. Certainly
you want to cooperate; however, a typical (and unwise) 
reaction is to open everything to scrutiny. That very well may
not be a requirement of what they are asking. Again, this is an
occasion to call upon your tax partner for assistance.” 

Stauter: “If you have family members that do work at your
park, consider hiring them as employees. As an employer
you’re required to deduct income tax withholding from their
earnings, essentially paying into their social security and
Medicare accounts, affording them future benefits. You’ll also
be able to deduct half of the tax from your return.”  

Rousseau: “Coming into this business I didn’t realize the
tax value of land improvements. The cost of land improve-
ments such as adding new sites, underground wiring, sewer,
pads, etc. can be depreciated over 15 years whereas land 
itself is not depreciable. It turns out that you can allocate a
decent chunk of money, thus long-term tax savings, to land
improvements.” WCM

Tips From the Pros

Tax Advice – continued on page 32

Marcia Rousseau
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(888) 445-RAIN • www.raindeck.com

Best warranty in the industry
with a lifetime warranty on all
our ground spray nozzles.

We have received very positive feedback from many
campground/RV Park owners. Here are a few:

• • • • • • • • • •
"The splash pad has been a huge hit, best
thing we ever did!" - Chelsie, Scenic View
Campground

• • • • • • • • • •
"The kids absolutely love it!" - Chris,
Sleeping Bear RV Park & Campground

• • • • • • • • • •
"Revenue is up over $100,000 this quarter,
and we have nothing else to attribute it to
other than the splash pad." - Todd, Flying
Flags RV Park & Campground

Benefits of owning a splash pad:
• Safe • Low Maintenance • Affordable

• Increase Your Bottom Line!
Rain Deck caters to all markets in the splash pad industry. Campground
owners can now take advantage of huge price breaks by going with a 
“light commercial” splash pad since they typically have supervision, 
operating hours, and less chance of vandalism, etc.

Rain Deck offers an on-site training package for those that feel their project
could be a bit over their heads. Rain Deck’s “Purchase With Confidence”
program is the only one of its kind in the industry. It was designed to 
specifically meet the needs of campground/RV park owners and their 
staff to save them thousands of dollars!

Here is a list of a few campground/RV park owners with Rain Deck splash pads:
• Junction West RV Park & Campground (CO)
• Lake Isabella KOA (CA)
• Sleeping Bear RV Park & Campground (WY)
• Bastrop KOA (TX)
• Young Life Campground (OR)
• Whispering Hope Ranch Campground (AZ) 
• Scenic View Campground (NH)
• Lazy Acres RV Park (IA)
• Bellefont/State College KOA (PA)
• Revelle's RV Park & Campground (WV)
• Hounds Campground (NC)
• Flying Flags RV Park & Campground (CA)
• Rawlins KOA (WY)
• Misty Mountain Campground (VA)
• Peaceful Valley Campground (PA)

• Shallow Creek RV Park (TX)
• Jonestown KOA (PA)
• Strawberry Park RV Resort (CT)
• Gordon's Campground (IN)
• Buffalo KOA (WY)
• Fort America Campground (LA)
• Big Meadow Family Campground (TN)
• Thunder Bay KOA (CAN)
• Happy Holiday Campground (NC)
• Seven Maples Campground (NH)
• Manton Campground (MI)
• Camp Icimani (VA)
• Benbow KOA (CA)
• Lake Wanoka Resort (PA)
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Many RV park and campground owners
seeking a competitive advantage in a
crowded marketplace are finding out that a
horseshoe pit just won’t cut it anymore. 

More and more, today’s campers — espe-
cially those with children — are looking for
high-profile outdoor recreation amenities
such as immersive water parks, massive play
structures and spectacular miniature golf
courses. 

These can be extremely expensive, but
they can make the difference between an av-
erage camping season and a record year for
business. They key is to know your target
market, one expert said, and then align your

amenities and marketing efforts to appeal to
that type of camper.

“When you’re talking about competing
with other campgrounds, apples to apples,
you do need to ask, ‘What makes us special?
What’s my draw?’ And you need to target
that market,” said Cebe Schneider, a recre-
ation specialist for Miracle Recreation
Equipment Co., one of the nation’s largest
outdoor playground equipment manufactur-
ers. Schneider is also a Certified Playground
Safety Inspector. Between the two jobs she
has been to countless RV parks and camp-
grounds, so she has a unique insight into the
outdoor recreation trends evident in the 

industry today.
While some parks and campgrounds are

fortunate to have a natural amenity, such as
a world-class trout stream to lure anglers, she
said others are forced to resort to man-made
amenities. Certainly, there are dozens of op-
tions available, but three in particular —
water parks, playgrounds and miniature golf
— seem to have become the most popular
for campground owners.

Water Parks 
Many campgrounds have a swimming

pool, but in the last few years companies
have developed products that take water-

based play to a whole
new level. With their
giant dumping buckets
of water and kid-con-
trolled spray jets, water
parks and splash pads
are making their way
into many RV parks and
campgrounds.

Both water parks and
splash pads come in var-
ious sizes, and some
water parks are available
with structures and mul-
tiple levels. All are avail-
able with a wide variety
of accessories, such as
jets, pumps and tipping
buckets. Costs range

from a few thousand dollars for a small
splash pad to into six figures for a feature-
laden water park. 

Joe Ventura, a “sourcerer” with Wizard
Works Product Development Co. in Al-
bany, N.Y., said they started installing their
multi-level spray structures at campgrounds
back in the mid-2000s. Since then, the com-
pany has expanded to offer “Crazy Lazy
Rivers,” “Spraygrounds,” “Hydro Storms”
and more.

“When we were kids, it was a swimming
pool,” he said. “But a water feature is so com-
monplace now. It’s almost expected.”

A decade ago Wizard Works was installing

one water park at a
campground about every
12 to18 months. Ventura
said in the first 30 days of
this year they already
have four campgrounds
scheduled for a water
park installation.

Another company
that has capitalized on
this water park trend is
Rain Deck LLC of
Mesa, Ariz., which has
made a name for itself
with its splash pads and
splash parks.

Ryan Vaughn, co-owner of Rain Deck,
said splash pads are nice because unlike
swimming pools, most are zero-depth,
meaning they don’t present a drowning haz-
ard and therefore don’t require lifeguards.
These are perfect for campers whose chil-
dren want to spend the entire day in the
water. At a pool, parents would need to 
supervise them, so their day is completely
tied up.

“Now, parents can sleep in and have
breakfast and the kids can play in the splash
pad and no one has to worry about anyone
drowning,” Vaughn said, adding splash pads
are less expensive, easier to maintain and
more enjoyable than a swimming pool.

Rain Deck offers do-it-yourself (DIY)
splash pad kits as well as turnkey projects;
Vaughn said the size and scope of a splash
pad is usually determined by budget and
amount of children a park owner is looking
to entertain. A typical splash pad for camp-
ground is 1,000 square feet and has 20-30
spray jets and as many as seven above-
ground features. Splash pads are available as
a recirculating water system as well as a fresh
water system. Costs vary, ranging from
$3,000 for a DIY splash pad up to $200,000
for a large pad installed by Rain Deck.
Vaughn added that splash pads offer a 
remarkable return on investment.

“I’ve got many campground owners who
absolutely feel this is what has turned their

business around,” he said. “Their occupancy
is up. Campers are happier, too.”

Playgrounds
Like swimming pools, playgrounds are

nothing new to campgrounds. But compa-
nies have become very creative in improving
the traditional slide and swing set.

“If they haven’t looked at play equipment
lately, I think campground owners will 
appreciate how intelligent the playground
industry has become in taking care of any
safety concerns,” Schneider said. 

Schneider recommends each playground
should have a sliding component, climbing
component and a swinging component.
“Those are really going to hit your develop-
mental pieces across the board including 
social, emotional, cognitive, physical — all
of those pieces are going to get addressed by
having those different play opportunities,”
she said.

She also suggests a composite structure
because they incorporate code-required sep-
arate “zones of play,” which essentially
means the equipment effectively keeps kids
from running into each other while playing.
A composite structure will always have a
swinging component separate from other
play areas, she said, adding that equipment
is also designed to be age appropriate.

Costs vary, but Schneider suggests
$12,000-$15,000 is enough to include all
three components and be exactly what most

Water parks, play structures and mini golf are among the popular attractions being added

Multi-level water play structures, like the WizardWorks unit at
Jellystone in Quarryville, Pa., are popular with guests.

Ryan Vaughn, co-owner Rain Deck LLC , said splash pads “are a mag-
net for kids” and will attract them away from over-crowded pools.

Miniature golf courses, such as this one by Traverse City, Mich.-based Ad-
venture Golf Services, are a campground amenity all ages can enjoy together.

Campground Competition Escalates With 
Bigger and Better Recreational Amenities
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campground owners would want. Many
campground owners should be able to install
the equipment themselves, which also 
reduces the cost. 

Bob Hansen is the national account
manager of Pet and Playground Products
in Eclectic, Ala., which is another large 
supplier of playground equipment and other
outdoor recreation products. Hansen sug-
gested that in addition to a playground,
campground owners ought to consider the
fitness of their campers and the play options
for their pets. Outdoor fitness equipment
and fenced-in pet parks, when equipped
with dog agility structures, separately 
provide the exercise both people and dogs
need to stay healthy and sleep well.

The two amenities can be combined,
Hansen added. Campgrounds can install
outdoor fitness stations and dog agility sta-
tions, along with pet waste stations, along a
trail circling the perimeter of the property.

Miniature Golf
Miniature golf, or mini-golf, has been

around for decades and can be found in
many campgrounds. Those park owners
have discovered a low-maintenance source
of revenue that looks great on a website.

Lately, more campgrounds are electing to
install modular miniature golf courses, said
Kreg Krupa of Adventure Golf Services in
Traverse City, Mich., which designs, builds
and installs miniature golf courses and game
courts such as shuffle board, bocce ball and
croquet courts.

“Ten years ago everybody was putting in
the permanent, larger-scale courses. Now
that we offer less-expensive, smaller,
portable modular varieties, a lot of camp-
grounds are purchasing those instead since
it’s not such a major investment,” he said.

Campgrounds need little to accommo-
date the smaller, modular courses, Krupa
added. 

“Any surface will do as long as it’s not too
extreme and reasonably flat,” he said, point-
ing out that it can be placed within an area
as small as 800 square feet. The more tradi-
tional permanent-style miniature golf
courses can occupy as much as half an acre.

Butch Mazaleski, CEO of Scranton, Pa.-

based Lomma Championship Miniature
Golf Courses, a company founded 60 years
ago by his late uncle, Ralph Lomma, said
their specialty is creating a miniature course
for a variety of budgets.

“Even if you have a small campground,
maybe you want to convert an unused tennis
court or you have 1,500 square feet set aside,
and even you don’t plan on charging people
to use the course, we can design you a
miniature golf course,” Mazaleski said.

Another recent trend Mazaleski has seen
is campground owners converting their
video game rooms into indoor miniature golf
courses — especially since most kids have
their own gaming systems and “most video
arcade games can cost as much as $6,000 to
replace,” Mazaleski added.

Joe Buckshon, president of Jessup, Pa.-
based Mini-Golf Inc.— which was featured
on an episode of “The Apprentice” television
show — said he’s definitely seen a spike in
campgrounds installing miniature golf
course over the last few years. 

“People have been looking for less-
expensive forms of recreational activity, and
miniature golf is perfect,” he said. “It is one
of the few activities left that the entire family
can do together and enjoy.”

A typical project for a campground starts
with him asking the owner’s budget and
available dimensions. “We’ll then do a layout
to scale for you based on your holes choices,
and we then price it accordingly,” he said,
adding they have many hole choices to
choose from. From there, Buckshon will
oversee the design and manufacture of the
course. Installation generally takes about five
to six hours.

Hybrids & Other Amenities
At least two companies are introducing

new and innovative campground amenities
that are a hybrid of sorts. Adventure Golf has
come up with SplashGolf and Wizard Works
has dreamed up Agua Gaga.

SplashGolf is a miniature golf course with
special water effects on each of its nine holes,
all of which is mounted on a splash pad
made from a patented panel system. The
4,000-square-foot, ADA-accessible, zero-
depth splash pad is covered with colorful
flexible seamless paving material, which can
include any custom design.

The patented panels that create the splash
pad base provide rapid drainage directly into
the reservoir pond below, while the low 
volume pumps are mounted in a plastic
water-control container. All water is treated,
filtered and heated.

“It’s the same concept as a splash pad, but
we incorporated some of the water features
into the course play, such as jets, that can fac-
tor into moving the ball and change direc-

tions,” Krupa said. 
Agua Gaga takes

the concept of “Gaga
Ball” — an Israeli
game that can best
be described as a
combination of
dodgeball and in-
door soccer played
in a short-walled oc-
tagon arena — and
adds water. In Agua
Gaga, kids inside the
fiberglass arena are

playing Gaga Ball, but on a splash pad 
featuring water sprouting from the floor.
Surrounding the arena are interactive water
features that kids on the outside can use to
spray the kids on the inside. 

A key element to Agua Gaga’s success is
the modular splash pad on which it rests.

The structure is made up of several modular
fiberglass pieces connected together and 
the pieces have integrated pipes, so once
connected to a pump-fed supply line the 
reclaimed water is sent throughout the Agua
Gaga setup. The structure, which is roughly
30 feet in diameter, can be placed on any 
flat surface such as an unused tennis or 
basketball court. In addition, the structure is
pre-lit so it can be played at night. 

Of course, there are plenty of other
amenity options for campgrounds that are
not a water park, playground or miniature
golf course. 

One such idea is pedal karts, an idea 
espoused by Prime Karts of Pensacola, Fla.

“What makes pedal karts unique in a
campground setting is that nobody has these
at home, so when they see them at a camp-
ground, they want to ride them,” said Derek
Lother, Prime Kart’s vice president of sales,
adding most campgrounds rent them out to
their guests.

Another pedal kart company, BERG Toys
USA of Lititz, Pa., said the bottom line for
park owners is pedal karts are a revenue
stream that’s completely in line with their
business segment.

“We have campgrounds who’ve done
the math for us: They say pedal karts pay
for themselves in three months, and they
last for as long as 10 years in some cases.
Plus they’re fun, they’re green — it’s all
pedal power — and they’re meant to be en-
joyed in the great outdoors,” said BERG
Toys President Kent Julye, adding that he
expects his business will double this year
due to the interest shown in the string of
campground-related vendor shows the past
few months. 

Having on-site amenities — and effec-
tively marketing those amenities — is a
competitive advantage, key to securing
reservations because most campers now go
online to research potential campgrounds.
Parks that not only have amenities specific
to a camper’s desires but also announce that
fact loud and clear stand a much better
chance at getting the reservation.

“The marketing side is really critical for
campground owners,” Hansen explained.
“You’re not the only campground in that
area. These amenities that we offer them are
really pieces of marketing material that they
can use to draw traffic to their location.” —
Rick Kessler   WCM

Adventure Golf Services
888-725-4FUN
www.adventureandfun.com
Traditional and water-based miniature
golf courses, outdoor play fields.

BERG Toys USA LLC
877-499-6462
www.bergtoys-usa.com  
Manufacturer and supplier of pedal karts.

Commercial Recreation Specialists
www.crs4rec.com
877-896-8442
Supplier of water-based (water parks,
splash pads) and land-based (play struc-
tures, mini golf, climbing walls) products.

Lomma Championship Miniature 
Golf Courses
570- 346-5555
www.lommagolf.com
Design and installation of indoor and 
outdoor miniature golf courses.

Epic Outdoor Cinema
www.epicoutdoorcinema.com
386-304-2336
Manufacturer and supplier of portable,
outdoor theatre screens and systems.

Miracle Recreation Equipment Co.
888-458-2752
www.miracle-recreation.com
Manufacturer and supplier of outdoor
playground equipment, fitness equipment
and water-based play equipment.

Mini-Golf Inc.
570-489-8623
www.minigolfinc.com
Design and installation of pre-fabricated
indoor/outdoor miniature golf courses.

Pet and Playground Products
866-398-3992
petandplayground.com
Distributor, supplier and manufacturer of
playground and outdoor fitness equip-
ment, dog park and agility equipment.

PlayPower, Inc.
www.playpower.com
Manufacturer of commercial playground
equipment, floating dock systems and lifts
for boats and personal watercraft.

Prime Karts
866-475-0450
www.primekarts.com
Manufacturer and supplier of pedal karts.

Rain Deck
888-445-RAIN
www.raindeck.com
Design and installation of Splash Pad and
Splash Park products.

Trailmate Tricycles
www.trailmate.com
800-777-1034
Manufacturer and supplier of the Fun
Cycle Trike Series.

UltraPlay Systems  
800-458-5872
www.ultraplay.com
Manufacturer of outdoor play equipment
and related products.

Wilcor International
www.wilcor.net
800-346-2345
Supplier of a wide variety of 6,000-plus
camping, recreation and vacation prod-
ucts, gifts, and amenities.

Wizard Works
855-WIZ-BANG
wizardworks.biz
Water parks, splash pads and other water-
based recreational equipment.  WCM

Outdoor Recreation Suppliers

Composite playground equipment, such as these
offered by Pet and Playground Products are 
designed for active play for specific age groups.

Joe Bucksohn, president of Mini-Golf Inc., said he’s definitely seen a spike
in campgrounds installing miniature golf course over the last few years. 

BERG Toys pedal carts are a fun option.

Wizard Works Product Development Co. is debuting
Agua Gaga, a recreational game that combines a
splash pad with an Israeli game called Gaga Ball.

http://petandplayground.com
http://wizardworks.biz


Whether you love them or hate them,
online reviews of RV parks and camp-
grounds are here — and, like the travel in-
dustry at large and commerce in general,
more and more consumers are turning to
online reviews when they make decisions
about where to visit.
As you know, it’s the “new normal.”
While reservations giants like Book-

ing.com and Expedia are turning their at-
tention to the campground arena —
bringing into the market the possibility of
even more online-savvy travelers who rely
on reviews — another major player in the
travel business, TripAdvisor, is also turning

its attention, and that of guests, to North
America’s RV parks and campgrounds.
Of course, guest reviews aren’t new.

Comment cards have been around for
decades. But comments have evolved in
this on-demand world to a remarkable ex-
tent, according to Bob MacKinnon, presi-
dent of GuestReviews, the leading
provider of reviews focused on the camp-
ground market (www.guestreviews.com). 
“The review process has really

changed over the past few years,” Mac-
Kinnon told Woodall’s Campground Man-
agement. “In general, for all of online
commerce, 84% or 85% of buying deci-
sions for online purchase were driven by
reviews,” MacKinnon added. “People
sought reviews as part of their buying 
decision. That change has translated into
the camping industry. Camping consumers
are actively seeking information from their
peers to make their buying decisions.”
“The last time I looked at it, incorporat-

ing the word ‘reviews’ into a search term
has just gone off the charts,” noted Mac-
Kinnon, who’s based in Murrieta, Calif.
“People used to go in and only search, say,
‘Indiana campgrounds.’ Now they go and
maybe start with the same search, but
from there they find three or four they’re 
interested in and search ‘ABC Camp-
ground reviews. That’s a change not many

something that’s been adopted by the hotel
industry.”
According to TripAdvisor statistics 

provided by McCullough, properties with
management members responding to 
reviews are 21% more likely to receive a
booking inquiry through TripAdvisor than
those without management responses 
(go to www.tripadvisor.com/TripAdvisor
Insights to see the company’s free training
tools). Properties that respond to more
than half of reviews increase their likeli-
hood of a booking inquiry by 24% — and
they get higher ratings.
Specifically, properties whose man-

agers don’t respond to reviews get an av-
erage review rating of 3.1 out of 5 on
TripAdvisor, while those who respond to
65% of reviews or more get an average 
review rating of 4.15 out of 5. “Those 
responding at a high rate have higher re-
view scores on TripAdvisor,” McCullough
told WCM, “and the reason we believe
that’s so is that they’re engaged and work-
ing to make a better experience. People
who come to TripAdvisor see that those
owners and managers are taking the time
to respond, and that generates trust and
professionalism.”

Jayne Cohen, a New Hampshire-based
campground consultant who offers a 
service of responding to online reviews for
RV parks (find more information at
www.campgroundlodgingconsultants.com)
said she’s always approached reviews as
quality control for clients. Now, though, 
“review sites are just another form of social
media. People who read reviews are much

in our industry have caught onto.”
GuestReviews and TripAdvisor take

very different approaches to reviews and
provide different venues for campground
and RV park operators, but both serve as
channels for guest feedback — and for 
potential guests to get a feel for the service
levels and general nature and quality of
your facilities.

Mark McCullough, senior territory 
manager for TripAdvisor, said, “As the
campground space adopts more online
bookings, we see more correlation why 
reviews are important. It drives bookings
in a positive way for campgrounds. It’s

Taking an Aggressive, Proactive Approach to Park Guest Reviews
‘As the campground space adopts more online bookings, we see more correlation
as to why reviews are important,’ explained Mark McCullough, senior territory
manager for TripAdvisor. ‘It drives bookings in a positive way for campgrounds.’

Bob MacKinnon

Mark McCullough
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or negative — to thank guests for leaving a
positive experience and highlight those
positives and thank them for the feedback,
or, conversely, if the feedback is negative,
thank them for the feedback and use it to
fine-tune operations.”
So how much is too much when you 

respond to feedback? 
The TripAdvisor stats suggest there may

not be such a thing as too much when it
comes to responding to online reviews, and
Cohen agrees. “Some people say you don’t
have to answer good reviews. I strongly
disagree with that. You should answer all
reviews, good and bad,” she maintained.
In all cases, Cohen suggested, you

should always answer within 48 hours, 72
hours at the most. “It’s more important to
answer a bad review quickly. A bad review
should get immediate attention,” she 
emphasized. “A lot of times a bad review
will be written when someone is staying
with you, and maybe you can figure out
who it is and address it for them.” 
For the many campground owners

who’ve poured their lives into their work, it’s
very hard not to take a negative review per-
sonally, Cohen said. “For any owner who’s
working hard to do their best, any complaint
is personal,” she observed. “You have to
work very hard to be objective and say, ‘Is
this true?’ Then, you’ve got two things to do:
Get that person satisfied by addressing
their concerns, and you’ve got to show 
the public how you deal with things when
mistakes are made.
“You want to apologize for not meeting

the guest’s expectations. You want to be
real, you want to show you’re concerned,”
she continued. “You show other travelers
you care. The reviews are more about the
people who are reading the reviews than
the one person who wrote it.”

Jayne Cohen

Views email template, the company’s 1,200
campground customers “on average are
getting a 20% response rate,” MacKinnon
said. “We have designed the program so
we can provide very specific, actionable
data. We offer detailed questions on a 

report-card scale,” MacKinnon pointed
out, drilling down into guest thought on
service, facilities, restrooms, sites, staff
friendliness and more.
Regardless of which source you use —

Guest Reviews, TripAdvisor, even Google+
or Yelp— using a variety of guest feedback
is a campground owner’s best way to get an
objective view of his or her business, MacK-
innon told WCM. “If they think they know
everything about their business, they’re
fooling themselves. Their guests can teach
them a lot.”—Justin Leighty   WCM

McCullough suggested showing trans-
parency and willingness to deal with feed-
back, “Be completely transparent and have
an open-door policy of communication
where the owner or manager leaves their
phone number, their email address. That
shows they want to make
right what was wrong and
show that you’re open to on-
going feedback beyond the
review.”
The nature of one’s ap-

proach to positive reviews is
important as well. “You don’t
want to sound like you’re just
answering with a canned
answer,” Cohen said. “Look
at each review carefully. 
Always thank them for shar-
ing their experience with
other travelers.”
MacKinnon said camp-

ground owners and opera-
tors need to strike a balance
in the systems to which they
devote their attention, too.
“Campgrounds need to be
smart about not putting all
their eggs in one basket,” he
emphasized. “TripAdvisor is
an opportunity to get exposure to a bigger
market, but TripAdvisor’s not going to give
them the management intelligence that
GuestReviews does. You  have to be smart
about what you’re trying to do. If you’re
using TripAdvisor as a placeholder and an
advertising source but you’re not using it as
your sole source of intelligence for your
business, that’s a good approach.” 
GuestReviews gathers much more 

detailed information from guests than Trip-
Advisor feedback offers, MacKinnon
noted. In the GuestReviews/Campground-
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This graphic by TripAdvisor who’s the difference bin satisfaction
based on how otten owners or managers respond to reviews.

more sophisticated now. People who read
reviews and use them to make decisions —
which is 90% of travelers — they’re savvy
about reviews. They know if it’s someone
who just got kicked out,” she said.
MacKinnon agreed. “People are really

smart about doing their research online.
They can see a complaint from an irate
customer, read between the lines and see,
‘This guy was a jerk.’”
MacKinnon, who’s owned and operated

campgrounds, said the RV park business is
all about return visits, and reviews play a
pivotal role in fostering return traffic as well
as new traffic. “I want to have so much 
return business that I don’t have to adver-
tise to get new business,” MacKinnon 
explained.
McCullough, for his part, said,  “I look at

TripAdvisor as a two-way communication
between the traveler community and the
lodging/campground community in general.
It should be a two-way dialogue so that
when a traveler posts a review, the camp-
ground manager or owner should try and
respond to those reviews — either positive

mailto:bkim@carefreervresorts.com
www.carefreecommunities.com
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Can we call it a comeback? A surge? A
return to glory days? When it comes to
profitability, development and expansion
of luxury motorcoach resorts, those in 
the business agree that there’s a lot to be
positive about these days — but they are
hesitant to break out the ticker tape and
start ringing the bells.

“I would say we’re cautiously opti-
mistic,” said Jerry Kidd, president of

Kidd Group Communication Design, a
Tallahassee, Fla.-based company with a
30-year history and deep ties to the luxury
RV resort industry. “There’s a lot of interest
in luxury resorts. Not that many have 
broken ground too recently, but we’re 
getting a lot of phone calls from people
poking around, and I think that’s notice-
able since it’s been so quiet since 2009. As
far as we’re aware, we’ve had four years

without any new resorts.” 
That’s about to change in Florida,

thanks to The Fountains of St. Augus-
tine, a planned 180-unit luxury motor-
coach resort currently being developed by
the Devcon Group in partnership with
the Kidd Group. Construction is under-
way on The Fountains, with plans to open
this summer. In addition to a host of 
luxury amenities, the resort will feature

Class A lots with three sizes of optional
dwellings: 500, 750 and 1,450 square feet.   

“Our vision is
that we’re going to
build 10 of these re-
sorts,” Kidd said.
“We’re currently in
negotiations in the
Smoky Mountains
and near Naples,
Fla.”

Also in develop-
ment in Jupiter,
Fla., with plans for opening this year, is
the Jupiter-Palm Beach Motorcoach 
Resort, a 100-site resort being developed
by Preferred Motor Coach Resorts, an
organization headed by Randall Hender-
son, former president of Outdoor Resorts
of America.

The numbers are clear when it comes
to a continued rebound in North Ameri-
can RV sales, with a return to pre-2008
levels in 2013 when 303,000 units sold.
Then, another increase occurred in 2014
with 349,400 units sold, and experts are
predicting another 3.1% increase for 2015.
But tracking the development, expansion
and lot sales or rentals at luxury motor-
coach resorts on a national scale is much
murkier territory, simply due to a lack of
centralized research.

Those within the luxury resort market,
however, are consistently reporting good
news, including well-established resorts
that have released strong financials for

Post-Recession Luxury Motorcoach Resort Sector is Growing 
Again — and ‘Cautiously Optimistic’ for the Near Future

The Fountains in St. Augustine, shown in this rendering, is an unprecedented foray into luxury motorcoach resort development.

Jerry Kidd

http://adventureandfun.com


2014 and optimism for the remainder of
2015. That is the case at member-owned
Mountain Falls Luxury Motorcoach Re-
sort in Lake Toxaway, N.C., which is near-
ing completion of its third and final phase
of development, an 86-site build-out that

will bring the total number of sites to 230. 
“Our reservations were up 200% in

2014,” said General Manager Barbara
Oldenburger. “There definitely seems 
to be a surge in luxury motorcoach 
ownership.” 

Founded in 2000 under the Outdoor
Resorts of America brand, Mountain Falls
changed ownership in 2012 when the
owners formed a property owners associ-
ation and purchased the company. Thus
far in 2015, the resort reports a 37.5% 
increase in reservations and has closed
sales on 24 of the properties for sale in
phase three. 

The story of a sustained streak of 
increased occupancy is similar at another
resort founded by Outdoor Resorts of

America, the 407-site Las Vegas Motor-
coach Resort (LVM). There, reservations
were up 8% in 2014, surpassing the
budget goal managers had set. 

“The general business side of our resort
and the ownership side are both on the

upswing,” said Eugene McCord, acting
president of the LVM owners’ association,
which purchased the resort in 2009.
“We’ve sold a tremendous amount of lots
here in the last year, probably more than
the last several years combined, and our
rental activity has gone up in 2014 and
looks promising for 2015. We’ve had a
great amount of return rentals. Also, the
amount of rentals we get from hosting 
rallies is also on the upswing this year.” 

Michael Gelfand, president of Terra
Vista Management, reported that both of
the RV resorts they manage in southern
California are doing very well.

“Business is phenomenal,” he said. “In
2014, we had significant increases in 
revenues at both Campland on the Bay

and Newport Dunes Resort and Marina.
Our reservations for 2015 are up in the
double digits for both properties.”

In addition, Gelfand said that two ex-
pansion projects are currently underway
at Newport Dunes, both a hotel on 14
acres and a mixed commercial/residential-
use project at an adjacent, currently 
undeveloped property.

Factors to Growth
The sustained, two-year increase 

in manufacturing and sales of Class A 
motorhomes is the most obvious 
contributing factor to a return to strong
business and growth for luxury motor-
coach resorts, and is one that’s most 
commonly cited. Most of the owners and
managers who spoke with Woodall’s
Campground Management, however, see
more complexity behind the surge. 

“You have a lot of factors involved in
addition to increased manufacturing and
sales,” Kidd said. “I think the lower fuel
prices we’re seeing are a bit of a bubble 
although it’s probably causing an acceler-
ation in buying, but to me, the bigger 
reason would be the Baby Boomers and
people entering retirement or semi-retire-
ment. That pushes people into the RV
world, and I think there were a lot of folks
who might have put off retirement in the
last few years but now they’re finally
doing it, so that pushes demand once they
feel confident in the economy and their
investments in the market.” 

At Mountain Falls, Oldenburger said
she is sensing a change in confidence 
regarding the general economy, but that a
change in demographics also appears to
be playing a major role. “There’s always a
transition of age groups and I’m seeing
more younger people now and people

with families who are RVing,” she said.
“Manufacturers are changing the way they
design coaches in terms of how they ac-
commodate families. We used to laugh
about it, saying that our coaches partied
12 and slept two. Well now these coaches
are sleeping six. It’s mom dad and the kids
and there’s plenty of room. It’s the market
keeping up with what’s out there in terms
of demand.” 

Access to capital through institutional
lending is one potentially overlooked but
significant pillar of new development and
expansion, and industry players had
mixed opinions regarding whether major
lenders are beginning to loosen their 
post-crash grip on funds.

For his part, Carefree Communities
Inc. CEO David
Napp said that he
sees a fundamental
change in the
stance of major in-
stitutional lenders
toward the financ-
ing of RV resorts
with park models.
For evidence, he
points to the fi-
nancing of Carefree’s recent $850 million
purchase of 18 manufactured home com-
munities in California. The deal was 
financed by JP Morgan Chase, Citigroup
and Goldman Sachs by issuing bonds,
using 68 of Carefree’s existing properties
as collateral. 

Although the bonds financed a pur-
chase solely of manufactured home com-
munities, and while not all of Carefree’s
79 properties fit the luxury motorcoach
resort description, Napp believes that it
still signals a sea change in the approach
of major financial institutions toward RV

Dave Napp

Full patios with pergolas and large accessory structures are some of the features high-end
motorcoach resorts offer, like this site at The Fountains.
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A New Twist on Motorcoach Resort Ownership
In addition to coming out with one of the coun-

try’s newest luxury motorcoach resorts, The
Fountains of St. Augustine is debuting a novel ap-
proach to the entire idea of lot ownership, one
that executives believe may be “a game changer”
for the industry. 

To start with, none of the lots at The Fountains
can be purchased, as is standard practice at
many luxury resorts. Instead, The Fountains un-
veiled a vacation-club-membership program
based on the timeshare model used in the con-
dominium and hotel industries. 

“The concept is you buy a membership and
it’s a one-time charge,” Kidd said. “Then you sim-
ply pay a monthly membership fee and that gives
you access to the resort. So you don’t have to buy
property, you buy membership.” 

The membership plans run from one week to
26 weeks per year, with 26 weeks running similar
in cost to buying property at a high-end resort.
The agreements are available in 12-, 24- and 40-
year terms. 

“But you don’t have continual maintenance
fees and you’re not limited to that one resort prop-
erty,” Kidd said. 

That’s because The Fountains has brokered
an affiliation with Wyndham Worldwide division
RCI (formerly Resort Condominiums International)
to provide members with access to the RCI net-
work.

“When you buy your membership, you can
take those membership credits and turn them into
points with RCI if you choose to,” Kidd said. “Then
you can use them on one of any 4,700 RCI resorts
around the world. That’s a new concept. As far as
we know, nobody in the RV resort market has ever
tied in with RCI to do a swap out and nobody’s
ever done a membership club before. We do think
it will be a game changer for the industry.” 

When the membership club plan was rolled
out to the public at the recent Florida RV Super-
show in Tampa, Kidd said the response was bet-
ter than even they had expected. 

“The experience at the show was extremely
pleasing and a little bit overwhelming,” he said.
“It was very consistent with everyone we talked
to. The basic comment was: ‘Why has this taken
so long? It’s about time and I wish this had hap-
pened sooner before I bought my property in
wherever.’” WCM

Access to capital through 
institutional lending is one
potentially overlooked but
significant pillar of new 
development and expansion,
and industry players had
mixed opinions regarding
whether major lenders are
beginning to loosen their
post-crash grip on funds. 

seen,” but Kidd said that it doesn’t seem to
be so visible in his region.

“My experience is that access to institu-
tional capital and financing hasn’t become
much easier just yet,” he said. “We get a lot
of calls from people asking us if we have re-
sources for funding. It’s not the go-go times
of 2007. You have to be pretty solid. From
the retail side, I think the banks are possi-
bly offering a bit more than in the last few
years, but I don’t think they’re as anxious
to lend money as they were prior to 2008.
That’s the bad news. The good news is that
everyone’s 401ks and IRAs are back up to

where they were — and beyond — before
the crash if they stayed in the market. So
that might have people feeling solid
enough to invest in an RV.”

And that increase in supply of RV own-
ers, combined with a recovering economy,
should continue to translate as better busi-
ness for luxury motorcoach resorts for the
near future. 

“I think the forecast for the industry is
good as far as we can see out to three, four
or five years,” Kidd said. “Beyond that,
maybe we’ll all have flying cars.”  —Ty
Adams  WCM

resort properties as a whole.  
“This was the first time that an institu-

tional lender has financed debt to a single
borrower using only destination RV resorts
and manufactured home communities as
collateral,” Napp said. “For a long time,
they didn’t touch RV parks. I think it’s 
really good for the industry because it 
evidences the maturity of the industry to
where we’re able to access institutional
capital. And Freddie Mac has also signaled

they’re willing to loan on park model RV
parks. They have to be park models, but
this is really good for the outdoor hospi-
tality industry as a whole. What we’re 
seeing is a turn in the institutional capital
market that has a greater acceptance of
destination RV parks than they’ve ever had
in the past.”

At Terra Vista, Gelfand agreed that in-
stitutional capital does seem to becoming
more available, “more so than I’ve ever

The Ridge at Mountain
Falls in North Carolina.

http://bergtoys-usa.com
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TREND VIEWS

Never say never — this is something
you get to know better with the privilege
of aging. We were both agreeably retired:
Kathy from 17 years of owning a camp-
ground and happily being bought out by
her son and daughter-in-law, and Linda
as president of ARVC and after 29 years
with what was Woodall Publishing
Company, most recently as president.
We really never thought that we would
be drawn back into the work world and
that we would once again be working to-
gether in an industry that we really loved.

Last summer, however, we were asked
to join a group of people to discuss and
brainstorm their ideas for Cruise Inn
Parks, a new, technology-based brand in
the camping industry that would give RV
parks and campgrounds equal footing
with the hotel/motel industry on a world-
wide basis. RV parks and campgrounds
would be exposed to a worldwide audi-
ence of potential guests — opening up
the rental market with newfound knowl-
edge of the accommodation opportuni-
ties available at the parks. We were
ultimately asked to join Cruise Inn as di-
rectors of business development. Now in
its second year of operation, Cruise Inn
is bringing in more parks to the system
each month and is slowly and steadily
becoming known as a recognized option
for branding RV parks and campgrounds.  

But all of that was just by way of in-
troduction — we really want to use this
space to share useful information and
maybe stimulate some thinking. There
are so many positive signs for our indus-
try and when these “stars” align we have
to be prepared to make the best of them.
The Allure of “Camping” and the

Outdoors: Thankfully, people still be-
lieve that RVing and camping are a family
activity and a way to get away from it all
without necessarily getting away from it
all. It is getting easier for more people to
enter the market with manufacturers 
designing a variety of units to meet the
needs of today’s consumer. Plus it is more
affordable with low interest rates. 

More parks are adding on-site rentals
to their inventory, which is enabling new
guests to enter the marketplace. Park
model sales were up 4.4% in November
2014 compared to November 2013. More
people can have a camping experience by
staying in provided cabins, park models,
yurts, tents or any unusual type of camp-
ing unit dreamed up by creative park
owners.
Technology: Everything is changing

in a picosecond. Reservation manage-
ment systems are becoming a “must,”
providing easier ways to manage your in-
ventory and get much-needed informa-
tion to run your business more profitably.
More and more people are using their
smart phones and tablets to access infor-
mation. Google’s 2014 Travel Study

shows that 38% of leisure travelers use
mobile devices for travel information
and, according to Statistic Brain, more
than 57%, or 148.3 million people in the
U.S., made all their travel reservations
using the Internet to book accommoda-
tions, tours and vacation activities.
Confidence Levels: According to a

January 2015 survey by Dr. Richard
Curtin of the University of Michigan,
“Consumer confidence rose in early Jan-
uary to its highest level in a decade. Gains
in employment and incomes as well as
declines in gas prices were cited by record
numbers of consumers. More consumers
spontaneously cited increases in their
household incomes in early January than
any time in the past decade, and more
households reported unprompted refer-
ences to favorable employment prospects
as well as lower prices than at any other
time in the more than the half-century
history of the surveys.” The survey goes
on to say that it may be hard to sustain
the optimism throughout the year, but
even so, there is an expected 3% gain in
consumer expenditures in 2015. People
are gradually spending more, but being
more cautious about where they spend it.
Vacation travel will be on their minds.
Price of Gas: It is hard to remember

when we paid close to just $2 for a 
gallon of gas and occasionally less than
$2. While we're not really sure why this
is happening, who cares — it is good for
our industry. 
Growth in RV Sales: RV shipments

per RVIA are at their largest annual total
since 2007 — expected to hit 361,000
units by year-end. One national research
firm said sales would increase 10% by
the year 2019. More RVs on the road
means a continued need for RV and
camping sites. 

The stars are aligning in our industry
and now is the time to capitalize on it.
What are you doing to bring new guests
and keep repeat guests in your park?
How much do you really know about
your business and your customers? Do
you have some type of rental in your
park? What have you done or what are
you planning to do to utilize technology
to better understand your business?
What have you added to your park or
changed at your park in recent years to
offer to your guests? Now is the time 
to take some action — focus on the best
opportunities available to your park,
whether it be adding sites, rentals, 
recreation, reservation systems or new
marketing opportunities.

Kathy Palmeri and Linda Profaizer are
Directors of Business Development for
Cruise Inn. Palmeri and her husband Tony
bought their campground in 1994 and op-
erated it for 17 years. She also has been a
member of a variety of local, state and na-
tional boards during her years in the indus-
try dealing with a wide range of tourism
entities and issues. In the industry more
than 40 years, Profaizer is the immediate
past president of the National Association
of RV Parks & Campgrounds (ARVC), past
president of Woodall Publishing Company
and former RV development director for
Flying J Travel Plazas. You can contact
them at kpalmeri@cruiseinns.com or
lprofaizer@cruiseinns.com. WCM

The Stars Are Aligning for the
Outdoor Hospitality Industry

Linda Profaizer & Kathy Palmeri

mailto:pilotrock@rjthomas.com
www.pilotrock.com
www.checkboxsystems.net
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The park opened its Cottage Community in January, and response has been phenomenal.
‘All of them are taken already, mostly on a long-term basis, and they’ve filled up simply by
word-of-mouth with virtually no advertising from us,’ noted General Manager Michael Carle

The pool at night adds to the look of a desert oasis.Pickleball courts are one of the many amenities this California park offers.

With 63 acres, Golden Village Palms can accommodate plenty of snowbirds.

When opportunity knocks, open the
door. 

When a tidal wave of demand for two
park model rentals overflows into a waiting
list three years deep, that’s opportunity
knocking your door down.

That’s where Golden Village Palms RV
Resort in Hemet, Calif., found itself — and
with units that were never even supposed to
be rented at all.

“We were trying to sell them,” said
Michael Carle, general manager. They were
just on display, he explained, for California
Park RV Sales, a dedicated park model deal-
ership established on the property in the
early 2000s by corporate owner Sunland RV
Resorts for visitors to purchase and place at
Golden Village or any of Sunland’s other 
resorts, of which there are currently 10. 

Unfortunate as it seemed to them at the
time, those sales didn’t happen, leading
Carle and Sunland management to brain-
storm on a Plan B. “Since they didn’t sell, we

thought, ‘Okay … people call us all the time
about renting.’ So we started renting those
out, and they were filled right away.”

Over the next three years, interest in
GVP’s rentals grew steadily, eventually spik-
ing with as many as 60 to 70 calls in one day
from people checking on availability and
getting in line for a vacancy. “Last year we
had so many inquiries about getting into
them, we had a wait list going three years
out,” Carle described. “We were turning
away quite a few people.”

Sunland got the message loud and clear. 
If market demand amiably said “Marco,”

Sunland train-whistled its responding
“Polo.” They might have opted to double or
even triple the number of existing rental
units, but Sunland made plans to add five
times its existing park models. 

Crews started work last December on 10
more 400-square-foot park models at GVP,
each containing a master bedroom suite,
full-size kitchen with refrigerator and stove,

dining room, flat-screen TVs and DVD
player, bay windows and outside patio and
grill. Golden Village’s new jumbo-sized Cot-
tage Community opened its doors on Jan. 1. 

The bold investment paid off immedi-
ately.

“All of them are taken already, mostly 
on a long-term basis, and they’ve filled up
simply by word-of-mouth with virtually no
advertising from us. Right now every single
one of them is rented. They’ve been a big
kick,” Carle said. 

Most campgrounds wouldn’t funnel so
much into their properties at one time, but
it’s a proportional fit. Golden Village Palms
RV Resort is said to be the largest RV park in
the state of California: Its dozen cottages and
1,019 full-hookup RV sites rest on a 63-acre
property, and the amenities detailed on its
website are too extensive to even attempt to
list here — not to mention the mile-long
menu of activities encompassing nearly
every hobby, sport and interest under the

sun. “We have anywhere from 80 to100 
different activities every single week. We’ve
got more than anyone could possibly do
while they’re here,” Carle asserted.

It’s easy to be busy when snowbirds come
through during their winter travels, he said,
but when their migratory patterns reverse
and they go home for the summer, it leaves a
vacuum that affects parks of every size —
and in this case, the larger ones have the dis-
advantage of more empty sites left behind
alongside a larger overhead to maintain.
While GVP may appear to suffer from an em-
barrassment of riches regarding peak-season
reservations, he said it takes much more
work to fill 12 vacant cottages instead of two. 

“Our tough spot will be the marketing in
our off-season to make sure we keep all these
filled,” said Carle; for no matter how many
sites are empty, he’s got to keep the lights on
somehow, and acres’ worth of utility and
maintenance bills care nothing for varying
occupancy. 

GVP must equally grapple with retaining
a competitive edge in a region rife with other
entities hungry for his customers’ attention
and pocketbooks. The park has the good for-
tune to be nestled in a Southern California

Park Model Rentals Surge in Demand at Sunland’s 
63-acre Golden Village Palms RV Resort in So Cal

CAMPGROUNDPROFILE
Park Model Rentals Surge in Demand at Sunland’s 
63-acre Golden Village Palms RV Resort in So Cal



WOODALLSCM.com March 2015  -  25

at other RV places and what is it they’d like
to see over here that would keep them want-
ing to come back. That’s the relationship you
have to have. You have to know your guests,
all the time,” Carle related, adding that the
resort also conducts post-visit surveys.

The rest of GVP’s staff of 24 also keeps
their fingers on the pulse of guest preferences.
“We’ve got a great staff that’s been here for a
long time, and that’s important to the guests
too,” he said. “We know them by name and
we know their wants when they come in.”  

The meaningful connections between
Golden Village staff and guests, said Carle,
keep staff aware and ahead of customer
needs — like the Wi-Fi tweak coming 
sometime in March that will switch from
providing a guest’s first 100 MB free to giving
the first hour free, regardless of MB used. 

It’s crucial to Carle that he enlist the help

of every employee in this initiative, asserting
that outside of the Sunland corporate 
marketing department, property-level public
relations and marketing is performed by the
people who work there every day, serving its
guests — and goodwill gained from simple
gestures can never be undervalued. “They
like to be recognized, and they like to see
those familiar faces,” he stated. 

Guests’ comfort with familiar faces also
applies to their fellow campers, with many
coordinating their reservations to be with
other groups with similar interests. “They
make their friendships here, and they all
want to be close together,” said Carle. “And
with this size of property, we have several
different communities here. There are some
sets that are very active physically. Other sets
are in a quiet section, and they like to just
sort of soak up the sun rays. There’s another
area where they like to party it up at night.
So we have our very different groups all the

valley that’s surrounded by the San Jacinto
Mountains and Santa Rosa Hills, with
warmer-than-average temperatures and
lower-than-average precipitation that 
provide a welcome oasis for travelers hailing
from chilly climates. 

The added element of easy access to
major throughways completes a formula for
snowbird ambrosia — and consequently, the
area is also ambrosia to countless businesses
continually jockeying for a bigger piece of
that disposable-income pie. 

Keeping up with the action means keep-
ing a close eye on what appeals most to that
market segment, and carefully utilizing 
resources to provide it. 

If Golden Village guests want to store
their RVs, for instance, they can take advan-
tage of its outdoor dry storage area or drive
about an hour to Palm Desert to utilize the

climate-controlled indoor RV storage units
at its sister Sunland park, Emerald Desert
RV Resort. Fifty-six of GVP’s 63 acres are 
developed, leaving but a scant few open for
future projects, which would have to be par-
ticularly unique and compelling — neither
of which applies to indoor RV storage.

“There are quite a few places right here
around us that already have that type of 
facility, and for us to do that, it’d have to go
in our undeveloped area or take away from
our existing sites,” Carle explained. “We
have no plans for expansions like that at this
time. We’re focused on making improve-
ments inside of what we already have to stay
ahead of the competition.” 

The need to stay competitive and the cost
of high vacancy also command his fervent
dedication to the most basic of marketing
principles: Know your audience. 

“I am out in the resort on a daily basis
talking to our guests, asking what they like

way around.”
While the same might be said of other

large campgrounds, this is the point where
Carle draws a very distinct difference between
those properties and his. Subsets will form at
any large park, he said, but there, new arrivals
are often reportedly left on the fringes.

“We get a lot of volunteers that tell me
this is a very friendly and outgoing place,
even though we’re a large resort,” he related.
“It’s hard to find that level of openness in a
resort this size that encourages making
friends, but we have so many different 
programs and activities that welcome people
in and help find them a new friend while
they’re here.”

Carle said that special Golden Village 
dynamic that fosters easy kinship among the
guests themselves bears an added bonus of
brand loyalty and return visits, but it’s also
revealed a little more about what makes his
customer demographic tick: Keeping them
both active and engaged is a game-changer,
whether they’re camping veterans who want
to slow down but aren’t quite ready to give
it up, or they’re newbies who want a taste of
the neighborly campground culture. 

Either way, he wants to convey that all of
them can find a place where everybody
knows your name at Golden Village Palms
RV Resort — no RV required. And that’s
where Carle believes Golden Village is
uniquely poised to sweep that demographic
off its feet.  

“We’re marketing the Cottage Commu-
nity to non-RVers, as well as what I call the
‘retired RVers’ — they used to RV and just
don’t want to drive anymore, or they’ve sold
their RV,” Carle explained. “But their friends
are still out here, and now that they’ve heard
about this cottage-rental opportunity, they’re
coming in and booking so they can still visit
with their friends even though they’ve
stopped RVing.” 

As for those who are green to the lifestyle,
it’s the level of integration and interaction at
GVP that seals the deal. “All the activities,
that’s something these people really enjoy
with the cottages. Just today alone we’ve had
three who were staying in hotels visiting
friends over here that came in to book 
cottages for next year, because they really
want to partake in all of this.” 

That said, maintaining full capacity in
more park models is not the ‘end game’ —
and one might guess there had to be greater
reasoning behind pulling the trigger on 
a 500% unit increase. The subsequent 
increased traffic is, while welcome, rather a
means to a different end. 

Having more rental units exposes that
many more people to what Carle actually
considers a park model “test drive,” an 
experience he hopes will convert many of
those renters into California Park RV Sales
customers and Golden Village fixtures. 

“With that three-year waiting list, we
were turning away a lot of potential oppor-

tunities to ultimately turn someone into a
buyer,” he explained. “Maybe we’ll hook that
first-time RVer, or someone who’s experi-
enced the lifestyle and wants to downsize
from their home, or someone looking for a
cottage getaway; they try it out and like it,
and want to purchase one and keep it on site.
That’s ultimately what we’d like to see.” 

Nor, however, is the intent to become a
fully residential Golden Village Palms. “We’d
like to see half of our place with cottages and
park models, because that gives stability to
it, but seeing the RVers that come in and stay
for a month or a week, we still want to 
attract that business as well,” Carle said. 

Currently, short-term guests — those
who stay for less than a month and rally or
interest groups — comprise 25-30% of the
park’s occupants, and Carle has no plans to
lighten up on courting those groups, even
with an average of at least three groups vis-
iting per week, year-round. “Some groups
are recurring guests, but then there are trade
shows we attend where people find out
about us,” he described. “Some find out
about us through their RV owners’ clubs, or
they stay here by themselves and contact
their club about coming out this way.”

He sees Golden Village’s ideal state as
maintaining an equal balance of both kinds
of guests. Having come from hotel manage-
ment, Carle can appreciate the practical at-
tributes of each segment; having fallen in love
with the campground business, he also enjoys
the color and variety they bring to the park. 

“I like a mix. There’s always a fresh flow
of people coming in,” he said. “They create
excitement.”  —Barb Riley   WCM

Campground Overview
Name: Golden Village Palms RV
Resort
Address: 3600 W. Florida Ave.,
Hemet, CA 92545
Accommodations: 1,109 RV sites,
all full hook-up (30/50amp power,
water, sewer, cable and WiFi); 12
rental park models and one VIP
condo rental
Physical description: 63 acres in
the semi-arid San Jacinto Valley 
Season:Year-round 
Rates: RV sites: $45-$115/night; 
Extended Stay (1-6 mos.), $420-
$1,170/mo.; Annual (7+ mos.),
$605-$885/mo. Cottage rentals:
$160/night, $840/week; monthly,
$2,400-$3,000/mo., plus electric.
VIP condo: $200-$300/night,
$2,400-$3,500/mo., plus electric

Website:www.GoldenVillagePalms.com
Contact information: 866-477-6154,
goldenrv@sunlandrvresorts.com 

Park model RVs turned out to be an unexpected opportunity for Golden Village Palms. The home-like interior amenities have proved popular for rental guests.

This detailed map of the clubhouse area points guests to the amenities at the heart of the RV park.
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VENDORSCAPES
New Parts and Accessories
for Parks — and Park Visitors

Rhoades Car
Bicycle rentals are nothing new at camp-

grounds, but Rhoades Car International 
is looking to provide a unique people-
powered transportation experience.

“We manufacture a four-wheel bicycle
that ‘drives’ like a car and provides a fun
way for families to exercise together and
helps people of all abilities exercise safely,”
said Phyllis Shelton, Rhoades Car vice pres-
ident. “Campground owners can use them
as a revenue generator with a rental fleet.
Guests enjoy the ability to ride side-by-side,
even pedaling in separate gears versus 
tandem biking.”

The CycleCar is the original Rhoades
quadricycle with a design reminiscent of a
Ford Model T. “It’s recumbent so you’re
pedaling out in front of you,” Shelton said.
“It’s amazingly easy on the joints and back.
We’ve even had doctors prescribe post-
surgery Rhoades Cars.” Models seat one,
two or four people; with four, the front two
pedal and the back two ride. Standard fea-
tures include a 2-inch steel jig-welded
frame, bicycle-style steering wheel, disc
brake and either black mag or heavy-duty
chrome spoke wheels. Options include a
canopy top and 42-speed gearing. 

The GoBoy series for one, two or four
riders is another popular choice for camp-
grounds, and the newest model is one-of-a-
kind, according to Shelton. “The GoBoy X4
allows all four passengers to pedal and is
truly unique in the nation,” she stated. All

GoBoy models are equipped with standards
including black mag wheels, white wall
tires, disc brake and 1-speed transmission.
Both the CycleCar and GoBoy lines are
available with an optional motor.

Rhoades Car’s real innovation, Shelton
said, is its SOLARide and SOLARped prod-
ucts. Both models combine recumbent-
cycle pedal power with a standard
electric-assist motor fueled by solar power.
The SOLARide holds two or four passen-
gers beneath a hardtop 240-watt solar
panel, which trickle-charges the 24-volt
battery system that powers the 750-watt
electric-assist motor. The SOLARped fea-
tures an aerodynamically-designed tinted
windshield topped by a flexible monocrys-
talline solar panel that feeds the battery sys-
tem and PD750 motor in the same way as
the SOLARide. Standard features for both
include 7-speed gearing, disc brakes with
parking brake, lockable water-tight cargo
box and marine-grade padded seats.

Visit www.RhoadesCar.com or call (800)
531-2737 for more information.

Pilot Rock/R.J. Thomas Mfg.
Pilot Rock has two new products: a Dou-

ble Box Multilevel Charcoal Grill and an 
accessible trash receptacle line.

“Here is one grill that can serve a family
picnic or a large group function,” Market-
ing Manager Bob Simonsen said of the new
N2-2032 grill. It features two separated fire-
boxes so you can build one or two cooking
fires, and build different size fires. Twin
four-level adjustable cooking grates provide
600 square inches of grilling space and let
you adjust for heat, wind and cooking rate. 

And, as Simonsen noted, “When people
visit your campgrounds they are going to
generate trash. You need durable trash and
recycling receptacles accessible to everyone.
Pilot Rock is introducing three new steel 
receptacles offering the durability to with-
stand constant exposure to the elements
and the public.” The receptacles come in a
variety of sizes and colorful coatings, with
designs available to fit any landscape and to
collect all kinds of trash or recyclables.

Pilot Rock Park Equipment, which 
includes picnic tables, pedestal grills,
benches, campfire rings and bike racks, is
designed and manufactured in the United
States by R.J. Thomas Mfg. Co. Inc., Chero-
kee, Iowa, since 1959.

For more information, contact: (712)
225-5115 or go to www.pilotrock.com.

Monkeyrack
The industrial-strength, steel-construc-

tion Monkeyrack Ladder Stabilization Sys-
tem installs directly to a vehicle’s receiver

Rhoades Car GoBoy X2

Monkeyrack Ladder
Stabilization System

Double Box Multilevel Grill

Accessible Trash Receptacle

http://southeastpublications.com
http://crs4rec.com
www.phelpshoneywagon.com


New Hose Restrictor,
ask for the

“GATOR”!

NEW
PRODUCTS

Beats the
rubber donut

The “New Gator”
hose restrictor 
bites the RV 
sewer hose, leaving a secure
fit and minimal odor.

The self-closing “New 
Footloose” now comes in
“Threaded and Hammer On.”

William Watts
1331 Hansberry Lane, Ormond Beach, FL 32174 

ph. 386-256-3441 • fx. 386-256-3440 
www.envirodesignproducts.com 

wwatts@gate.net
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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

hitch to provide superior ladder safety, 
stability and fall protection, according to
company representative Julie Spicer. 

Because the Monkeyrack system 
attaches to the vehicle’s hitch, there’s no de-
pendence on finding level or stable ground
on which to base the ladder; a user-friendly
5-minute set-up provides anti-tipping 
ladder stabilization up to 40 feet and up to
20 feet of free-standing height. Users can 
attach a safety harness directly to the 
extension ladder.

Constructed of 3/16-inch steel and pow-
der-coated for resilience, Monkeyrack is
manufactured in the USA by an ISO 9001-
registered facility and satisfies and exceeds
ANSI A14 regulatory compliance. The sus-
tainable steel product is completely recycla-
ble and made from 88% recycled materials.

“Ease of use and the Monkeyrack’s mo-
bility enable ground crews to promptly and
conveniently handle property issues like
lighting outages, tree trimming and cabin
repairs, minimizing any need for costly
equipment rentals,” Spicer explained. “It’s
a cost-effective way to perform mainte-
nance and beautification while minimizing
guest disruption, but most of all it’s an 
economical investment in personnel safety.”

Monkeyrack Products LLC is the exclu-
sive distributor of the Monkeyrack Ladder
Stabilization System and a member of the
ARVC Supplier Council. 

For more information, contact: www.
monkeyrack.com, or call (941) 747-8697.

Hamster Water Ball 
Texas-based company Hamster Water

Ball is an inflatables specialist that goes 
beyond bounce houses and ventures into
genres of adventure inflatables including
the Human Hamster Ball, Zorbs and inflat-
able water park equipment. 

Increasingly popular among campers,
the Human Hamster Ball is a cushioned ball
that’s often used for rolling down small hills
and/or ramps, while Zorbs are one-layer
balls used for water play, although the 
terminology varies among companies and
recreationists. A variation is the Sumo Zorb,
a cushioned half-ball worn over the user
like a sumo suit for activities like bumping
tournaments.

Balls and zorbs come in an array of sizes,
colors and color patterns. Custom patterns
and logo balls are also available — and are
made of either standard PVC or higher-
grade TPU (thermoplastic polyurethane),
whose attributes include additional 
abrasion resistance, low-temperature per-
formance and tear resistance. Applications
include water, grass, sand and snow.

HWB’s other inflatables include tents,
pools, boats, slides, games, seesaws, pil-
lows, trampolines and rollers, most avail-
able for either wet or dry use. An air pump
and repair kit are included with most
equipment and customized balls are avail-
able. For more information, visit
www.HamsterWaterBall.com or contact

Win Chen at winchen0221@gmail.com. 

DuraCourt
SnapLock Industries in Salt Lake City,

Utah, provides DuraCourt high-impact
copolymer suspended flooring through its
SnapSports brand. DuraCourt is a seam-
less all-weather surface with a waffle 
design that provides high traction and 
immediate drainage during wet weather.
The one-square-foot tiles come in 19 col-
ors and are UV-stable, easy to maintain,
and competitively priced with a 16-year 
limited warranty.

SnapSports builds
game courts and gyms
of all sizes and dimen-
sions for any sport or activity, with many
parks and campgrounds opting for a
“multi-court,” according to customer
service representative Lauren Chris-
tensen. 

“Multi-courts are designed to accom-
modate several sports and games in an
1,800-square-foot space, which is just a
quarter of the size of a standard tennis
court’s 7,200 square feet,” she explained.
“Our multi-courts most often have one set
of game lines for tennis, pickleball, 
badminton and volleyball, but we can 
create a multi-court to accommodate any
of your guests’ favorite games.” 

DuraCourt is also used for activities 
including basketball, shuffleboard, bad-
minton, hopscotch, soccer, handball and
roller and inline skating, as well as dances
and parties. 

All products are designed and created
in the USA. For more information, 
visit www.SnapSports.com or call (800)
457-0174.

Waterford Press
Waterford Press is a Florida-based pub-

lishing company owned by zoologist
James Kavanagh & Jill (Smith) Kavanagh.
Their 25-plus years of adventure travel,
nature observation and writing have 
resulted in more than 500 publications on
the flora and fauna of most of the world’s

great eco-tourism destinations, and to the
natural world around us. In addition to
their trade publications, available through
bookstores, online retailers and specialty
outlets, Waterford Press also has a custom
publishing business where it partners
with organizations to provide images and
content for use in customized nature

Human Hamster Ball

DuraCourt Flooring

Waterford Press Adventure Set

http://dogipot.com
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Heavy Duty 
American Made 

Campground 
Equipment

P.O. Box 85 • Chadwick, IL 61014
Sales@Chadwickmfg.com

Call toll free or
visit our website 

to receive a 
free catalog.

Picnic table frames,
fire rings & grills at
competitive prices.

800.732.4602
www.Chadwickmfg.com

     

guides to parks, private sanctuaries,
campgrounds, RV parks, hotels, guest
ranches and other applications.

Among its product lines:
• Guides to the most popular national

and state park destinations.
• A bird guide, wildlife guide, and a

tree & wildflower guide for every state.

• Disaster Survival Guides to hurri-
canes, tornadoes, floods, earthquakes, 
extreme cold, extreme heat and wildfires,
detailing what everyone needs to know
about what to do before, during and 
after natural disasters (based on FEMA
protocols).

• A 27-title series with National Geo-
graphic Maps featuring Adventure Sets
(Map and Wildlife Guides) to some of the
top ecotourism and birding destinations.

“Most of our guides are laminated, oth-
ers are actually printed on waterproof
paper. All weigh less than one ounce. Best
of all, most retail at either $6.95 or $7.95,
making them affordable complements to
either more comprehensive books or
apps, and portable enough to stick in 
a glove compartment, backpack or 
suitcase,” Jill Kavanaugh said.

They also offer racks for their guides.
For more information, contact: (727)
812-0140, or www.waterfordpress.com.

Glamping Pods
Dunster House Ltd, a UK-based garden

and outdoor lifestyle product manufac-
turer, designed timber-built Glamping
Pods and created a range of products that
combine the fun of camping with the
comfort of a hotel.

“Our pods provide landowners with
all-year-round living accommodation as
they can be located on campsites, farms,
woodlands or in a garden,” said company
Director Chris Murphy. “They present a
luxurious alternative for people who wish
to start a glamping business from scratch
or boost their existing one.”

Dunster House’s pods are fully insu-
lated, low-maintenance buildings with
polyurethane panels. They are provided
with the company’s 12-volt DC off-grid
solar ventilation fan and are fitted with
PVC double-glazed, lockable windows
and doors.

The main design is the Rasa Glamping
Pod, available in two sizes. The company
can fit the pod with off-grid 12-volt DC
solar-powered lighting; provide a variety of
unique wood burning cooking stoves and
sanitation solutions for off-grid locations.

For more information regarding the
company’s products visit www.dunster
house.com.

Dunster House Ltd has trade opportu-
nities available and is currently searching
to develop partnerships to bring their tra-
ditional English designs and pods across
Canada and the U.S. For details call +44
(123) 427-2445 or send an e-mail to naw-
ida@dunsterhouse.co.uk or export@
dunsterhouse.co.uk.

Hideaway Huts
Hideaway Huts by Nashville, Tenn.-

based Camping Scene provide cabin ac-
commodations that are easily moved and
bring a quick return on investment, ac-
cording to company representative Glen
Macready, who said the Huts feature 
timber inside and out to create “a warm
yet rustic feeling campers are obviously
looking for.”

The 112-square-foot Gypsy holds one
double bed and a bunk bed for children,
while the larger 128-square-foot model
houses two double beds or one double
plus a bunk bed, with an RVIA-approved

“huts on a trailer” option and metal, shin-
gle or timber roofing options. The larger
Hut’s entrance can be placed at either end
and its trailer hitch can be removed or 
covered with an optional deck. Both elec-
tric-ready models come with vinyl flooring
and 2-inch foam insulation with a fully-
lined tongue-and-groove pine interior. 

Prices start in the vicinity of $8,000 and
the company also offers financing options.

Interested parties can visit www.camp-
ingscene.com/hideaway-huts.html or 
contact Glen Macready at (615) 440-1263
or glen@campingscene.com.

Earthkind Fresh Cab
Fresh Cab by Earthkind is an all-nat-

ural rodent repellent containing a
patented blend of
plant fibers and
botanical extracts
that’s safe for use
around pets and
livestock. Accord-
ing to company lit-
erature, it’s the first
and only such 
repellent that meets
federal EPA stan-
dards and all 50
state certifications
for safety and effi-

cacy. Fresh Cab also comes with a 100%
money-back guarantee and retains a 99%
customer satisfaction rating. 

Pouches contain a “pleasant-smelling
mix” of corn cob chips, herbal extracts
and plants, according to Michelle Mielke,
marketing manager at Earthkind. “The ac-
tive ingredient, balsam fir needle essential
oil, triggers a rodent’s avoidance mecha-
nism and confuses it, making it think it’s
in a dangerous situation and should leave
the area,” she explained. 

Fresh Cab is useful to park owners
both as a pest control tool and store stock.
“We have some campgrounds that are re-
tailers and others who use the product
themselves,” said Mielke. “We would def-
initely be willing to send out free samples
to any campground owner that is inter-
ested.  Just send an inquiry to info@earth
kind.com or call us at (800) 583-2921.”

For more information on Fresh Cab
and other Earthkind products, visit
www.earthkind.com.  

Bubi Bottle
The silicone Bubi Bottle is pitched as

“the first roll-and-go beverage bottle and
m u l t i - u s e
c o n t a i n e r. ”
The new bot-
tle design is a
foldable, BPA-
free beverage
bottle that’s
great for
leisure activi-
ties, especially
camping. Bubi
Bottle doubles
as a water-
proofing ap-

paratus and multi-use container and a
hot/cold compress.

The bottles are small and compact –
the roll-and-go feature makes it the best
item to contain beverages and camping
needs. They’re microwave- dishwasher-
and freezer-safe, mold-resistant, weigh 5
½ ounces and are good for hot or cold
contents. They can also serve as a water-
proof container for electronics. The 
bottles retail for $17.

Contact: (202) 482-0495 or go to www.
bubibottle.com.  WCM

Glamping Pod

Hideaway Huts Two Bed Unit

Fresh Cab Botanical
Rodent Repellent

Bubi Bottle

www.yourelectricalsolutions.net
mailto:sales@yourelectricalsolutions.net
http://www.campingscene.com/hideaway-huts.html
mailto:export@dunsterhouse.co.uk


WOODALLSCM.com March 2015  -  29

SMART OPERATIONS

One recent instance after another has
compelled me to attempt to warn people
about some of the scams that are prolifer-
ating and making the rounds these days.
Although most scams use email to seek
new victims (due to the almost nonexist-
ent cost of email compared to the snail
mail that was the vehicle of choice in ear-
lier days), telemarketing is still one of the
most common points of entry for scam-
mers and cyber-thieves. Readers should
be wary of one scheme, in particular —
the very active Tech Support Phone Scam
— to guard against becoming the next
victim.

Why? Because everybody has prob-
lems with their computers from time to
time. Files may get corrupted, programs
crash and sometimes a software update
contains unanticipated bugs. Worse yet,
you could inadvertently install malware
on your computer, typically when open-
ing an email or an email attachment. 

For example, one of my clients re-
cently called me and said that he was
suddenly experiencing a problem syn-
chronizing Microsoft Outlook with his
reservation software. Later that day, he
called again — with the “good news” that
Microsoft was helping him to resolve the
problem. Out of total coincidence, he had
been the recipient of a telemarketing call
from a dubious outfit that calls itself
“Tech Zone Windows.” The caller led my
client to believe that he was a Microsoft
representative, charged his credit card
$199 (which was a less-expensive alter-
native to his original $599 offer) and was
using remote access to do who knows
what with my client’s computer! Perhaps
the company was actually scanning my
client’s computer and removing malware,
something that anybody could do them-
selves for free. Far more likely, however,
it was installing spyware and accessing
sensitive information.

Fortunately, the client called me while
this was happening. I instructed him to
immediately turn off his computer and
found him a legitimate computer techni-
cian in his local area. Within seconds, the
“Tech Zone Windows” representative
called him, concerned that he had not yet
finished the task at hand. My client de-
manded a refund, but as a result of this ex-
perience, has had to take the precaution
of replacing his credit card. Hopefully, this
represents the end, rather than the begin-
ning, of his problems. Time will tell.

Microsoft has actually warned con-
sumers about this and similar scams,
where the callers impersonate help-desk
engineers from legitimate software com-
panies. According to a Microsoft survey
of 1,000 English-language computer
users back in 2011, 15% said that they
had received one or more of these calls —
and 22% of those who had gotten a call
were tricked by the scam and paid an av-
erage of $875. If you do the math, you
will see how somebody sitting at a desk

in some remote part of the globe can 
potentially rake in tens of thousands of
dollars simply by making random phone
calls. And that dollar amount is only the
haul from the bogus fees that they
charge, earnings which could pale in
comparison to what they can earn from
the malicious software that they will 
install on your computer or the subse-
quent sale of your credit card number!
The malware that they install is designed
to harvest anything of value on your
computer — including passwords, sen-
sitive information and access credentials
to things like your online banking and
tax returns.

Continuing with the Microsoft report,
79% of those who were victimized by one
of these scams reported some sort of 
financial loss, with 17% discovering
money withdrawn from their bank ac-
counts, 19% reporting passwords stolen,
and 17% becoming victims of identity
theft. A majority of victims also incurred
significant costs in subsequently having
their computers repaired or replaced after
the experience.

To prevent this from happening to you,
keep the following in mind:

• Microsoft (or Apple or any other
tech company) will never call you to offer
assistance. If you need assistance from
one of these companies, you probably
know how impossible it is to obtain. Rest
assured that they will not be the ones 
trying to call you!

• Never allow anyone to run remote ac-
cess to your computer, unless you totally
trust that individual. Remote access 
allows a total stranger total access to your
computer. There is far too much at risk.

• Never purchase any type of software
service from somebody who approaches
you on the phone.

• Do not trust caller ID. It is very easy
to spoof the phone number that appears
on caller ID and thieves use this trick to
make themselves appear to be legitimate.
Although caller ID spoofing is a violation
of the Truth in Caller ID Act and subject
to a penalty of up to $10,000 per viola-
tion, thieves laugh in the face of the law.
(Feel free to file a complaint with the U.S. 
Federal Communications Commission,
the regulatory agency that is responsible
for enforcement, either online or by 
calling 1 888 CALL-FCC.)

If you are uncertain about a company,
I always suggest performing a quick
Google search from the company’s 
name followed by the word “scam” or
“complaints.” In the case of Tech Zone
Windows, a Google search for “Tech Zone
Windows Scam” recently produced
2,970,000 search results.

To learn more, read the following 
Microsoft security bulletin:

www.microsoft.com/security/online-
privacy/avoid-phone-scams.aspx

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

Don’t Become a Victim of the 
‘Tech Support’ Phone Scam

http://dri-dek.com
www.hireaworkamper.com
www.airwaveadventurers.com
mailto:sales@airwaveadventurers.com
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HELP WANTED
CAMPGROUND MANAGERS
Travel Resorts of America is expanding and is seeking both experienced and
potential managers to join our 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!

ADVERTISERS’ INDEX
Adventure Golf Services........................20
Airwave Adventurers Inc. .....................29
B & B Electrical.......................................32
BERG Toys USA........................................22
Book Your Site .........................................12
Campground Investment Opport.......30-31
Carefree RV Resorts ...............................19
Cavco Industries .......................................7
Chadwick Mfg. Ltd..................................28
Champion/Athens Park Homes.............11
CheckBox Systems.................................23
Classified Ads..........................................30
Commercial Recreation Specialists ...26
Cruise Inn....................................................9
Dogipot......................................................27
Dri-Dek......................................................29
Enviro Design Products .........................27
Frosty’s ...............................................8 & 12
Hialeah Meter............................................2

Jamestown Advanced Products ............6
K & K Insurance.......................................18
Kampgrounds of America ......................13
Keystone Kabins......................................27
Lomma Golf...............................................12
Mini-Golf Inc..............................................6
Mission Management ............................10
Monarch Coin & Security ......................21
Pacific Yurts...............................................8
Phelps Honey Wagon .............................26
Pilot Rock .................................................23
Rain Deck .................................................15
Southeast Publications..........................26
TengoInternet.............................................2
Tower Company.......................................32
Utility Supply Group Inc...........................5
Wizard Works ..........................................10
Workamper News...................................29
YES – Your Electrical Solutions ...........28

Advertiser                                             Page # Advertiser                                             Page #

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

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 

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

GUEST VIEW

An incredible event will happen this
year in the credit card-acceptance industry
— and every single merchant in the United
States that accepts credit or debit cards will
be participating, whether they want to or
not.

For many years the credit card industry
has been seeking a way to make credit card
transactions more secure. Over the past few
years they have been experimenting in Eu-
rope with a method that will now be insti-
tuted in the United States — but it will
require every business that accepts credit
cards to purchase a new point-of-sale de-
vice and it will cause every issuer of credit
cards to consumers to change their cards.

The system is called Europay Master-
Card and Visa (EMV). In short, the system
will replace the current method — where
a magnetic strip on the credit card is read
and the cardholder signs the receipt ac-
knowledging payment (called “swipe-and-
sign”) — to a new system whereby issuers
will place a chip on the credit card which
is read by inserting the card into the ma-
chine. Instead of a signature, the card-
holder will put in his personal
identification number (PIN) in the 
machine (like a debit-card transaction).
The new system is called “chip and PIN.”

This means that all credit card machines
will have to have the EMV reader in them.
Credit card companies have already begun
issuing cards which have the EMV chip
embedded on it; Visa and MasterCard have
set an October 2015 deadline for phasing
out the old authorization process. Industry
estimates say that more than half of the 
existing terminals will accept chip-and-PIN
cards by the end of 2015. By 2017, it is 
estimated that 87% of all the 50 million
machines in the U.S. and 97% of all credit
cards will be EMV-system compliant.

The big question is, what if a merchant
does not use the EMV system nor 
purchase a EMV terminal? The credit card
industry’s reply is that any transaction done
on a swipe-and-sign machine will not be
PCI-compliant — and the merchant is 
responsible for all the risk on a transaction
that is performed by that method. 

It has taken years to develop the EMV
reader — and the industry is confident
that it will help stop credit-card theft and
forgery.

Since phone orders and reservations
taken over the phone are not swiped trans-
actions, needless to say the chip-and-PIN
nature of a transaction is not applicable and
the information of the cardholder will still
have to be key-entered. The rates of those
transactions will still be higher than those
done by swiping or inserting the card into
a terminal. However, it is still advisable to
get a card impression by doing a transac-
tion when the camper arrives. Camp-
ground owners can “pre-authorize” a
transaction using the “auth” key or menu
item on their terminal and then utilize the
“ticket” key or menu item when the
camper arrives. This action secures a mid-

qualified rate for the transaction and, more
importantly, secures the transaction by hav-
ing the customer actually sign — or now
enter their PIN — to finalize the transac-
tion.  This not only lowers the cost of the
transaction but also makes the transaction
more compliant with security regulations.

No matter how you look at it, a chip-
and-PIN transaction is more secure and re-
lieves the merchant of some of the
responsibility of the risk of the transaction
going bad.

Both Visa and MasterCard are requiring
EMV machines and it will be mandatory
soon since the newer issued cards will not
have a magnetic strip on them in the fu-
ture. It is beneficial to purchase the ma-
chine well in advance of the time when it
will be an absolute necessity to own one.

Almost all machines on the market at
this time that are EMV-capable will also ac-
cept  magnetic strips — and many of them
are so-called dual-comm machines, mean-
ing they work both as an independent
stand-alone terminal and also can be used
with a computer through as USB cable.
There are also EMV PIN-pad devices that
will accept EMV transactions that can be
directly inserted into computers only.

Does your campground accept Ameri-
can Express for transactions? Our experi-
ence is that while many campgrounds are
reluctant to accept American Express
(AMEX) cards because the rates are higher
than those of Visa, MasterCard, and Dis-
cover, if you don’t accept AMEX you may
want to reconsider that decision. In an an-
nouncement sent to merchants who accept
American Express cards, AMEX has an-
nounced a “Small Merchant EMV Assis-
tance Program.” The announcement states:
“Exclusively for U.S. small merchants that
accept American Express Cards that have
less than $3 million in annual American
Express charges…Beginning in February,
2015 American Express will provide a $100
reimbursement” for the purchase on a
EMV-compliant terminal.”

AMEX seems to require proof of pur-
chase of the terminal even if one has al-
ready been purchased. The offer expires
April 30th, 2015. In order to apply for this
reimbursement, AMEX customers are told
to go to https://knowledgecenter.ameri-
canexpress.com/emv-rebates/ to apply. 

One assumes that your American Ex-
press merchant number and proof of pur-
chase are required but this is an offer,
according to AMEX, to help small mer-
chant’s customers feel safe and to enhance
the security provided by the new terminals.

Whether or not this is a marketing strat-
egy to increase acceptability of AMEX cards
or a genuine effort to enhance security of
credit card processing is anyone’s guess —
but does it matter? Even if you don’t take
advantage of the AMEX rebate, merchants
must purchase the terminals before Octo-
ber of this year — and $100 is $100. Why
look a gift horse in the mouth?

Art Lieberman is president of MCPS for
Campgrounds, a credit card processor spon-
sored by Woodforest Bank NA. Art has been
in the Credit Card industry for over 17 years
and has been conducting free webinars on-
line and seminars on credit cards in many
State and Regional Association Conventions.
He can be contacted at 877-858-9010 ext.
210 or rvcreditcards@yahoo.com. WCM

Art
Lieberman

The World of Credit Card 
Machines Is Poised for a Change
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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

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 

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.

Campgrounds/RV Parks
ME - NH - VT - NY

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

Don D - Sale #143 - 1/30/15
……………………………………

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. REDUCED $749,000

Maine - 70+ sites, Quality RV Park. Only 
14 years old. Great Location. Approved for
KOA conversion. REDUCED $695,000
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!

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

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

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

MARCH

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

11-15: 52nd  Annual Wisconsin 
Association of Campground 
Owners Convention
Holiday Inn

Stevens Point, Wis.
Contact: (608) 525-2327

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

23-25: Association of RV Parks
and Campgrounds — Michigan

Spring Conference and Expo
Saginaw Valley State University
University Center, Mich.
Contact: Lori Tewes, (989) 619-2608
info@MichCampgrounds.com

27-29: 43rd Annual 
New Hampshire Camping 
and RV Show
NH Sportsplex
Bedford, N.H.
Contact: Michele Collins, 
(800)-822-6764

APRIL

11-12: 11th Annual Vacationland
RV and Camping Show 
Portland Sports Complex
Portland, ME
Contact: Kathy Dyer, (207) 782-5874

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

Tax Advice —from page 14

prepared to do the paperwork. In addition to
federal taxes, ask yourself if municipal and
state lodging taxes apply, and act accordingly.
“The IRS doesn’t have a problem with barter-
ing, they just want their cut,” Gedicke said.
This means a business must report the in-
come value of the service received — in this
example the dollar value of hiring the musi-
cian or work camper — and treat the traded
lodging as pay, reported via a 1099-MISC. 
The Internal Revenue Service Website

(www.IRS.gov) offers these clarifications re-
garding bartering: 

Barter income: Barter dollars or trade dol-
lars are identical to real dollars for tax report-
ing purposes. If you conduct any direct barter
— barter for another’s products or services
— you must report the fair market value of the
products or services you received on your tax
return.

Tax implications of bartering: Income
from bartering is taxable in the year it is per-
formed. Bartering may result in liabilities for
income tax, self-employment tax, employment
tax or excise tax. Your barter activities may
result in ordinary business income, capital
gains or capital losses, or you may have a
nondeductible personal loss.
It’s a fact of life: the taxman cometh. While

no one’s favorite activity, executing smart tax
strategies is smart business. So rather than
bellyache about tax rates, fear the IRS’ wrath
of non-compliance, or tear your hair out trying
to sort through the shoebox, make the time to
secure your business’ financials. Hire a
trusted partner, ramp up a robust accounting
system, and commit to organization. 
As Gedicke said, “Look, as a park owner I

know that our books at our desk are not
what’s making us money. Unless you are a tax
professional, bookkeeping, record keeping,
classifications, and general ledgers are not
your forte. That’s the biggest downfall I see in
small business accounting. Owners tend to
push stuff aside, working their craft 24 hours
a day, seven days a week. Be that as it may,
someone should be looking after their finan-
cials. You could be missing out on opportuni-
ties, tax breaks, special financing possibilities,
and more.” 
Coming to terms with the onerous yet crit-

ical need to take care of the financial side of
your business and implementing a strong plan
will allow you to assess your business’ finan-
cial health, make wise purchasing, hiring, and
staffing decisions, and breathe easier every
April 15. — Evanne Schmarder   WCM

mailto:sales@bbelec.com
www.bbelec.com
mailto:salestower@comcast.net
www.towercompany.com



