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As a small publishing house focusing on both the recreational vehicle
as well as the RV park and campground sides of the business, we often
get a rather stark and unfiltered look at what’s happening, business-wise,
in both commercial arenas. And what we’re seeing right now is rather
encouraging in both cases.

Although there’s no central repository for nationwide registrations
for private parks, most insiders see no reason why the accommodations
sector shouldn’t expect to continue to post 2015 gains at a rate similar
to last year’s — with gains of up to 10% — a pace that certainly would
be acceptable to most involved.

Looking at the RV industry’s year-end numbers and the way things
are starting up for 2015, meanwhile, manufacturers and suppliers are

decidedly upbeat. And that can’t help but spell good things for public and private park operations —
even though independent park operators obviously don’t live on RV traffic alone.

In fact, the actual percentage of RVers registering at private parks is closer to 21% vs. tenters (54%) and
those preferring cabins (21%), according to Kampgrounds of America Inc.’s newly released 2015 North
American Camping Report, an editorial anchor of this issue of Woodall’s Campground Management.

Now this isn’t just a trade journal infomercial, but a consistent ongoing surge we’re all seeing within the
domestic RV industry right now based on shipments, retail sales and corporate financial reports that should
bring the RV industry back to rather impressive pre-recessionary sales and production rates this year.

While WCM’s readers will draw their own conclusions about the KOA report, I can’t help but point
out three things that caught my eye when reviewing the Cairn Consulting Group LLC survey during a
recent visit to KOA’s Montana headquarters:

• A growth in camper diversity, a topic some have been talking about for years. This, if true, could
spell a significant shift in the campground arena’s long-term trajectory.

• A preference for cabins seems to be gaining traction, even though the campground sector has never
collectively promoted them in a big way.

• And, lastly, the growing popularity of technology among campers. Fully 83% of them bring cell 
phones with them when camping, which isn’t in itself a surprise. Half of these “plugged in” campers go
online at least once a day when camping — and 40% say the availability of free Wi-Fi influences their
decision to stay at a campground as the third-most-important amenity behind only clean bathrooms 
and a kid-friendly environment. Yes, technology now outpaces campground stores, cabins and even 
safety lighting. In fact — now get this! — younger campers say having a smartphone (28%) is almost 
as important as toilet paper (34%). 

Imagine that. Welcome to the Age of Technology. WCM

All Signs Are Pointing to a Strong Year in 2015
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Planning for the inaugural countrywide
Canadian Camping Week is underway, ac-
cording to Maryse Catellier, president of
the Canadian Camping and RV Council
(CCRVC), based in Quebec City. The
CCRVC is working with campground asso-
ciations in British Columbia, Alberta, Man-
itoba, Ontario, Quebec and New Brunswick
to organize promotional events that cele-
brate the Canadian camping experience.

Parks Canada, Go RVing Canada, the
Canadian Recreational Vehicle Association
and Recreation Vehicle Dealer Association
of Canada also are supporting the initiative.

“We want every campground across the
country to participate in promoting 
the camping and RV lifestyles. Join us in
showcasing what Canadian camping is all
about,” Catellier said.

The first-ever Canadian Camping Week
is scheduled to run from May 19-24. The
week will conclude with participating
campgrounds across the country offering
two nights of camping (May 22-23) at $50
plus tax.

Campground participation in the Cana-
dian Camping Week is free, and 300 camp-
grounds are already registered, Catellier
told Woodall’s Campground Management.

Participating campgrounds and RV parks
are required to offer either two nights for
$50 plus tax on May 22-23 or organize an
event to promote camping in Canada during
the course of the Canadian Camping Week.

While the initial deadline for interested
campgrounds to register was to be March
31, Catelielier said WCM readers can still
register to participate after March 31. To

‘Canadian Camping Week’ Set for
May, 300 Parks Already Registered

Jellystone Holds Spring Training 
In Kentucky for Franchisees, Staffs

Yogi Bear’s Jellystone Park Camp-
Resort operators and staff members
from across the country gathered at
the Embassy Suites in Covington, Ky.
in early March for five days of inten-
sive training covering pool operations,
staff training, team building and guest
activities.

The training sessions, offered by
Jellystone franchisor Leisure Systems
Inc. of nearby Milford, Ohio, included a
two-day Certified Pool Operators (CPO)
course, which was taught by Mike
Howard, senior vice president and general
manager of operations and maintenance at
Coney Island Amusement Park in Cincinnati.

Howard provided Jellystone Park opera-
tors and staff with detailed information 
on water testing and treatment, filtration, 
disinfection and risk management as well as
design considerations, hot tub and spa oper-
ations, management and troubleshooting.

Annis Davis, an expert in workplace per-
formance and productivity, provided a two-day
course in effective coaching using emotional
intelligence. She talked about the social skills
needed for effective leadership and the power
of self-esteem and empathy and how to use
both as foundations for building trust and 
respect. She also talked about how to develop
effective coaching sessions, how to involve
the employee in improvement, how to 
document coaching sessions and how to take
corrective action if coaching has failed.

Dr. Jim Cain, a senior consultant to Cornell
University’s Corporate Teambuilding Program
who has authored five books on adventure-
based teambuilding, provided additional staff-

Conference on Camping was held at the
Radisson Hotel Nashua, and the move from
Sturbridge, Mass., a few hours north defi-
nitely helped bring in new attendees, Zbier-
ski told Woodall’s Campground
Management. “We had several new atten-
dees from Vermont and New Hampshire,
and of course the attendees who have been
supporting us for decades came again.”

The move allowed the event to include
more seminars from experts in the camp-
ground market:

• “Advertising Your Campground” with 
information from Alicia Williams on creat-
ing irresistible promotions and from Peter
Pelland on effective directory advertising.

• “Customer Experience: Going Beyond
Customer Service” from Robert Bouse.

• “The Ultimate Insurance Panel” featur-
ing Bob Barber, Guy Gagnon, Irene Jones,
Ian Rider, Brittani Villandry, Warren Oliver
and Tom Gerkin.

• “Entertaining Guests With Themed
Weekends” by Jill Harrison and Sharon
Beaumont.

• “Business Assessment: Where Are You
Today and Where Are You Going?” by Larry
Brownfield.

• “Preparing to Finance Campground 
Improvements and Securing the Loan” by
Mia Caetano Johnson and Jack Day.

In addition to the expanded slate of semi-
nars, the two-day trade show attracted 75
vendors representing a good cross-section of
established industry leaders and newcomers.

The traffic at the trade show was positive,

register, visit www.campingweek.ca and
download the registration form.

The CCRVC is also organizing a Fall 
Appreciation Weekend planned for Sept.
11-12 (two nights, Friday-Saturday) follow-
ing Labour Day.

Participation in the fall promotion is 
optional but participating campgrounds are
required to commit to offer two nights of
camping for $50 plus tax.

The goals of the Canadian Camping
Week in May and the fall promotion week-
end are to:

• Promote the camping sector and the
camping/RVing lifestyles.

• Raise awareness of the economic 
impact and community benefits that the
camping and RV industry generates.

• Support campgrounds, RV dealers and
RV manufacturers in their local marketing
efforts.

• Encourage campers to camp during
the low season.

The CCRVC will develop the website to
promote all campgrounds participating in
the Canadian Camping Week. The website
is expected to go live this month (April).

In addition, CCRVC reported that it is
promoting the camping industry by reaching
out to provincial and national media — an
audience of more than 1 million readers. It’s
also launching social media channels and is
active on Facebook, LinkedIn and Twitter.

The association regularly publishes a
newsletter that is distributed to camp-
grounds across the country, potential Cana-
dian Camping Week sponsors and
supporters and industry stakeholders. WCM

As hundreds of campground owners and
operators gathered in Nashua, N.H., for the
51st Northeast Conference on Camping,
March 19-21, there was a lot of anticipation
for the coming summer camping season.

There was also a little apprehension
about whether the snow would melt in time
for many campgrounds across the 11-state
region from Maine to Maryland to open as
planned. To underscore their concern, even

more snow fell during the last two days of
the three-day event.

Still, compared to the heavy snows that
plagued much of New England during the
winter, “The weather is with us,” said Cyndy
Zbierski, executive director of the Northeast
Camping Association (NCA), the regional
group which puts together the conference
and trade show each year.

It was the first year the Northeast 

The 51st Northeast Conference on Camping, held for the first time at the Radisson Hotel Nashua
in Nashua, N.H., saw snow, but also plenty of expectations for the coming season.

‘Attendance is good, the seminars were well attended,’ 
said Cyndy Zbierski, executive director of the Northeast 
Campground Association. ‘I know I can add more to the 
program now…we have the space to add seminars.’

Northeast Conference Moves To New Locale;
Larger Site Allows for Additional Seminars

training sessions. In addition to leading 
sessions on leadership and staff training, Cain
also led several sessions on activities they
provide for their guests, including icebreakers
and get acquainted activities and activities
using ropes and playing cards.

Park operators and staff also participated in
a roundtable discussion focusing on teen and
adult activities, while Leisure Systems’ CARE
(Caring About Recreation & Entertainment)
Committee held a session on staffing concerns.

Other presenters included Bethany 
O’Connell, who led a seminar titled, “Are you
prepared for an emergency?” She discussed
how to prepare and train for emergencies
and the hazards to be aware of when an
emergency occurs.

Jason Soltis of SureVista Solutions pro-
vided a session on goal setting for 2015, while
Mark Miller and Paul Padgett of US Digital
Partners led a seminar covering the latest
trends in video production. They also showed
park operators and staff several ways to share
their stories, reach more travelers and in-
crease their park business using videos. WCM

Northeast Conference – continued on page 8

LSI training sessions included team-building exercises.

KOA Announces 2015 Care 
Camps Big Weekend Dates

Participating Kampgrounds of
America (KOA) locations throughout
North America will be offering
camping on May 9 for $10 as part of

the annual KOA
Care Camps Big
Weekend to ben-
efit KOA Care
Camps for chil-
dren with cancer. 

Campers who
stay as paying
guests on May 8

will receive a night of camping on
May 9 for just $10. The entire fee will
benefit KOA Care Camps, according
to an announcement from KOA.

The 12th Annual KOA Care Camps
Big Weekend event is the official
start to the 2015 summer camping
season and is being offered at 
participating KOA’s throughout
North America. 

The Care Camps Big Weekend
event is also the major fundraiser for
KOA Care Camps for children with
cancer, the official charity of KOA
and the KOA Owners Association. 

Donations raised during the May
8-9 weekend will all go to benefit
KOA Care Camps, a network of 
95 specialized, medically equipped
summer camps throughout North
America that offer children battling
cancer a true summer camp experi-
ence at no charge to their families.
WCM
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GuestRated’s 2014 Rankings Put 34 
Campgrounds On Top In The U.S.

When GuestRated.com compiled its
2014 surveys of about 4,000 campgrounds,
RV parks and RV resorts across the U.S.,
only 34 received all around ‘A’ grades.

“If you do the math, that amounts to
fewer than one in 100 campgrounds, RV

parks and resorts receiving all-around ‘A’
ratings in our consumer surveys,” said Bob
MacKinnon, a former Walt Disney Co. 
executive who founded GuestRated.com,
the nation’s most thorough online rating
system for public and privately owned and
operated campgrounds, in 2007.

Even more remarkable, he told
Woodall’s Campground Management, is
“we have four parks on that list that have
gotten it every year for seven years.”

Indeed, while online surveys typically
give consumers the ability to post their
comments, most online survey forms ask
consumers to rate only a few things, like
value, location, cleanliness and service.
GuestRated.com, by contrast, solicits con-
sumer feedback on 55 different guest sat-
isfaction questions in addition to providing
consumers the ability to post written 
comments and suggestions.

“We drill down to specifics with our
surveys,” MacKinnon said. “For example,
we ask, ‘How clean were the showers
compared to the toilet areas? Was the
bathroom well stocked with supplies?

Will Walmart ‘Camping’ Become Thing of the Past?
As soon as I heard news that a gun-

fight had broken out March 24 near
where RVers park overnight at a Wal-
mart in Cottonwood, Ariz., I knew they
would ban RV parking before the end of
the month. It might not take that long.

According to news reports, Walmart
officials are meeting with local police
to decide the best course of action to
ban RVers from overnight parking. My
guess is the perk ends.

As it should.
Walmart is a great place for getting

groceries and other supplies at very
reasonable prices. I am a near-exclusive
Walmart shopper when traveling. And
I can absolutely see the value in people
who travel long distances in short pe-
riods of time pulling into a Walmart
after dark to catch some rest before
moving on in the morning. But, Wal-
mart is not a campground.

Unfortunately, some die-hard cheap-
skates seem to think it is. “The current
situation outside the store is a concrete
jungle campground, where some
campers call the parking lot home for
days,” News Net 5 noted.

So, what turned out to be a wonderful
perk offered by Walmart to RV owners
everywhere will come to an end because
some idiots opt to use Walmart as a
campground rather than as a safe place
to park an RV for a few hours to catch
some sleep before restocking supplies
and continuing their journeys.

Nope, some RVers have to extend the
slideouts, turn on the generator, pull out
the awning, fire up the barbecue grill,
lay down the patio mats and sit around
in their chairs watching TV for days
while complaining about how much
campgrounds cost.

If Quartzsite is the mecca for RVers

Fewer than one percent of North American parks attain
that level of guest satisfaction, though many of the
campgrounds listed are repeat performers. ‘We have
four parks on that list that have gotten it every year for
seven years,’ said GuestRated founder Bob MacKinnon.

What was the attitude of staff? Did staff
have a professional appearance? Were
they quick and efficient? How would you
rate the safety and security of the park?’”

Ultimately, MacKinnon said, Guest-
Rated.com aims not only to provide con-
sumers with meaningful reviews that can
help them identify the best campgrounds,
but also provide campground operators
with letter grades covering every aspect 
of their park so that they know where to
prioritize their improvements and create a
better guest experience.

In 2014, consumers filled out more than
30,000 surveys involving nearly 4,000 public
and privately owned and operated camp-
grounds across the U.S.

Here is a listing of the latest “A” rated
parks (seven-time winners are noted by
asterisks**):

• Anaheim Resort RV Park, Anaheim,
Calif. 

• AtRivers Edge RV Resort, Brookings,
Ore.

• Beaver Dam Campground, Berwick,
Maine

• Buffalo Lake Camping Resort, Montello,
Wis.

• Cherry Hill Park, College Park, Md.
• Cross Creek Camping Resort, Delaware,

Ohio
• Custer State Park, Custer, S.D.
• D & W Lake Camping and RV Park,

Champaign, Ill. 
• Far Horizons 49er Village RV Resort, 

Plymouth, Calif.
• Geneseo Campground, Geneseo, Ill.
• Hartford Beach State Park, Corona, S.D.
• Kalyumet Camping & Cabins, Lucinda,

Pa.

• Keen Lake Camping Resort, Waymart,
Pa.

• Lake George RV Park, Lake George,
N.Y.**

• Lake Vermillion Recreation Area, Canis-
tota, S.D.

• Las Vegas RV Resort, Las Vegas, Nev.
• Leaf Verde RV Resort, Buckeye, Ariz.
• Lewis and Clark Recreation Area, Yank-

ton, S.D.
• Mountain Vista Campground, East

Stroudsburg, Pa.
• Newton Hills State Park, Canton, S.D.
• Ocean Lakes Family Campground, Myrtle

Beach, S.C.
• Pioneer Campground, Muncy Valley,

Pa.**
• Pismo Coast Village RV Resort, Pismo

Beach, Calif.
• Red Apple Campground, Kennebunkport,

Maine
• Shadow Hills RV Resort, Indio, Calif.
• Smuggler’s Den Campground, South-

west Harbor, Maine
• Sunny Brook RV Resort, South Haven,

Mich.**
• The Springs at Borrego RV Resort and

Golf Course, Borrego Springs, Calif.
• The Vineyards Campground & Cabins,

Grapevine, Texas**
• West Canada Creek Campsites, Poland,

N.Y.
• West Whitlock Recreation Area, Gettys-

burg, S.D.
• Wine Country RV Resort, Paso Robles,

Calif.
• Wishon Village RV Park, Shaver Lake,

Calif.
• Yellowstone Holiday Campground, West

Yellowstone, Mont. WCM

Bob MacKinnon

Vitkun Joins LSI as Director of
Franchise Sales and Development

Leisure Systems Inc., the Milford, Ohio,
franchisor of Yogi Bear’s Jellystone Park

Camp-Resorts,
announced that
it hired Ron
Vitkun as its 
director of fran-
chise sales and
development.

Vitkun previ-
ously owned
and operated
the Jellystone
Park in Hager-
stown, Md. for
17 years with
his wife, Vicki.

They recently sold the park and Vitkun
will now use his experience to help 
LSI identify new Jellystone Park con-
struction and conversion opportunities 
as the company continues to expand 
the Jellystone Park franchise across
North America.

Vitkun is well-known in the camp-
ground industry, having served as a 
regent and instructor at the National
School of RV and Campground Manage-
ment in Oglebay, W.V. He is a Certified
Park Operator and Certified Aquatic Facil-
ities Manager. He also served as a vice
president of the Maryland Association 
of Campgrounds, past chair of the Wash-
ington County Visitors and Convention
Bureau and the Washington County
Chamber of Commerce.

Vitkun holds a bachelor of arts degree
in health education from East Stroudsburg
University in Pennsylvania. He is also a
member of the East Stroudsburg University
Sports Hall of Fame for football. WCM

who enjoy long-term, low-cost camp-
ing, what is Walmart? It must be the
Holy Grail for tightwads if they want to
live more than 10 hours in a commer-
cial parking lot.

Following this incident, my guess is
that Walmart’s lawyers are already
burning up the phone lines and send-
ing certified letters to store managers
throughout the country explaining that
they can no longer offer overnight RV
parking to its guests. The risk is simply
too great. Who wants RVers with guns
harassing employees and customers?

If the insurance companies aren’t de-
livering that message, city halls are
going to take up the issue to keep
“trailer trash” out of their communi-
ties.

It is so sad that a few morons have
to ruin a good deal for everyone. —
Greg Gerber, Editor, RV Daily Report  WCM

Donald G. Bennett, Jr., president and
CEO of Campground Owners of New York
(CONY), announced the association has
hired two new staff members to round out
the CONY office team.

Mike Papp of Poland, N.Y., immediate
past chairman of the CONY board, has been

hired to fill the
newly created
position of direc-
tor of member
services. In his
position, Papp
will execute pro-
grams for mem-
ber recruitment
and retention, 

CONY Adds Two to Association Staff
facilitate and manage online reservation
services and assist in marketing activities,
CONY said in the announcement. Papp has
more than 30 years of experience working
in the service and hospitality industry. In
2005, he and his wife Sandy purchased West
Canada Creek Campsites in Poland. Papp
had served on the CONY board of directors
starting in 2007 as region six director, then
moved up to chairman from 2012 to 2014. 

Also joining the CONY staff is Natalee
Kiesling of Rochester as executive assis-
tant to the association. Kiesling comes to
CONY from the world of print, where she
was community editor for the Genesee 
Valley Parent magazine. Prior to that, 
Kiesling worked as a marketing coordinator

and center man-
ager for an educa-
tion company.

According to
Bennett, the addi-
tion of these two
new team members
is crucial to the 

association’s performance. “We’ve had a
very busy and productive year so far at the
CONY office, and Mike and Natalee have
been important contributors to our success
in tackling projects and meeting dead-
lines,” he said. “With their participation, 
we look forward to better serving the 
CONY mission as an association dedicated
tothe promotion, growth, improvement 
and development of privately owned 
campgrounds in New York State.” WCM
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Kansas Association Enjoys Continued 
Growth, Momentum at Annual Meeting

The Kansas Association of RV Parks
and Campgrounds (KARVC) had a well-
attended annual meeting at Yogi Bear’s
Jellystone Park Camp-Resort Kansas
City/Lawrence on Feb. 24.

Following that meeting, Mary Arlington,
executive director,
said, “Growth, en-
hanced benefits,
expanding parks,
continuity of
management and
high participation
make me proud to
work for these
people. KARVC
members rock.”

KARVC re-
tained all of its

2014 members, added five newcomers since
early December, has at least one park that’s
greatly expanding its sites, and has one who
is building a new park.

As for the association itself, under the
leadership of Ar-
lington and board
Chairman Mark
Atkinson of Wal-
nut Grove RV
Park in Merriam,
the board worked
over the past
months creating a
solid foundation
after last year’s
unanimous deci-

sion to progress rather than dissolve. 
Jeff Sims, the National Association of

RV Parks and Campgrounds (ARVC)
director of state relations and program 
advocacy, provided lively energy in his dis-
cussions about Americans with Disabilities
Act self-evaluation, legislative issues in both
Topeka and Washington D.C., resources for
leads, and a lengthy list of other ARVC 
programs and benefits.

Natalie Donges of Deer Grove RV Park

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!

in El Dorado, KARVC’s liaison to the Travel
Industry Association of Kansas and other
Kansas organizations, talked of in-state 
efforts on behalf of tourism.

Members voted unanimously for
KARVC to initiate legislative action in
Topeka regarding grounds for removal from
an RV park. “This won’t happen overnight,”
Atkinson said, “but we’ll work diligently on
behalf of our members to accomplish this
request.”

Bob MacKinnon presented an
overview of GuestReviews and answered
questions regarding this member benefit
program. It’s being implemented this
month, in time to generate reviews for the
2015 camping season.

Atkinson provided a brief chairman’s 
report, focusing on ARVC’s Outdoor 
Hospitality Conference and Expo. He said
his first experience in December proved to
him that it’s important to help support the
administration of the national association,
and the seminars and expo provided a
wealth of information he could then pour
into his own RV park.

The annual election produced little
change in leadership. “When all of the 
officers retain their former seats, we feel as
though the members are pleased with how
things are progressing,” said Arlington. The
term expired for board member Jan
Leonard of Eagle RV Park in Hugoton.
Karen Weber of Mid-America Camp Inn
in Goodland filled the vacancy. The 
other vacancies were refilled by their former
occupants:

Chairman: Atkinson; Vice President:
Shawn Blackwell of Yogi Bear's Jellystone
Park Camp-Resort of Kansas
City/Lawrence; Secretary: Charlie Reaser
of Capital City Kampgrounds of Amer-
ica (KOA) in Topeka; Treasurer: Carolyn
Fenn of Four Seasons RV Acres in 
Abilene; Liaison to State: Donges; Board
Member — Sheila Wagner of USI RV
Park in Wichita. WCM

Mark Atkinson

Mary Arlington

Multimillion-Dollar Luxury RV Resort Aims 
To Boost Tourism in N.Y. 1000 Island Region

All RV spots will offer brand-new, over-
sized concrete slabs for vehicles and pavers
to create patios. Power, water, sewer and
free Internet access will be available to all
campers. 

The remodeled chalets offer beautiful
views of the river. Each has two bedrooms
and a second-story bunkhouse and can
house up to 12 people at a time.

The marina has already been dredged to
five feet so it can better accommodate
boats. “The old marina was very shallow,”
Reddick said. “Boaters didn’t frequent it be-
cause it was so hard to get in and out of it.”
The renovated area will provide slips for
seasonal and transient boaters with vessels
up to 35 feet long. Swan Bay Resort also
plans to rent pontoon boats, fishing boats
and kayaks from a marina store. 

Amenities at the site will include an in-
ground, resort-style swimming pool, high-
end bathhouse and laundry facilities, an RV
service center, nature trails, a playground,
140 storage units, volleyball courts and a
dog park. There are no camping stores in the
region, so a 2,000-square-foot retail center
will fill this need. 

In addition, the Watertown Daily Times
reported that four acres at the front of the
property will be developed for commercial
tenants. 

Reddick estimates the total cost of the
new development will be between $7 and $9
million. According to the Times, the project
was recently awarded a $500,000 low-
interest loan from Development Authority of
the North Country’s Community Tourism
Transformation Fund. A loan from local 
Watertown Savings Bank will also help 
finance the project.  

Swan Bay Resort already has several
reservations for its inaugural season. Rev-
enue from this year’s rentals will help fund
the second phase of construction. “At some
point we’ll put our eggs in one basket and
focus on Class A customers,” Reddick told
WCM.  —Sophia McDonald Bennett   WCM

Rental chalets are among the improvements slated for Swan Bay Resort.

A new RV resort being developed in up-
state New York hopes to draw more tourists
to the region by filling an unmet need.  

Swan Bay Resort, located on the St.
Lawrence River in the small town of Alexan-
dria Bay, will significantly increase the re-
gion’s upscale camping facilities. Owner and
developer Robert J. Reddick plans to create
280 RV sites, 120 boat slips, 36 tent sites and
five rental chalets on the site of the long-
shuttered Swan Bay Beach Club. Over time,
he hopes his facility will become the first
Class A RV park in the region. 

The abandoned Swan Bay Beach Club
had a marina, waterfront restaurant, trailer
park and small hotel. It also had a prime wa-
terfront location with clear views of the
Thousand Islands Bridge. The potential to
develop a first-class destination is what
prompted Reddick to purchase the site,
which cost approximately $1 million, in 2013.
Despite its beauty and attractions, the 1000
Islands region of New York is underutilized
by tourists, he said. There are several state
parks and trailer parks in the area, but no 
facilities intended to serve high-end RVers. 

Reddick demolished many of the old
buildings at the site to make way for the
state-of-the-art resort. A soft opening this
July will make 75 RV sites, the chalets and
60 boat slips available to the general public.
The goal is to open the full park in 2016. 

Swan Bay Resort is located on
the shores of St Lawrence River.

www.yurts.com
www.minigolfinc.com
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MODERN MARKETING

people are right-handed. Researchers tell
us that your bargain merchandise should
lead on the right, getting your shopper in
the mood. 

There are a number of other merchan-
dising techniques you should be aware of:

• Bigger shopping baskets (offered in the
transition zone) lead to more purchases.

• Make signage short, simple, and high
quality.

• The merchandise you want to move
should be at eye-level.

• Cross-merchandise your products by
pairing items that go together.

• Don’t waste your end cap space with
deals…place your high-priced merchan-
dise there instead.

• Offer plenty of small, high-markup
goodies neatly arranged at your counter.

• Have your staff suggest an add-on
item…it works more than 40% of the time. 

• Catch shoppers’ attention… if a con-
sumer picks up a product, 80% will buy it.

Building Bundles 
Everyone from cable companies to

software providers to the beef industry
are bundling products to create a more 
attractive product package at a slightly
discounted fee. It’s proven to move mer-
chandise. Bundling creates a high level of
perceived value and offers convenience to
your guests while helping you sell more
items.  

Think along the lines of popular items
plus a complimentary add-on or two —
bonus if you can incorporate some park
logo’d products into the mix. Consider
creating these types of packages:

• S’mores — firewood, s’more \mak-
ings, s’more sticks.

• Weenie roast — firewood, hot dogs,
chips, dog roasting sticks.

• Fishing — bait, lures, cooler, bever-
ages/snacks, reel and rod rental.

• Hiking/biking — book/guide/map,

Evanne 
Schmarder

insect repellant, water, fanny pack.
• Swimming – floaties, beach ball, 

towels, sunscreen, book for mom or dad.
• Pets – water bowl, leash, pillow, toy.
• Picnics/food and drink – cookies 

or beverage with lunch and beverage
purchase.

Theme weeks are another terrific 
opportunity to draw attention to your 
retail offerings. Build bundles of site dec-
orating supplies, snacks, costumes or
other merchandise that makes for a fun
and participatory theme event.  

A Great Gift
Take advantage of your busy summer

season and develop a camping gift certifi-
cate program available for purchase at
your front desk. Add an online option to
purchase gift certificates from your web-
site and position them as a great holiday
gift, birthday present or ‘thank you’ gift. 

Create paper gift certificates on high-
end paper stock in dollar amounts appro-
priate for your business, perhaps $25 and
$50 increments, and pick up some attrac-
tive silver or gold envelopes for them. Set
the expiration date to the end of the next
camping season, allowing plenty of time
for use. If possible, refrain from any 
restrictions or blackout dates. Be sure to
devise a policy and procedure for sales
and redemption and share it with your
staff, both verbally and in writing. 

Retail Me How
Take advantage of your social media

presence to promote your store specials,
bundles, gift certificates and more. Post
hours of camp store operation, specials or
themes, and tips for making the most of
the products you offer. Promote your 
retail line of business in your printed col-
lateral, via your e-newsletter, in a separate
email blast, on your website, in your tele-
phone greeting, on a wearable button for

Whether it’s a cup of craft coffee or a
sale table score, Americans are embracing
the rebounding economy all the way to
the checkout counter. That being said,
today’s consumers are savvier shoppers,
looking for maximum value but comfort-
able enough to loosen their purse strings.
According to a 2014 Consumer Reports
story, “the American shopper is over-
whelmingly cautious but also optimistic
enough to take the plunge on purchases
big and small.” Chances are these are
your customers, vacationing in your
park, eating at your café, and shopping in
your camp store. Successful retailers are
embracing smart retail strategies. 

The Science of Smart Retailing
Every inch of your retail space counts

and has the potential to boost your busi-
ness. You can silently encourage browsers
to become buyers by shrewdly merchan-
dising your store. Smart retailers use
tried-and-true merchandising strategies
to encourage shoppers to stay and, yes,
spend. 

Take a few minutes to observe how
your customers navigate your camp store.
As they enter they probably linger, 
visually scanning the store. That’s what’s
known as the decompression or transi-
tion zone — they are getting a feel for
how they fit into the environment. 
I’d wager that if given the choice they 
almost always veer right as they enter the
shopping floor. It’s called “invariant
right” correlating with the fact that most

The Science of Smart Retailing: Every Inch of Space Counts
staff shirts, etc. Train your store staff on
the products you offer, the service you
wish them to deliver, and the importance
of keeping clean and organized shelves.
Pay close attention to what your 
customers want and find a way to provide
a one-stop-vacation-shop. After all, the
combination of convenience and value is
a very attractive motivator.

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

vendors told WCM, with Christine Kornely
of The Tower Co., for one, impressed with
the energy of the crowd filtering through.

That positive energy was evident through-
out the entire event, Zbierski said. Although
final attendance figures weren’t finalized as
WCM went to press, turnout was said to be
at least as high as last year. “Attendance is
good and the seminars were well attended,”
Zbierski added. “I know I can add more to the
program now, we have quality speakers and
the space to add seminars.”

Of course, one of the key events at the con-
ference is the annual auction, which this year
raised more than $20,000 to support the NCA.
David Bergof Red Apple Campground in Ken-
nebunkport, Maine, continued to carry the
torch as auctioneer, a role he assumed after
the death of his friend Dick Hartford in 2013.

During the NCA annual meeting, all the
board leaders were re-elected:

• Judy LaPorta of Little Oaks Camp-
ground in Seaville, N.J., is president.

• Mary Lunderville of Moose River
Campground in Johnsbury, Vt., is first vice
president.

• Gregg Goldberg of Tuxbury Pond RV
Resort in South Hampton, N.H., is second
vice president.

• Michael Irons of Ole Mink Farm Recre-
ation Resort in Thurmont, Md., is treasurer
and immediate past president.

The only change to the board was the 
addition of Doug Brown of Nickerson Park
Campground in Gilboa, N.Y., who became
the board representative for the 
Campground Owners of New York.

While the NCA signed a two-year con-
tract with the Nashua Radisson, the board
will get together to decide on future location
possibilities for the conference, Zbierski said.

Looking ahead, while many states are
waiting on the snow to melt, as Zbierski
noted, “RV sales are up and they’re all going
somewhere. Let them come to the north-
east.” That includes the Canadian market,
where great consumer RV show attendance
is inspiring NCA to focus more on that 
market. As Zbierski noted, not only do many
Canadian snowbirds pass through the north-
eastern states on their way to and from the
Sun Belt, but many Canadian campers could
also be enticed to cross the border for a
summer stay. —Justin Leighty   WCM

Northeast Conference —from page 3

www.bookyoursite.com
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HOSPITALITY TECH

(or OTA as the travel industry calls
them). All acknowledge that visibility in
travel websites like Booking.com, Expe-
dia and TripAdvisor is driving revenue
and a new consumer to their property. 

Yet there is concern about what inven-
tory to display and how to manage the al-
location through these productive
marketing websites. Of course we want
our products and inventory to be clearly
displayed for what they are: An outdoor
experience! 

For instance, booking an RV site on
one of these websites only to have the

Deb
Kohls

Marketing, Management and the RV Park Guest Experience
guest arrive in a car with no RV/camper
is not the ideal result for the property
owner — or the guest, for that matter,
who is expecting a certain type of lodging
accommodation.  

The travel industry still has some
learning to do, though as recent an-
nouncements by Expedia, Booking.com
and TripAdvisor demonstrate, online
marketing channels are starting to 
embrace the outdoor hospitality industry.
They, and others, also are being seen in
growing numbers at campground trade
shows.

And as campgrounds and RV parks are
adding lodging facilities with cabins, 
cottages, and park model RVs to the prop-
erty, the opportunity to appeal to a new
type of consumer is becoming apparent.
Therefore, it is important that we define
the experience and set expectations for
both the guest and the marketing channel.

While connecting to the big travel
websites is a rather new marketing oppor-
tunity for our industry, it is one that
should be utilized if we are to grow 
demand and introduce new experiences
to travelers. Managing your inventory
through these channels should be seam-
less and, in the end, deliver bottom-line
results in key performance areas such as
customer acquisition and generating net
new income.

What are the best ways to maintain
control yet take advantage of the larger
travel industry that is constantly evolving
and utilizing technology to connect with
travelers of all types?

Whether your property is independ-
ent, branded or franchised, the outdoor
hospitality industry as a whole has an 
opportunity to collectively influence
these ‘go-to’ travel consumer websites.  

Like hotels, sound business practices
must be engaged in order to improve 
efficiencies and deliver on strategic goals.
Connection to these channels should be
incorporated into your marketing goals
and merged easily into your business
process and deliver a good experience for
both your guest and your staff.

So how can you get started, and what
can you learn from the larger, general
hospitality sector as a whole?  Here a few
short tips:

• Start with lodging accommoda-
tions. The OTAs understand this type of
inventory. It’s easy to display cabins with
pictures of amenities.

• Be sure your property management
software is two-way connected/
integrated with the channels. This will
reduce additional management and mon-
itoring of inventory in a separate system
and reduce double bookings.

• Define and manage rates through
your property management yield/
revenue management system. This 
allows you to optimize revenue as 
demand increases.

• If you can’t connect inventory
through your property management
system to the OTA, go ahead and 
allocate a small inventory on a trial basis
and monitor it for sales performance.

As consumers move more and more to
online travel channels, your best bet is 
to go big. Step out and let’s work together
to join in the great online travel 
revolution.

If you have an OTA experience or
questions on how to get started, contact
me at the email below.

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 ac-
tively participates in advising on strategic
market planning that connects consumers 
with outdoor hospitality businesses. She
can be reached at 714-269-1264 or
debk@frontdeskanywhere.com WCM

In the past several weeks I’ve had sev-
eral conversations with outdoor hospital-
ity leaders who are excited — yet a bit
wary — of the growing trend to allocate
inventory to the online travel channels

www.yourelectricalsolutions.net
mailto:sales@yourelectricalsolutions.net
www.dogwastedepot.com


WOODALLSCM.com April 2015  -  11

www.cruiseinns.com


12 -  April 2015                                                                                                                                                                                              Woodall’s Campground Management

ON CAMPGROUNDS

Reports from 
the field: 

Bob Ashley

Sun Roamers RV Resort Earns High Marks From RV Clubs

Robin Poirer put a lot more than a 
little into Sun Roamers RV Resort in the
retirement community of Picayune,
Miss., after he bought the 155-site park
two years ago.

“The park was run down a little bit,”
said Poirer, a former attorney who had no
campground experience before purchas-
ing Sun Roamers. “Right now, we are in
the process of renovating the clubhouse.”

That’s in addition to adding 10 park
model trailers since he bought the park, 
installing concrete pads at a number of
sites and paving interior roads with asphalt.

“We had a lot of work to do,” Poirer
said.

Oh yeah, and there was the image
problem. “The old owner wasn’t an RV
park owner. He had the mindset of a 
mobile park owner,” Poirer said. “For the
first two months, I just sat here and tried
to get a feel for the business. Then we just
started the renovations.”

In addition to the park models, Sun
Roamers features nine cabins and a travel
trailer that it rents out. There’s also a
5,000-square-foot clubhouse with a com-
mercial kitchen, an outdoor pavilion,
mini-golf course, five-acre fishing pond
and an Olympic-size swimming pool.

A former real-estate attorney who is in
a wheelchair, Poirer said he had been 
retired for about a month before he got
restless. “I like dealing with the people
who come through here,” he said. “Most
of them are retired or looking to have a
good time on vacation. It gives me some-
thing to do, and I’m really enjoying it,

particularly the rehab part of it. It’s a
whole lot better than practicing law.”

The park is about 60 miles northeast
of New Orleans and 30 minutes from the
Mississippi Gulf Coast, both of which
bring visitors to the area.

“We get a lot of people who stay here for
Mardi Gras in New Orleans to get away
from the noise and crowds,” Poirer said.

Sun Roamers is starting to get a 
reputation among RV clubs looking for
campgrounds to hold rallies.

“By word of mouth, we are getting a
good reputation,” he said. “We’ve been
picking up some big rallies and business
is starting to pick up.”

He said that sprucing up the park 
already is paying off and reported that the
installation of a barbecue grill near the
kitchen came about at the suggestion of
a group that visited the park.

“They liked the kitchen, but said they
would also like to be able to cook 
outside,” Poirer said.

A regional Airstream rally came about,
Poirer noted, because one Airstream
owner stopped overnight. “It was just a
guy coming through going somewhere
else,” he said. “He like what he saw and a
(Airstream) scouting group came through
recently to look the park over and now
we’re expecting a 50 to 70 rigs to be here
for a rally in October.

“We have three other rallies scheduled
for the summer and are hoping for 
another one or two during the season.”

* * * * *
Olive Avenue RV Resort in Vista,

Calif., doesn’t mess around when it says
its pool is heated. The water temperature
remains at a constant 93 degrees year-
around.

“I’ve been to parks that say they have
a heated pool and when you get in the
water is cold,” said Olive Avenue 
manager Sureni Hamernick. “We give
the customers what they want. They want

degrees. Right now, it’s about 40 degrees.”
With 185 RV sites, SeaWind is about 60

miles south of Corpus Christi and sits on
Baffin Bay off the Gulf Coast. There’s a fish-
ing pier onsite and boat ramp adjacent to
the park. The park has a recreation hall
with a full kitchen to entertain groups and
has barbecue grills throughout and a large
fire pit. There’s a public playground for kids
next door to the park.

SeaWind RV Resort is not quite 
isolated, but definitely is in the country,
according to Guyette.

“It’s 20 miles to the closest grocery
store,” she said.

Seawind most recently updated its
electric service to 50-amp and plans are
in the works to upgrade the security gate
in the gated park.

The park’s Winter Texan season pretty
much ends after April 1 and the Lone Star
State’s heat slows things down quite a bit
during the summer.

“We have activities galore during the
winter,” Guyette said. “We are trying to get
things situated with more activities in the
summer so we can get more business. Right
now during the summer there usually are
more local people than travelers who bring
their boats in to get into the bay.”

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

a heated swimming pool, that’s what we
give them.”

The three-year-old, 60-site park is
about 45 miles northeast of San Diego
and offers a temperate climate pretty
much throughout the year. Pacific coach
beaches are about seven miles away.

“The area is known for its breweries
and a little more inland are the ranches
that have wine tastings,” Hamernick said.

“As a new park, we require RVs to be a
’95 model year or newer,” Hamernick said.

Visitors come from all over the West
Coast, but she noted the park draws a
good number of Canadian visitors.

Business this winter surprised 
Hamernick.

“We thought that we would have a
slow winter, but it was the opposite of
that,” she said. “Word-of mouth is
spreading, and we often fill up.”

* * * * *
Business this winter also “has been

pretty good” at SeaWind RV Resort on
the bay in Riviera, Texas, although the
weather hasn’t always cooperated.

“It’s been cold,” said manager Tamela
Guyette in early March. “The average
temperature this time of year is about 70

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

In addition to 155 campsites, Sun Roamers RV Resort recently added nine rental cabins.

mailto:salestower@comcast.net
www.towercompany.com
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IN PRINT

2015 Good Sam Guide Lists
137  Perfectly-Rated Parks

The newly
released 2015
Good Sam RV
Travel & Sav-
ings Guide re-
leased its list of
perfectly rated
RV parks. Earn-
ing flawless
10/10*/10 rat-
ings based on
Good Sam’s in-
person inspec-

tion system, these parks offer unsurpassed
customer experiences for RV travelers hitting
the road each year.

The 137 perfect RV parks on the list were
selected out of the more than 7,000 private RV
parks listed in the guide; each was personally
inspected by one of Good Sam’s 36 review
teams and each park was found to meet or
exceed Good Sam’s standards in cleanliness,
environment and facilities.

The guide also contains lifestyle tips,
travel articles and money-saving offers
(Good Sam Club members enjoy a 10% sav-
ings at the 2,100-plus Good Sam parks listed
in the book). 

Published by Good Sam Enterprises, the
2015 Good Sam RV Travel & Savings Guide
is available at the 100-plus Camping World 
SuperCenters located throughout the United
States and on CampingWorld.com and 
GoodSamClub.com.

CONY 2015 Camping 
Guide Now Available

The 2015 edition of the annual Camp-
grounds and RV Parks Guide published by
Campground Owners of New York (CONY) is
now available for free upon request online at
www.nycampgrounds.com, sending mailing
information to info@nycampgrounds.com or
by calling toll-free 800-497-2669.

The guide provides detailed service and
amenity information for 200-plus CONY camp-
grounds and RV parks. According to Suzanne
Bixby, CONY marketing and communications
director, readers will enjoy the guide’s 
magazine-style quality, featuring engaging
editorial and referrals related to the theme,
“Hit the Trail to New York Camping.”

“New York State has a vast network of
trails for hiking, bik-
ing, boating, driving
and more,” Bixby
said. “Travelers
can follow the-
matic trails for
food, wine, history,
the arts — even
h a u n t i n g s .
Whether hitting the
road or going off

the beaten path, campers staying at CONY
parks can use this guide to blaze a trail to 
adventure in New York.”

Bixby noted the camping guide also 
includes useful tips from GoRVing.com on

setting up camp and advertisements and 
information from New York vacation regions
and attractions.

New Jersey Camping Guide 
Released For 2015 Season

The 2015 edition of the New Jersey Camp-
ground & RV Park Vacation Guide, published
annually by New Jersey Campground Owners
Association (NJCOA), is now available. It is
free and you can order a copy online; go to

www.newjersey
campgrounds.com
and click on the link
to either request
the guidebook or
view it online.

In addition to 
detailed information
on services and
amenities for 90-
plus NJCOA mem-

ber campgrounds and RV parks, readers will
find engaging editorial content covering the
varied activities, attractions, special events
and experiences available throughout the
state.

Of special interest this year in the guide-
book is information on holding weddings and
corporate outings at campgrounds. New Jer-
sey offers camping in the mountains, on rivers,
lakes and the bay, and along the Jersey Shore.

Missouri’s 2015 Camping 
Guide Now Available

The 2015 edition of the Missouri RV Travel
& Camping Guide hit the streets in January
and will be distributed at campgrounds, RV
parks, welcome centers and RV shows.

Free print versions of the 44-page directory
can also be ordered online at www.CampIn
Missouri.com or viewed in its digital format.

“We’re pretty excited about it. It turned out
to be a very nice guide this year,” said Larry
Helms, president of the Missouri Association
of RV Parks and Campgrounds (MOARC). He
said the association has printed 55,000 copies
of the Missouri camping
guide this year, which will
be distributed at 12 visi-
tors centers and RV
shows in Missouri, 
including Kansas City and
St. Louis.

“We’re also doing a
swap with Illinois and
Texas,” Helms said.
“We’re going to hand out
a couple thousand of their
guides and they will do
ours. It works out really
well because people are
going south or west in the winter and they will
be coming both ways, so they use those
guides pretty extensively to find parks.”

The Missouri camping guide is produced
by Crowley, Texas-based Texas Advertising,
which has produced the directory for the past
six years. “The guide grew in size by 10% this
year as we continue to build relationships
with a diverse range of advertisers, including
private parks, RV dealers and suppliers,
which helps build support for the guide,” 
said Brian Schaeffer, Texas Advertising’s
president and CEO.

The Missouri association has 71 
members, including a handful of parks in
Kansas, Mississippi and Arkansas. WCM

www.carefreecommunities.com
mailto:bkim@carefreervresorts.com
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The senior management of Kamp-
grounds of America Inc. (KOA) has tapped
a rich source of detailed information re-
garding the habits and preferences of
North American campers thanks to a com-
prehensive 2015 North American Camping
Report, which the Billings, Mont.-based
campground franchisor released in March.

KOA provided Woodall’s Campground
Management an early glimpse into the 
responses it received from 3,000 in-depth
surveys of campers and potential campers
— not limited to KOA — that shed a decid-
edly positive light on the general popula-
tion’s view of camping in general and, in
particular, on the rest of this year for the

“It’s putting a face to the camper and the
character behind it,” he continued. “We’d
sure like to create more campers and see
that grow. At the end of the day, though, we
think it’s good for our economy and we
think it’s good for our society.”

One of the report’s most significant 

campground sector.
Looking at the 2015 camping season, a

majority of campers plan to spend more
nights camping, and almost half plan to
take more trips.

“The business forecast for KOA has to
be the same that everyone has in our indus-
try,” said KOA President Pat Hittmeier,
whose company has enjoyed a three-year
surge in registrations. “It’s going to be a
positive, accelerated growth kind of year.
We’ve been experiencing same-store
growth for three years and this would be
our fourth. I don’t think I can go back over
the last 30 years and find that same level of
sustained year-after-year growth that 
continues to ratchet up our business. We
ended 2014 with a same-store revenue gain
of about 8% in registrations.”

Against this upbeat backdrop, the 
2015 North American Camping Report, 
completed online from a random sample of
U.S. and Canadian residents in July 2014
and January 2015, was conducted by Cairn
Consulting Group LLC under the direction
of founder Scott Bahr, a Maine resident
who’s worked with KOA since 2006.

Jim Rogers, KOA chairman and CEO,
said, “By sharing this with the entire camp-
ing and RVing sector, it’s like what they say
about the rising tides lifting all ships. We
may have tools that we use to dive down
and get deeper for our strategic needs, but
we’re trying to give the entire business 
sector a much stronger orientation to the
people that we host.

Riding the Crest of an “Unbelievable” Surge In Campground 
Traffic, KOA Unveils a Groundbreaking 2015 Camping Report

‘People are making camping decisions based on the availability of Wi-Fi,’ said KOA Vice
President of Marketing Toby O’Rourke, who spearheaded the survey for Montana-based
KOA. ‘Even though you might think of camping as a way to disconnect, we really believe
that technology helps make the outdoors more accessible.’

findings was the extent to which North
Americans enjoy their campground stays.
“Camping has a really deep reach in this
country,” said Bahr, whose research 
focused on vehicle-owning households
versus individuals. “Six in 10 households
are sending people camping or have
camped in the past, and 25% camp every
year. That reach is much deeper than I
think a lot of people may have anticipated.
We almost have a culture of camping. A lot
of industries would love to say that 60% of
American households participate in what
they have.”

Equally intriguing to KOA’s management
team is the increasing level of diversity
among the active camping community
which, in KOA’s terms, is becoming more of
an “Outdoor Melting Pot.” Nearly one in
four campers in 2014 identify themselves as
African-American, Asian/Pacific Islander
or Hispanic, a significant increase 
compared to past industry research efforts.

Camping rates among nonwhites have
doubled since 2012, jumping from 12% up
to 23%, while the Asian/Pacific Islander
faction grew from 1% to 6%, its camping
activity now closely mirroring that of its
share of the overall population (5%).

Hispanics jumped from 2% of campers
in 2012 to 6% in 2014, though Latinos,
amounting to 16% of the U.S. population,
are still underrepresented.

“There was a study done by the 
National Park Service a few years ago
with the University of Wyoming and they
found that the top reason that African-
Americans did not visit a national park was
that they did not feel welcome,” Bahr said.
“We talked about that even as we entered
the study — and to see this uptick for us,
then, is very encouraging. And if you had
asked me before this if I thought any group
was going to be closest to the overall 
population, I probably wouldn’t have picked
Asian Americans.” 

Other interesting findings from KOA’s
new report:

• Destination Camping appears to be on
the rise, with people staying longer at parks

KOA’s Jim Rogers (from left), Toby O’Rourke and Pat Hittmeier worked with Scott
Bahr and Cairn Consulting Group on the 2015 North American Camping Report.
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versus taking frequent over-the-road trips.
• Camping represents a form of healthy

escapism for many people, allowing them
to reconnect with the outdoors while re-
ducing stress and spending more time with
family and friends – a critical consideration,
given the fact that the greatest barrier to
camping typically is the inability to carve
out enough time.

• Camping has a positive impact on
family relationships in the opinions of 81%
of the respondents, including the 41% who
“completely agree” with that statement
and the 40% who feel it has a “great deal
of impact.” 

• Technology and access to technology
is important to campers, with 83% of
campers bringing along their cell phones
while camping, 70% going online at some
point while camping and 41% indicating
that Wi-Fi access is an important camping
amenity.

Camping Evolves
Indeed, the importance of technology to

so many campers is one of the more re-
markable takeaways on which KOA Vice
President of Marketing Toby O’Rourke
keyed in. But it wasn’t a surprise, of course,
given the explosion of cell phones and
computers in everyday life.

In fact, the most popular “must-have”
camping gear, according to the survey 
results, is a cell phone, as 83% of all
campers bring their mobile phones to the
great outdoors.

Half of all campers (51%), by the same
token, claim that they go online at least
once a day while camping and four out 
of 10 (41%) say that having free Wi-Fi 
influences their decision to stay at a 
campground.

“We've been focusing on technology
pretty hard in the last few years, just intu-
itively believing that technology is impor-
tant not only in researching and reserving
for camping, but also use of technology
while camping and afterwards, and this
data backs that up,” said O’Rourke, who
spearheaded the KOA survey. “People are
making camping decisions based on the
availability of Wi-Fi. Even though you might
think of camping as a way to disconnect,
we really believe that technology helps
make the outdoors more accessible.”

The continued emergence of cabin-type
accommodations was another eye-opener
for KOA’s management. The study shows
that 54% of campers utilize tents while 21%
stay in RVs and another 21% prefer cabins.
“I think what’s important for our business is
to look at the cabin number,” O’Rourke
noted. “Nobody would have guessed that.
It’s a really high cabin number and I think it
really speaks about how we can bring new
people into camping.”

Just as the campground market in 

general adds various alternative accommo-
dations, Hittmeier said KOA is enthusiastic
about continuing to invest in cabins for 
several reasons. 

“We add inventory, we increase nights
and we increase rates and total revenue
per unit,” he said. “The (customer satisfac-
tion with cabins) continues to ratchet up as
well. It’s an excellent program and it’s 
accounting for more and more of our 
business. It’s a hedge against lots of things,
certainly higher gas prices which are 
inevitable at some point.”

Jill Currier, director of accommodations
for KOA, gave a glimpse at KOA’s philoso-
phy on growing rental accommodations in
their parks. “There has to be a value to the
guests. You need to have amenities that
they could get at the hotel down the road,”
she explained. “We also need to remember
our roots and the fact that we have the out-
door hospitality to sell. You can’t sit around

the firepit and roast marshmallows at night
when you stay at the Holiday Inn. The 
outdoors are what our advantage is over
other accommodation competitors. We
can't forget about that and that we have
that family atmosphere outside.”

What About The Tenting Majority?
As it turns out, 58% of RVers said that

they first camped in tents. “That, in itself,
might blow (RV) manufacturers away,” said
Rogers. “It’s a tremendous opportunity for
the RV sector as a whole. When we think
about our Go RVing efforts, we spend all
this money trying to convince Americans to
go camping when we should be trying to
convince tenters to buy an RV. They’re al-
ready out there in the dirt. They already
have the time allocation. Let’s just put them
in something more comfortable, rather than
trying to convince someone who has no 
intention of going camping to go camping.”

The majority of campers today (54%) are
still in tents. That means there’s a large
market of people likely to move up, accord-
ing to Bahr.

“There is a linear drop-off in tent camp-
ing as the age of the camper increases, and
given that a vast majority of campers start
out in tents, the assumption is that, yes, as
campers get older they migrate to other
types of accommodations such as RVs and
cabins,” Bahr said. “As we know from our
research with snowbirds, they report that
they started in tents, then in many cases
they would move to a pop-up or small travel
trailer and eventually purchase a 
motorhome or fifth-wheel or travel trailer.”

Unlike RVers who generally view camp-
ing as a convenient way to travel, those
younger tenters, Bahr said, are more likely
to want to reconnect with nature and the
outdoors and are more likely to want to 

CAMP ING BY ETHN IC ITY

Toby O’Rourke, KOA’s marketing chief, and Scott Bahr go over the details of
the groundbreaking study with WCM at KOA headquarters in Billings, Mont.

KOA Camping Report – continued on page 26



Camping Supplies, Selfie Sticks, Sour Candy — 
A Well-Run Park Store Can Boost the Bottom Line
Campgrounds partner with distributors to keep re-
tail shelves stocked with the tried, true and trendy

Campground stores have come a long
way, baby. Once nothing more than a 
pegboard on a patch of wall behind the 
registration desk selling items campers most
likely forgot to bring — matches, bug spray,
tablecloths and the like — the retail opera-
tions of many parks today have become a
business enterprise that even Warren Buffett
has taken a second look at.

Okay, maybe not Warren Buffett. But
chances are good at some time in the last
few years a guy named Warren who enjoys
his buffet cooked over a campfire has bought
ice, firewood and/or marshmallow roasting
forks from a campground store somewhere
in North America.

Nowadays, “Warren” might be buying
more than just camping supplies. He’ll be
looking for an SD card for his digital camera,
maybe a power cord for his iPhone and 
perhaps even the latest gadget to captivate
his granddaughter — probably something

having to do with Disney’s “Frozen.”
It’s no secret that a well-run campground

store can boost the bottom line of the facil-
ity’s overall business operations. But it can
do so much more than. A camper who finds
something in the campground store that
makes his stay more pleasant is more likely
than not to return for another trip. And he’ll
tell his friends all about it, who’ll want to
come with him.

Norm Boucher, president of LCN 
Outdoors, a campground supplies and 
accessories distributor based in Windsor,
Conn., told Woodall’s Campground Manage-
ment that one of the biggest changes over
LCN’s years in business is the emergence of
distributors, such as his company, which
carry about 1,800 different products from the
likes of Valterra, Camco and Ja-Ru Toys. LCN
Outdoors started out of Boucher’s one-car
garage and has grown to a 6,000-square-foot
warehouse that includes a retail shelving
display of products to give campground
owners an example of how to market their
store. 

“When we started a lot of the camp-
ground owners would shop at local grocery
stores and knick-knack shops and then
they’d put it on the shelf and mark it up
some. As distribution came along they
learned that buying through distribution 
allowed them to spend more time at the
campground and do other things besides
drive around. It’s allowed them to make
more profit, and it’s also given them a 
bigger selection of items,” he said, adding
that in addition to retail items LCN Outdoors
also carries a number of other supplies for
campgrounds such as electrical boxes,
custom logo T-shirts, gift cards and 
specialty advertising items. 

“Rather than have two people working,
one person taking the reservations and the
other minding the store, they went to a
smaller store and one person doing both,” he
said. “When you start getting into some of
these bigger stores, 500 or 600 square feet
and five or six aisles of stuff, it just became
too much for one person to handle, so people
started shrinking their inventories a little bit.”

Smaller stores, of course, are limited in
the inventory than a larger operation, which
not only can carry more quantity but offer a
greater variety as well.

“The people who are truly doing well with
their stores are the ones who kept their
stores the same and just realized they had to
order more often and just change items out.
You can’t go and order an entire year’s supply
of product and keep putting the same thing
on the shelf,” Boucher said. “The guy that’s
on the ball is going to order 15 of one product,
put it on the shelf and sell it. And when that
sells, then he’s going to buy 15 of something
else and sell that. That guy’s making some
money because now he’s turning his 

Most private RV parks and campgrounds have some sort of retail store on
the property. They range from a tiny space offering the absolute bare essen-
tials to a several-hundred-square-foot facility featuring coolers filled with
ice and beverages and shelves displaying all sorts of produce and products.

Norm Boucher
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Camp-themed shirts, like these from Severson & Associates,
add a distinct flavor to campground stores.

Tried & True
Most private RV parks and campgrounds

have some sort of retail store on the property.
They range from a tiny space offering the 
absolute bare essentials to a several-hun-
dred-square-foot facility featuring coolers
filled with ice and beverages and shelves
displaying all sorts of produce and products.

Boucher said nearly all campground
stores carry the typical staple items for
campers and RVers, including tent stakes,
cooking and eating utensils, sewer hoses,
chemicals, water hoses and a few repair
items. “If the store’s big enough, then they
start to pick up toys and swimming items,”
he said, adding that, for the most part, camp-
ing staples haven’t changed much over the
years. People are always going to need a
way to start a campfire and other essentials,
he said.

One of the things that has changed is the
size of the store, he pointed out. While some
have gotten bigger, others have “down-
sized,” usually due to the Great Recession a
few years ago.
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inventory over, but he’s also turning over the
product he has in the store.”

Among other factors, rotating product co-
incides with the time of year, Boucher added.

“I always tell people, in the beginning of
the season, like Memorial Day Weekend, you
want to have a lot of RV supplies because
people haven’t used their RVs since last year
and they’ll be finding out some things that
need repaired or replacing,” he continued.
“They might want a new water-connection
hose because they don’t want to drink out of
the one from last year. Then as Memorial Day
goes away you start getting into the toys,
swimming stuff and suntan lotion and so
forth so it becomes a seasonality of the
store.”

The campground’s natural amenities also
provide a unique retail opportunity, Boucher
added. Those with lakes and ponds are 
hosting fishing tournaments, so their stores
will stock fishing tackle and gear.

Treats & Trends
When it comes to kids, Boucher recom-

mends campground owners stick with the
tried-and true, like Frisbees and Wiffle balls,
rather than take a risk with trendy toys.

“I don’t go out and buy the hottest toys
that came out of Toy Fair because I saw too
many people who got stuck with Pogs — 
remember those? There are still stores who
have Pogs in the back. I don’t believe in 
buying today’s biggest and baddest thing 
because sooner or later it’s going to be 
tomorrow’s dead thing.”

However, Boucher said plush animals
have become popular, as well as certain
types of candy. 

“The caveat with the candy is if it tastes
good don’t buy it. Kids want candy that tastes
as bad as possible. The more sour it tastes
the more they want it. If it can taste like sour
apples, then make it sour apples times two,”
he said.

Michelle Medina and Joe Witte, who
both work for Wilcor Outdoors, a Frankfort,
N.Y.-based distributor of about 6,500 RV and
camping products, supplies and acces-
sories, agreed that candy is probably the
hottest — certainly the tastiest — item this
year.

“We added tons of new candy. I don’t
even know how many new candy items we
added, maybe 40 or 50,” said Medina.

Another recent trend for RV park owners,
they said, was to put the campground’s name
and logo on items. The products range from
the practical, such as tote bags, to more of
the souvenir variety.

“That’s grown tremendously. Compared
to what we used to do before and what we’re
doing now, that’s a big growth for us,” Witte
stated. “There seems to be a trend more 
toward branding to make yourself stand out.

“On top of that,” Medina added, “you
have to stand out, but no matter what type of
industry you’re in, we’re all in tourism. Back
in the day, everyone went to Disney and
things like that. People can’t necessarily 
afford to do that, and some people love
camping anyways, but regarding any type of
vacation you go on, you want to take home
some type of souvenir. So if your vacation is
camping, you want to be able to grab some-
thing that said you went there. Whether it’s
a shot glass, a coffee mug, a sweatshirt —
it’s your souvenir. So we’re bringing that into
the campgrounds because everyone else is
doing it, and why wouldn’t they want to make
some more money?”

Branding your campground by putting
your name and logo on products and sou-
venirs is a specialty of Pam Literski, a
graphic artist with Severson & Associates,
a training and promotions company based in
Ettrick, Wis., that offers promotional products

and apparel under S&H Ad Specialties.
Literski said her company specializes in

custom orders and can take a client’s idea,
refine it and make it shine on just about
anything.

“What’s new for us is the rhinestone
transfers. That’s always fun and exciting,”
she explained. “We’re starting to do cus-
tomized transfers, and we can do logos or
designs or whatever. The plushes are brand
new; that was given to us just days ago.”

Perhaps the biggest addition this year to
their company’s five catalogs, said Wilcor’s
Medina and Witte, are technology-related
products and accessories.

“We actually have some wireless prod-
ucts and a lot of the technology gadgets —
that’s what’s really in big with the kids,”
Medina said, offering a “Selfie Stick” — a
pole with a mount for a cell phone for taking
pictures with the holder in the foreground
— as one example. “These are the big thing
right now. I would normally say teenagers,
but even adults like them and everybody’s
got them.”

Witte added that there’s a Selfie Stick
with a wireless Bluetooth remote. Another
hot item, he said, were wine holders that
clamp right on a camp chair. “Believe it or
not, these are really big because everybody’s
into wine.” 

Theme Weekends
As more park owners turn to theme

weekends as a way to attract campers, 
distributors are expanding their inventory to
supplement the luau, western and other
chosen themes. While distributors are
boosting their lines, several Internet-based
party supply businesses, such as Oriental
Trading Company and Shindigz, also are
popular resources.

Jo Carter of Shindigz, based in South
Whitley, Ind., said it was difficult to determine
whether they have more campgrounds 
ordering than in prior years as many orders
are received under individual’s names.  

“But it would not be a surprise to see an
increase, as our products help in every 
celebration, so as campgrounds continue to
celebrate events like July 4th, our sales to
campgrounds would logically grow as well,”
Carter said.

Shindigz is a good resource for camp-
ground owners, she pointed out, because
they believe “in making life more fun, and
there is no better way of having fun than with
your family and/or friends at a campground.

“We offer personalized party supplies for
any themes the campgrounds will cele-
brate,” Carter explained. “From Western
days to Luau, Carnival to Movie Night, cele-
brating a special birthday or anniversary or

Except for staple items, experts
suggest camp stores rotate their
inventory throughout the year.

www.duragrid.com
www.hireaworkamper.com


any important event or reason to party in
people’s lives. We make it extra special by
making it personalized. Key tags, water bot-
tles, picture frames, photo canvas, candy
bars, banners, life size standees, kits for
every theme ... whatever the event, we can
personalize it and make it extra special.”

In addition, Carter suggested Shindigz of-
fers more than 30,000 unique items that could
be considered staple products most every
campground store would tend to carry 
including balloons, patriotic items like
streamers, fabric bunting, birthday-patterned
plates, cups and napkins, craft kits for kids
and adults, party favors, glow necklaces,
bracelets and more. —Rick Kessler and
Barb Riley   WCM
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Joe Witte and Michelle Medina of Wilcor Outdoors said candy and technology items are popular this year.

Campground 
Store Suppliers

Fortune Products Inc.
Lake Stevens, Wash.
800-345-4833
www.fortuneproducts.com
Battery-operated lighting, decora-
tions and accessories

LCN Outdoors 
Windsor, Conn. 
800-552-2267
www.lcnoutdoors.com
RV and camping products, supplies
and accessories

Oriental Trading Co.
Omaha, Neb.
800-875-8480
www.orientaltrading.com
Party supplies

Shindigz 
South Whitley, Ind. 
800-314-8736
www.shindigz.com
Party supplies

Sunland Specialties
Upland, Calif.
661-269-9010
www.sunlandspecialties.com
RV and camping products, supplies
and accessories

Wilcor International
Frankfort, N.Y.
800-346-2345
www.wilcor.net
RV and camping products, supplies
and accessories WCM

LSI, RV Trader Partner
On New Club Benefit

Club Yogi Rewards members are eligi-
ble for a new addition to their membership
perks this year. Rewards members who are
selling an RV will receive a free two-week
listing on RVTrader.com, one of the nation’s
premier online RV marketplaces.

In a partnership between Leisure Sys-
tems Inc. (LSI) and RV Trader, Club Yogi
Rewards standard-tier members who
take advantage of this special offer can
post a basic listing on RVTrader.com for
two weeks (a value of nearly $20), ac-
cording to an announcement from the
two companies.

The free ad lets Club Yogi Rewards
members post up to four photos along
with information about their RV. Sellers
who post listings on the website can also
choose from a variety of other options to
better showcase their RV to potential
buyers.

Club Yogi Rewards members may place
their ads on RV Trader by logging into their
account on jellystonerewards.com and
visiting the partner page to obtain the spe-
cial code. The promotion is available
throughout 2015.

With more than 120,000 recreational ve-
hicles for sale across the country and more
than 2.5 million interested shoppers view-
ing its website monthly, RVTrader.com
helps connect thousands of sellers with RV
buyers every day. WCM

mailto:sales@bbelec.com
www.bbelec.com
www.largestrvshow.com
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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.

Testimonials... We have received very positive feedback from many campground/
RV Park owners. Here are comments from 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 • Little 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!

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

C      11:

few former Green Bay Packers who were
present as participants in the show 
program. “All of my sisters and the players
got on,” Severson said, and the Jumparoo
held up as promised. “It didn’t pop.”

Other vendors new to the show were
aerial park and zipline builder ABEE and
Swank Motion Pictures, the new exclusive
provider of licensing for Disney, Pixar and
Lionsgate films. 

“Most campgrounds try to promote
themselves as a family-friendly place where
you can bring your famiy and have a good
time, and it just makes sense if you want to

use [Disney] movies, so we’re happy to offer this
to campgrounds,” said Swank representative
Jack Rhodes. “It’s something new for us, and
we’re pumped to be here and pumped to work
with campgrounds across America.”

That kind of general enthusiasm made for a
decidedly less somber atmosphere than in 2014,
when the nation was still struggling to emerge
from some of the most severe winter weather 
in recent history; some WACO vendors were
missing products whose shipments didn’t make
it through in time, while other vendors were
missing entirely.

Utility Supply Group President Wade Elliott,
long-time WACO speaker and exhibitor, could
feel a discernible difference after just a couple
of hours into this year’s expo. “It seems to be
very busy. I think people came in to start buying
early,” he commented. “I think there are a lot of
people that didn’t get the opportunity to do work
last year and there’s some pent-up buying 
demand. And it feels nice outside, so I think 
people are buying more.”

Overall, the show was lined with happy
faces, said Severson. “I think it’s really good,”
she noted. “We do have a good time here, 
for sure.” —Barb Riley   WCM

The Wisconsin Association of Camp-
ground Owners (WACO)wrapped up its An-
nual Convention in Stevens Point, Wis.,
March 11-15 after hosting more than 250 
registrants representing 101 campgrounds —
including out-of-state guests from as far
away as New York — and the mood was 
decidedly positive.

WACO’s show is unusually long compared
to many other state association conventions’
two- or three-day events, and bears a
packed, full-flavor agenda — and not just for
park owners. This was WACO’s eighth season
offering its Kids Kamp for attendees’ children
of all ages, where they enjoy activities that both
entertain and involve them in their parents’ 
industry, such as brainstorming on items to sell
at the trade show, learning about customer 
service and selecting an expo booth favorite.

Members who came early had the challenge
of selecting from an extensive menu of nearly 60
learning opportunities. Educational content
ranged from the formal — including three certi-
fication courses, about 40 structured seminars
and a Q&A with a panel of local and state 
politicians — to the informal, such as round-
table discussions and a tour of local bars and
restaurants for an in-person how-to on running
similar establishments at a campground.

Seminar topics included code and legislation
compliance, conducting various events and ac-
tivities, staff management, business stimulation
and general advice. One subject that generated
considerable buzz was technology at camp-
grounds, such as Voice Over Internet Protocol
(VOIP) phones — which eschew old-fashioned
phone lines in favor of an Internet connection —
as well as security systems, but particularly 
regarding campground office software and 
arguably the No. One challenge facing 
campgrounds today: Wi-Fi. 

WACO Convention Brings Big Numbers, Positive Atmosphere As ’15 Season Nears

In fact, the seminar on Wi-Fi was so heavily
attended that there was standing room only —
and hotel staff had to bring in extra stacks of
chairs to accommodate everyone.

And, inasmuch as WACO puts on a big con-
ference, they also put on a big opening for the
trade show: A parade. A small group from the
University of Wisconsin marching band led 
enthusiastic attendees through the expo halls to
give everyone a good look at the wide variety of
booths ready to welcome their business.

The trade show booklet listed 145 vendors of-
fering just about every service and product imag-
inable designed for the utility and enjoyment of
both park staff and guests. A good handful of ex-
hibitors were new to WACO, Lori Severson, the
association's executive director, told Woodall's
Campground Management. “I think we’ve got a
lot of vendors who have come back, but we 
always try to make sure we have plenty of new
ones,” she said on the show floor.

One of those new ones was Steve Mc-
Murtrey, known for his appearance on the tele-
vision show “Shark Tank,” who was constantly
inviting passers-by to have a go at his Jungle
Jumparoo. While more reticent grown-ups
needed some extra encouragement, the appa-
ratus got plenty of play from adults, including a

The Wisconsin Association of Campground Owners An-
nual Convention was March 11-15 in Stevens point, Wis.

www.chadwickmfg.com


20 -  April 2015                                                                                                                                                                                              Woodall’s Campground Management

Want to Attract Snowbirds? Here’s 
How One Popular Resort Succeeds

The Springs at Borrego RV Resort in
Borrego Springs, Calif., is one of the na-
tion’s top Sun Belt parks, having won all-
around “A” ratings from GuestRated.com
five years in a row.

The 160-site resort is located on the
edge of the community of Borrego Springs,
just east of Anza-Borrego Desert State
Park, in the Southern California desert
about two hours northeast of San Diego. 

For those who haven’t been there,
Anza-Borrego is a beautiful desert park
with scenic mountains and rugged
canyons that turn various shades of red,
orange, brown and purple at sunrise and
sunset. The park has numerous hiking
trails, but only rustic camping facilities,
hence the need for more luxurious RV

camping facilities
in Borrego
Springs, which is
just outside Anza-
Borrego’s eastern
boundary. 

But while The
Springs at Bor-
rego is currently
one of the high-
est-rated snow-
bird resorts in the
country, it was

originally intended to be simply a feeder
park for the Roadrunner Club, a 350-site
manufactured home community which is
located across the street, said Dan Wright,
The Springs at Borrego’s general manager.

“My father, Bill Wright, purchased the
Roadrunner Club in 1980,” Wright recalled.
“And right away he was looking for a way
to market the club. He thought, ‘How can I
get people to come to this little town way
out in the wilderness?’ He came up with
the idea of building a high-end RV park, so
that people visiting Anza-Borrego could
stay at the RV park, and they would see the
Roadrunner Club.”

But while the idea of creating The
Springs at Borrego RV Resort as a feeder
park for the Roadrunner Club has worked
very well, it took more than a decade to get
the RV resort off the ground.

The Wrights were initially stymied by a
building moratorium in the Borrego Valley
and then by lengthy delays in the permit-
ting process. “It took almost two years to
get the grading permit approved,” said
Wright, who left his job as a geotechnical
engineer in the Seattle area in 1996 to help
his father build The Springs at Borrego RV
Resort.

But things moved faster once the grad-
ing was underway in 2002. By 2003, the
Wrights opened The Springs at Borrego
Golf Course, a 9-hole championship

course, which they planned to offer as a
key amenity for the RV resort.

“A golf course is not a money-making
thing, but it’s a very powerful amenity,”
Wright said. “It causes you to attract a
very high-end type customer. People ab-
solutely love to be able to sit at their RV site
and look at the golf course. Even people
who don’t golf enjoy the scenery that a golf
course creates.” Even today, Wright 
estimates that about half of his guests are
golfers, but everyone enjoys the views
along the golf course. 

The Springs at Borrego was designed
with many other high-end amenities as
well, including pull-through RV sites.

When the Wrights opened The Springs
at Borrego in 2005, they started with 90
pull-through sites, a then-rarity in the RV
resort business. The Springs at Borrego
also featured a swimming pool and spa,
and by 2008, Wright started providing
evening entertainment with local 
astronomer Dennis Mammana, who hosts
periodic evening “star talks.” The star talks
are preceded by a dinner buffet and are
followed by a visit to an area near the golf
course where guests can peer through tel-
escopes and examine the planets and con-
stellations with Mammana’s assistance.

By 2010, Wright also was offering water
aerobics as well as classes in Tai Chi, Qi
Gong and Yoga. He also opened a spa and
wellness center staffed by local massage
and holistic health practitioners who 
provide guests with a variety of special
massage services. Wright also expanded
his winter activities to include wine 
tastings and barbecues. The idea, he said,
is to create social activities that give his
guests an opportunity to socialize and
hopefully bond with one another because
if they build friendships at the resort and
enjoy their experiences there, they will
come back again and again.

“We see ourselves as the antidote to
the boondocks,” Wright said. “We’re trying
to provide a well-rounded experience.”

Two years ago, Wright obtained financ-
ing to further expand The Springs at 
Borrego by adding more campsites as well
as a 1,000-capacity amphitheater, which
has been used to host a variety of musical
entertainment, including concerts by the
Kingston Trio.

The Springs at Borrego currently has
160 RV sites, including 20 40-by-80-foot
sites with 18-by-70-foot concrete slabs
that are located right along the golf course
fairway with utility pedestals on both sides
of each campsite. This way, guests can 
position their rigs however they wish.

“We often have guests that will camp
side-by-side and set up their rigs so that

Dan Wright

The nine-hole golf course at The Springs At Borrego RV Resort
in California is just one of the resort’s many winning amenities.

http://madisonhawk.com/auctions/mhc-rvpark
www.airwaveadventurers.com
mailto:sales@airwaveadventurers.com
www.phelpshoneywagon.com
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they face each other,” Wright said. “This
way, they can have their own private
camping area with friends.”

While the 20 fairway sites with double
utility connections are the most expensive
sites at The Springs at Borrego by far,
Wright said these sites also have the 
highest occupancy levels.

The Springs at Borrego also has three,
two-bedroom, one-and-a-half bathroom
Cavco park model RV cabins. The new
units, which were just installed this 
past fall, rent for $200 to $300 per night, 
depending on the season. 

Wright told Woodall’s Campground
Management he would eventually like to
expand The Springs at Borrego to 200
sites. “We already have waiting lists for
next season, even though we just opened
20 more sites,” he said.

But for right now, Wright said, his focus
is to maintain The Springs at Borrego at a
top-notch level. Proving a top quality guest
experience is critical, he said, because it
not only enables the resort to receive all
around “A” ratings through Guest-
Rated.com, but makes it possible for the
resort to charge higher rates than many of
its peers in the industry.

“In summer, you can get a site here for
as low as $29 a night for three nights or
more,” Wright said. “In winter, the lowest
price is $50 and it can go to over $100 per
night for an RV site. We have snowbirds
paying $1,500 to $1,800 per month for an
RV site.”

But to command these high rates,
Wright said he has to provide much more
than a place to park. He provides unique
experiences, activities and entertainment
that snowbirds cannot easily find at most
other RV parks or resorts.

“Three or four years ago, I was in my of-
fice and I heard a guy getting upset,”
Wright recalled. “He was booking his site
for the following March and there was a
price increase. He asked to talk to me. He
said, ‘No one is going to pay this. You are
driving away customers if you think I’m
going to pay this much for a place to park.’
Then I looked at him and told him, ‘If you
are just looking for a place to park, you’re
in the wrong place.’ And he said, ‘You
know what? You’re right.’ He has been
here ever since.“ —Jeff Crider   WCM

“Make it inclusive: Kids, dogs. Make
everybody feel welcome. It’s incredible
that there are still parks out there that
don’t allow children. What are you
thinking? Those are your future cus-
tomers.” 

• Don’t place age limits on the RVs
that come into your park: “If you’ve
got a nice park and you’re charging a
good, high rate, those beat up rigs
won’t for the most part come to your
park anyway. I also don’t want to put
my staff out there and try to figure out
if a certain rig was built in one year or

Dan Wright has built The Springs at
Borrego RV Resort into one of the na-
tion’s top RV resorts. Here, in his view,
are several keys to his park’s success: 

• Appeal to the upper-end of the
market as much as you can: Why go
after the bottom of the market? 

• Don’t limit your park to Class A
motorhomes: “You’re eliminating
more than half of your potential cus-
tomers if you do,” Wright said. “We
take everything from teardrop trailers
to 40-foot motorhomes.”

• Make everybody feel welcome:

Taking the 'Wright Approach' to Creating a Top RV Resort
another.”

• Create social events that you
host: These events, which can range
from ice cream socials to wine tastings
to barbecues, should be done at the re-
sort’s expense. The idea, Wright said,
is to create social activities that give
people a chance to meet and bond
with each other. If they become close
friends and you offer a terrific experi-
ence, you will have them forever. “If
you offer more social events, you can
charge a higher rate, and people will
happily pay it,” Wright said. WCM

The Springs at Borrego offers the amenities
that allows it to command higher rates than
its competitors.

While the sites can accommodate Class A 
motorhomes, the activities are a big draw.

www.pelland.com
www.campgroundmanager.com
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A convenient urban location and a commitment to paying close attention to guests’ desires
pay off for this award-winning park. ‘We’re always looking for ways to improve the campground
and make the guest experience a memorable one,’ said Ralph Adame, general manager

While it’s been around for decades, the San Antonio KOA’s
owners continually work to keep the park fresh for guests.

Everybody’s got to have a niche, right?
Without an anchor customer base and with
no common demands on which to cus-
tomize one’s offerings, a company may seem
adrift on an unstable business formula that
can’t help but collapse in time.

If that’s so, the San Antonio Kamp-
grounds of America (KOA) is a living 
conundrum — having thrived on that very
formula since 1968. 

It’s actually poetic paradox, considering
that a diversity celebration of Old West im-
migrant settlers was the campground’s raison
d’être. The six-month “HemisFair ’68: Con-
fluence of Civilizations in the Americas”
World’s Fair brought in more than 30 for-
eign-nation participant pavilions and drew
6.4 million people from around the world to
San Antonio, a situation on which oppor-
tunistic brothers Al and Frank Rohde capi-
talized by creating a 40-acre campground
just minutes from the downtown area. 

The HemisFair ’68 left town that year,

along with its amalgam of visitors, but the
San Antonio KOA (informally known as the
Alamo KOA) — now owned by the
founders’ children, Ron and Sterling Rohde
and Mary Elizabeth Phillips — still enjoys
a mixed-bag population. 

Demographic variances frustrate efforts
to pigeonhole the business; guests come 
in all forms, for all reasons and from all over.
Seasonal camper occupancy at this 
campground deep in the heart of Texas is
only at about 25%, even in late winter when
northern states are still ankle-deep in snow. 

Ralph Adame, general manager, can’t 
describe his typical customer because there
isn’t just one. “We get people from all differ-
ent age groups — younger couples, families,
retirees coming from the north for a longer
stay — and  obviously we get a lot of military
that are passing through or just spending the
weekend with us and having a ‘staycation,’”
he said, referring to San Antonio’s numerous
Army and Air Force bases, medical centers

and other facilities. “I really can’t pinpoint a
certain demographic we get.” 

San Antonio is fortuitously perched on a
major-highway hub, and Alamo KOA is like-
wise blessed with easy access from those
major roadways. “We seem to be in a cen-
trally located part of Texas, so we’re en route
to lots of places, even coast-to-coast trips. If
you’re going through the state for whatever
reason, you’ll probably be passing through
here,” said Adame. 

Their “everybody’s wel-
come” atmosphere and sto-
ried history doesn’t mean
they’re resting on their pro-
fessional laurels. The
campground started out as
a KOA back when Kamp-
grounds of America Inc.
was just a pup with only six
years and about 200 fran-
chises under its belt. The

park stands today as one of the oldest 
continuously-run KOAs in existence.
Adame said balance has to continually be
struck between old and new.

“Being so aged, we need to keep up with
what’s out there in the latest technologies
and most current upgrades, whether it’s to
the sites or the cabins or the pool,” he said.
“We’ve done a good job with that. We’re 
always looking for ways to improve the
campground and make the guest experience
a memorable one.”

To that end, paved roads wind through-
out Alamo KOA and its newly renovated
pool, crushed-gravel sites, 1,000-square-foot
fenced Kamp K9 pet playground, Chuck-
wagon Diner (serving breakfast five days a

An Unusual Mix Makes an Unlikely Recipe for
47 Years of Success at the San Antonio KOA

CAMPGROUNDPROFILE

Ron Rohde (from left) pauses with KOA CEO Jim Rogers, Mary Elizabeth Phillips, Sterling Rohde
and Ralph Adame last year when the campground earned KOA’s “Campground of the Year” honor.

The San Antonio KOA offers six Deluxe Cabins and 22 rustic cabins, plus 300 campsites.



WOODALLSCM.com April 2015  -  23

the survey. They let the culture of outspoken
consumer opinion take it from there. 

“Honestly, we really don’t push it or say
‘Hey, make sure you fill out a survey’ or any-
thing like that. We say, ‘Thanks for coming,
and feel free to send us your feedback,’” he
explained. “The kind of world we live in
now, everything seems to be review-based
and people are very quick to leave 
comments.” 

Alamo KOA invites comments via an 
email survey, as well as on the back of 
campsite-number hangtags, with a few basic
questions such as how they heard of the
park, how they enjoyed their stay and what
improvements they might suggest. 

Adame gets completed surveys personally
and relishes going over them. “I see feedback
as a gift; that’s somebody taking time out of
their day for us. You have to be open to guest
feedback and learn from it, because it does
make you better if you respond,” he said.
“We tend to go, go, go, but we need to sit
back and listen sometimes.”

He’s listening to negative feedback just as
much as positive, if not more so. “We defi-

nitely want to make sure
we address those. If I
don’t know about it, I
can’t make it right,” he
pointed out. “Obviously
we can’t catch everybody
while they’re here and try
to turn around their stay,
but I always reach out
personally to apologize
about the issues they 
encountered and let them
know I care about it and
want them to come
back.” 

Unsatisfied-customer
reviews also can alert management to a 
problem that may otherwise have gone un-
noticed and snowballed into something
worse. “If we get three comments in a row
about the same thing, that makes us say, ‘OK,
we need to look at this; it’s not just one per-
son.’ So we look into it in further depth,”
said Adame, adding that follow-up is still
often needed to pinpoint just what needs 
fixing. “Usually complaints aren’t very 
detailed, so I ask them to explain exactly
what happened so I can correct it and we
don’t have the same problems come up.” 

That practice means the squeaky wheel
gets greased. “I don’t have a certain issue that
comes up over and over, because we do find
trends and we resolve them,” he said. “That’s
why I say feedback is a gift, and I think that’s
what distinguishes us from other 
campgrounds.”

Another distinguishing characteristic
that’s a recurring theme in positive reviews
is Alamo KOA’s convenience to downtown
San Antonio and a myriad of attractions to
satisfy all appetites — with a convenient bus
stop across the street to get them there. 
Attractions include the Schlitterbahn Water

week) and the camp store with staple foods
and supplies, souvenirs, ice cream and Hunt
Brothers Pizza (which provides both counter
service and to-your-RV delivery). 

The heated pool was just renovated for
the 2014 season and more Deluxe Cabins
(park model RVs) will be added incremen-
tally over the next few years, but this year’s
big project is a 4,000-square-foot pavilion.
“We are keeping our fingers crossed to break
ground by fall of 2015, if all the permits go
through,” Adame said.  

The uniformly high-demand amenity
that keeps them on their toes is one with
which all park operators are keenly (and
sometimes painfully) familiar: Wi-Fi. 

“People expect you to have Wi-Fi; it’s a
necessity these days. Whether it be cell
phones, tablets, laptops, everybody seems to
have some sort of mobile device. Doesn’t
matter if you’re camping in a Deluxe Cabin
or in an RV,” he reported. 

To keep all those geared customers hum-
ming, Alamo KOA guests can toggle 
between two free Wi-Fi networks for 
optimal connectivity. “I don’t think there’s a

network out there that’s perfect, but 
definitely technology’s come a long way, so
really it’s just making sure you’re always on
the newest and greatest technology out
there,” he commented.

Even with multiple networks and free
service in a relatively urban setting with
stronger signals and better Internet-connec-
tion options than a wilderness-area park,
campers watch their signals like hawks.
“When it doesn’t work properly, you hear it,”
said Adame. “And they don’t just verbalize
it vocally, but we hear about it on our 
reviews as well.”

Even so, online reviews are a particular
feather in Alamo KOA’s cap. It bears high
customer ratings and rave reviews not just
on the KOA website — manifested as 4.5 out
of 5 toasted marshmallows — but also on
Trip Advisor, Facebook and numerous other
consumer feedback and social media outlets. 

Guests are not plied to leave reviews with
contests, rewards or other marketing carrots
on sticks. Adame said it’s just the result of a
couple of straightforward practices: Capture
contact information when taking reserva-
tions, verify it during check-in and provide

Park and Six Flags Fiesta Texas, the Alamo
Shrine (and other San Antonio missions),
the San Antonio Zoo, the exotic-species Nat-
ural Bridge Wildlife Ranch, the Salado Creek
on the Howard W. Peak Greenway Trail 
System and the well-known River Walk.

Given its less-than-rural location, Alamo
KOA takes extra security measures by clos-
ing the front gate and requiring a pass code
after 8 p.m. “We also have an overnight
courtesy patrol; he enforces quiet hours and
makes sure there are no issues, and he helps
people check in and get to their sites after

the store has closed. A lot of campgrounds
just put your registration cards on the board
and you have to just figure out where to go,”
Adame described. That personal after-hours
assistance is appreciated by late check-ins,
he added — especially the very, very late
ones, which are actually pretty common.
“He’s here until roughly about 4 a.m. 
Pretty much everybody is able to check in
before then.” 

The overnight courtesy patrol is one of
four umbrella divisions within Alamo KOA’s
staff of about 20, along with maintenance,
housekeeping and front desk/store staff.
Only a handful of the park’s positions are
full-time and most of the part-timers are
hired through the KOA Work Kamper Pro-
gram, which offers bonus assistance to KOA
park operators by screening and monitoring
workers and offering KOA-system training.  

“As a manager, you’re only as good as
your staff,” Adame stated. “You can have the
greatest product in the world, but if you
don’t have a great staff behind it, you’re not
going to succeed.”

He said unity in purpose from the top
down is exemplified at Alamo KOA. 
The Rohde brothers and Phillips provide
collective input, direction and approval on
decisions and expenditures, with Sterling
Rohde as the conduit between that govern-
ing group and active operations. “Sterling is
the president. I report to him, and we get
along great. We’re on the same wavelength
and we communicate well with one another,
and that is very hard to find these days.” 

From Sterling’s branch springs the likeli-
est continuance of the Alamo KOA family
tree; his daughter Ashley is shadowing
Adame and learning the ins-and-outs of
campground management. “She’s expressed
some interest in taking over someday,”
Adame said. “She’s the one I take under my

wing and groom her management skills and
show her various procedures.”

When speaking of the future, the owners’
ultimate goals for their campground aren’t
hinged on sales or occupancy numbers. 
“In a perfect world, we just want to be a 
first-class resort property. It seems like we’re
getting there. It’s not going to happen
overnight, but we’re taking baby steps 
toward that,” was Adame’s understatement,
considering the park was named KOA’s 2015
Franchisee of the Year at KOA’s national
convention last November — and that was
on top of receiving the prestigious President’s
Award and Founder’s Award, which they’d
also won before. 

While the world’s not perfect, Adame and
the Alamo KOA crew try to attain that mark
with their customer service. “I love not just
meeting guest expectations, but exceeding
them and having them realize, ‘Wow, this
guy’s going the extra mile; and not just him,
but his staff as well,’” said Adame. “I love
that every day is not the same; there’s no two
days alike. I love the fact that I’m at one of
the busiest properties in the KOA system.
And I definitely love that I’ve developed such
a great relationship with the family.”

At the end of the day — even if that hap-
pens to be at 3 a.m. — the gang here just
hopes if traveling campers in the San Antonio
area and need a place to camp, they’ll remem-
ber the Alamo KOA.  —Barb Riley   WCM

Campground Overview
Name: San Antonio KOA
Address: 602 Gembler Road, San
Antonio, TX 78219
Accommodations: 300 back-in,
pull-through and tent sites from
primitive to full hook-up (water,
electric, sewer and cable), most
shaded and some with brick patios;
five Deluxe Cabins that sleep 6 (in-
cludes linens, bathroom with bath
items, kitchen with dishes and
utensils, TV, outdoor BBQ pit), 22
one- or two-bedroom rustic Camp-
ing Cabins that sleep 4-6, two of
which are handicapped-accessible.
Physical description: 40 level
acres along Salado Creek, popu-
lated with pecan trees.
Season:Year-round 
Rates:Tent sites, $27-$31; RV sites,
$37-$47; Camping Cabins, $50-
$65; Deluxe Cabins, $118-$148.

Website:www.SanAntonioKOA.com
Contact information: (210) 224-
9296, info@sanantoniokoa.com

The San Antonio KOA features 300 back-in, pull-through and tent sites from
primitive to full hook-up; most are shaded and some offer brick patios.

The pergola adds to the pleasant poolside atmosphere.

Its proximity to downtown San Antonio is one
of the park’s major draws.

Proud of its honors, the San Antonio KOA
promotes itself at camping shows. Here,
Ashley Rohde works the park’s display at
the South Texas RV Show.
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VENDORSCAPES
Comfort Items for Campgrounds, Campers — and Camp Stores

Pilot Rock/R.J. Thomas Mfg.
Got bears?  Big or small bears create

havoc when they prowl your campground
foraging for food. To solve this problem R.J.
Thomas Mfg./Pilot Rock has designed
three new Food Storage Lockers that can be
installed near campsites for a safe place to
keep a camper’s food supply. The company’s
new BPFL Series Food Locker design has
been tested and certified by the Interagency
Grizzly Bear Committee (IGBC) in partner-

ship with the Grizzly and Wolf Discover
Center (GWDC). The lockers come in 
15-, 25- and 30-cubic-foot capacities and
four textured powdercoat paint finishes.

Pilot Rock Park Equipment is designed
and manufactured in the United States by
R.J. Thomas Mfg. Co. Inc. in Cherokee, IA,
since 1959. The Pilot Rock product line in-
cludes picnic tables, pedestal grills, park
and street site benches, campfire rings, bike
racks, trash and recycling receptacles and
lids, lantern poles, custom signs and more.
Shop online at www.pilotrock.com.

FixnZip
Geared toward outdoor enthusiasts,

FixnZip by CTF Enterprises is a no-sew
universal zipper
repair kit whose
patented design
works on plastic
and metal teeth
as well as nylon
coils.

“The FixnZip
isn’t your normal
zipper repair

kit,” said Cindy Okinaka, COO. “It’s a 
replacement zipper slider that requires no
tools and no sewing to install.” 

The kit comes in three sizes for use on
open-end, closed-end and invisible zippers
found on items including tents, sleeping
bags, backpacks, coats, wetsuits, Jeep 
windows and boat covers. FixnZip is
reusable and can be taken off one item and
used for another. 

Visit www.fixnzip.com or call 866-817-
0400 for product details, tutorials and 
sizing charts and information on becoming
a retailer.

Powerhouse Products
Powerhouse Products recently intro-

duced the PH 4000Ri/E portable inverter
generator, its
first with
e l e c t r o n i c
fuel injection
for enhanced
cold-weather
starting and
hot restarts
and improved
high-altitude

performance. 
The PH4000 has an electric starter with a

large 12Ah battery and an included remote
control that starts or stops the generator
from up to 75 feet away. It generates 4,000
watts within approved National Park Service
campground noise-level guidelines. Features
include a digital display with a self-contained
diagnostic system, telescoping wheelbarrow
style handles and pneumatic tires with cast
aluminum “mag” wheels.

For more information, visit www.power-
house-products.com or call 800-495-5858.

Ruffwear
Ruffwear recently introduced new pet

travel accessories among its Spring/Summer
2015 collection of high-performance dog
gear, including the Dirtbag Seat Cover, a
durable, waterproof cover that shields car
or RV bench seats from pet debris. Its con-
vertible design can be installed in tradi-
tional or hammock configuration while
maintaining access to seat belts. Secure at-
tachments keep the machine-washable
Dirtbag Seat Cover in place and non-slip

fabric keeps dogs stable during travel. 
“With more and more dogs accompany-

ing their humans on weekend adventures

and family road trips, having Ruffwear gear
and accessories on site can really boost the
value of parks that cater to pets,” said 
company representative Kate Ketschek.

Ruffwear’s standard offerings include
outdoor-centric leashes and collars, safety
items, beds, toys and wearables such as
coats, boots and life jackets. More informa-
tion and an online distributor application
can be found at www.Ruffwear.com.

Wolf ’em Sticks
The newest roasting stick spin-off is

Wolf ’em Sticks, invented by
teen brothers Tanner and
Spencer Harrison. Campers
wrap biscuit dough around a
wooden cylinder, spin the 
rotating handle to bake over
the fire and fill with various
ingredients to create dessert,
dinner or breakfast biscuit
cups.

“Wolf’em Sticks will be a
great addition to your camp-
ground store because the
product is fun to use, and
they’re likely to become the
talk of the campground as
your campers see them in use
and word gets around,” said
Tanner Harrison.

Campers who buy the
Wolf’em Sticks are also likely
to purchase biscuit dough,
filling, and topping supplies

from the camp store, thus generating 
additional sales, he added.

Wolf’em Sticks come with more than 
40 recipe ideas and a 100% satisfaction
guarantee. For more information, visit
www.wolfem.com. E-mail info@wolfem.com
for volume pricing purchases.

MPowerd
New York-based MPowerd offers the

Luci Outdoor and Luci EMRG inflatable
solar lights. Luci
Outdoor is the per-
fect companion for
camping, boating,
hiking and more —
lightweight, water-
proof and durable,
it’s a safe and reliable
source of light. 

The pocket-sized
Luci EMRG, weighing only 2.5 ounces
and featuring an adjustable flashlight 
setting and red S.O.S. emergency flasher,
is ultra-bright and prepares you for the
outdoors, blackouts, or extreme condi-
tions — anytime, anywhere and in any
weather. While it’s marketed as an emer-
gency light, it’s also suitable as a flashlight.
E-mail sales@mpowerd.com. WCM

www.checkboxsystems.net
http://dri-dek.com
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• Real Rustic Log Cabins
• Turn-Key!
• Durable and Appealing
• Highly Profitable
• Pays Off Within 1-3 Years

Amish Built Park Model Log Cabins

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

Park Model Cabins
starting at $20,900
Located in Lancaster, PA

Cabin Kits 
starting at 
$8,900

SMART OPERATIONS

If you are a typical American, you
probably started your day with a cup of
coffee. According to the most recent 
National Coffee Drinking Trends (NCDT)
report, published by the National Coffee
Association, 54% of Americans over the
age of 18 drink an average of 3.1 cups of
coffee each day. More casual coffee con-
sumption is practiced by 83% of the pub-
lic. Of these coffee drinkers, 65% enjoy
the beverage with breakfast. In total, con-
sumers in the United States spend $40
billion on coffee each year. Impressive
statistics, but what do they mean for
you?

Just as there are all types of coffee
products, there are all types of camp-
grounds. Trends change over time, and
demands ebb and flow for various types
of coffee — and styles of camping. Re-
member the days of coffee percolators?
They were an integral part of a long-run-
ning advertising campaign for Maxwell
House. Today, half the population could
probably not even identify a coffee per-
colator in a line-up of obsolete kitchen
appliances. Instead, there is a market for
high-end artisanal brews, as evidenced by
the $950 million in annual sales at Star-
bucks. However, the vast majority of
Americans do not have an appreciation
for single-origin coffee brewed from
freshly-ground beans. According to the
market research firm Euromonitor, only
about 8% of the coffee purchased in
America is whole bean coffee, meaning
that when it comes to coffee, most of us
prefer convenience over quality. Driving
that fact home is the astronomical
growth in sales of K-Cups, the ubiqui-
tous pre-portioned coffee pods. Today, 
K-Cups from Keurig Green Mountain
account for 20% of the total coffee mar-
ket. Again, according to Euromonitor,
the sales of coffee pods have grown by
138,325% during the past 10 years!

Going back to the National Coffee 
Association’s NCDT report, it is impor-
tant to note that Hispanic Americans far
outpace all other ethnic groups in the
consumption of coffee, including gour-
met coffees and espresso-based bever-
ages. Also comprising the fastest growing
ethnic group in the country, this is a very
positive sign for the overall industry.

Henry Ford, in the days of skyrocket-
ing sales of his Model T, commented that
he could “sell to the masses and eat with
the classes.” In other words, fortunes can
be made by providing products or serv-
ices that appeal to the broadest possible
market. In today’s world, most businesses
succeed by appealing to mass markets
through low prices (the Walmart and
Amazon models) although small busi-
nesses usually excel by catering to the
niche and local markets that might not
be profitable pursuits by mass marketers. 

I realize you didn’t stop to read this
just to be educated about coffee — so let’s
translate this information into concepts

that directly relate to your campground.
Keep in step with current trends.

Coffee consumption has been on the in-
crease in recent years, in large part
thanks to the coffee pods that have made
things quick and easy. Are cabins and
other rentals the quick and easy way for
new people to be introduced to camping?
If so, are you making the process as 
simple as possible, or are you still requir-
ing your guests to bring their own towels
and linens?

If you think of your campground as
a supermarket, are you still devoting
all of your shelf space to Folger’s and
Maxwell House? When the world is
changing around you, you cannot 
succeed by remaining stagnant. If your
guests want 50-amp electric, pull-
through sites and free Wi-Fi, it is time to
meet their needs.

Starbucks has proven that people
will not hesitate to pay the price for
premium products and services. If you
are running the “Starbucks of camp-
grounds,” you can probably raise your
rates without fear of losing business.

The Hispanic-American market has
outpaced every other ethnic group in
the consumption of coffee. Are you sur-
prised? What is your campground doing
to reach out to this large and expanding
market of consumers — or are you 
continuing to miss the boat?

Are you capitalizing upon the fact
that 65% of coffee drinkers consume
the beverage first thing in the morn-
ing? A selection of fresh-brewed coffees
in your store can draw people in every
morning, encouraging the sale of a long
list of other merchandise that goes far 
beyond donuts and the morning 
newspaper.

In general, it pays to keep an eye on 
industry trends — only one of which 
centers around coffee consumption. Put
the old percolator in the attic of your
logic and do your best to reach out to
both existing and prospective guests in
new and innovative ways.

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 more than 30 years.
His company specializes in building fully 
responsive websites, 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

Times Are Changing — Is Your
Park Changing With Them?

Manufacturers of Quality Recreation FUNniture
www.ParkEquipment.com

1-800-376-7897
2061 Sulphur Springs Rd

Morristown, TN 37813

http://dogipot.com
http://southeastpublications.com/


26 -  April 2015                                                                                                                                                                                              Woodall’s Campground Management

ADVERTISERS’ INDEX
Airwave Adventurers Inc. .....................20

B & B Electrical.......................................18

Book Your Site ...........................................8

Campground Investment Opport. ...........27

Carefree RV Resorts ...............................13

Chadwick Mfg. Ltd..................................19

Champion/Athens Park Homes...............9

CheckBox Systems.................................24

Classified Ads..........................................26

Commercial Recreation Specialists ...28

Cruise Inn..................................................11

Dog Waste Depot ....................................10

Dogipot......................................................25

Dri-Dek......................................................24

DuraGrid....................................................17

Fluid Mfg...................................................28

Frosty’s .............................................12 & 25

Hialeah Meter............................................2

Kampgrounds of America ........................7

Keystone Kabins......................................25

Lomma Golf...............................................12

MadisonHawk .........................................20

Mini-Golf Inc..............................................6

Mission Management ............................21

Pacific Yurts...............................................6

Pelland Advertising ................................21

Pennsylvania RV & Camping Assoc ....18

Phelps Honeywagon ..............................20

Rain Deck .................................................19

Southeast Publications..........................25

TengoInternet.............................................2

Tower Company.......................................12

Utility Supply Group Inc..................5 & 28

Workamper News...................................17

YES – Your Electrical Solutions ...........10

Advertiser                                             Page # Advertiser                                             Page #

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

CLASSIFIEDS

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

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

participate in more physical activities.
They’re also more likely to view camping as
stress relief.

One thing that stood out to Bahr, though,
is that there are few major differences 

between tenters, RVers and renters across
many of the ways they view camping, like
increased time with friends and family and
positive impact on children, health and 
relationships.

One thing Bahr said his group and KOA
will keep their eyes on in future reports is
whether the demographic change in camp-

ing continues and whether the proportion
and numbers of tenters will stay as consis-
tent in the future as it has in the past.

Summing up the report, “The thing that’s
incredibly enlightening is the magnitude of
these results,” Rogers said. “For example,
when we talk about the people who are

going to camp more because of lower fuel
prices, 89% plan to visit areas they haven’t
had a chance to visit in the past. Talk about
pent-up demand: 88% said the decrease in
gas prices will allow them to camp more —
so are we saying goodbye to the 
stay-cation and hello North America?” —
Ty Adams WCM

KOA Camping Report —from page 15

tenting, RVing and cabin stays. 
“In our study, we didn’t just put one

word up there, ‘Did you go camping?’”
Bahr said. “We defined it for the respon-
dents, so that they understood that ‘This
is how we define camping.’ We felt that
was really important.” 

The study was conducted online from
a random sample of North American res-
idents, including some from every state
in the U.S. It was also household based,
rather than individual based, and 
excluded those households that did not
own a vehicle. 

In addition to the inclusion of cabin
camping as a difference between most
other studies, Bahr said that this KOA 
research was unique in its deeper 
exploration of attitudes. 

“We wanted to know more about
campers and their attitudes, and I think
this is the key area of differentiation in
this study,” he said. “By going into their
history, attitudes and intentions, you get
a full picture of the people in your sector.
It’s incredibly comprehensive.” WCM

A 2014 American Camper Report con-
ducted by The Coleman Co. and the
Outdoor Foundation provides some
similar numbers but also some contrast
to the recent KOA/Cairn study. That re-
port, based on 2013 data surveys, had
key findings which included:

• More than 40 million Americans
went camping in 2013 for a total of 597.7
million days.

• In campers 18 and older, 77% 
reported tenting as their primary accom-
modation, 16% said RVs and 6% said 
cabins. 

• In campers 6 and older, 77% identi-
fied as white, 8% Hispanic, 6% Asian/Pa-
cific Islander, and 4% African American.  

• Camping lost a net of 423,955 par-
ticipants from 2012 to 2013, which is a
significant improvement over the 4.2 mil-
lion participant loss from 2011 to 2012.

• The average camper went on 5.4
camping trips in 2013.

Bahr added that they attempted 
to remedy that concern through their
definition of camping, which included

Comparing This to Other Reports

Jim Rogers (left), Toby O’Rourke, Pat Hittmeier and Scott Bahr
go through details of the study before releasing the report.

40 Campgrounds, Breakout Session Add
to Successful OCOA Spring Conference

The 2015 Ohio Campground Owners
Association (OCOA) Spring Conference
and Trade Show, March 6-7 at the Em-
bassy Suites in Columbus, Ohio, was, by
all accounts, a great kickoff to the 2015
camping season.

The event attracted nearly 80 camp-
ground owners representing approximately
40 campgrounds, and organizers said the
trade show had a record number of 40
booths.

“As always, attendees enjoyed network-
ing with their fellow campground owners
in a relaxed learning environment,” said
Kristy Smith, OCOA executive director,
who added that several conference spon-
sors were instrumental in subsidizing the
conference including: Leisure Systems
Inc. of Milford; Henley Graphic Commu-
nications of Loudonville; Leavitt Recre-
ation & Hospitality Insurance of Sturgis,
S.D.; Jamestown Advanced Products of
Jamestown, N.Y.; and Utility Supply
Group of Kingston, Wash.

Prior to the conference, about 20 park
owners attended a wastewater-training
course led by the Ohio Environmental 
Protection Agency. 

The conference started with a welcome
from OCOA President Bob Romeyn of
Maple Lakes Campground in Seville.
Soon after, Gary Obermiller, deputy direc-
tor of state parks and watercraft of the
Ohio Department of Natural Resources
(ODNR) and chief of the Division 
of Parks and Recreation, made brief 
remarks to the group, gave an ODNR up-
date and took questions from the audience.

Following Obermiller, attendees heard
from keynote speaker Mary Cusick, the 
director of TourismOhio, who discussed
tourism and outdoor recreation trends and
partnership opportunities with the state.
Roundtable discussions were next in which
attendees worked in small groups to 
identify industry hot topics that were of
concern in their parks or that they would
like to learn more about. 

The OCOA General Membership Meet-
ing followed lunch, which included 
approval of the 2015-2016 operating
budget and reports from the OCOA board.
The following were elected as OCOA Board
members and officers (along with a 
number of alternates):

OCOA Conference – continued on page 28

mailto:jcohen@campgroundlodgingconsultants.com
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CAMPGROUND 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 

Campgrounds/RV Parks
ME - NH - VT - NY

Mountains - Lake Regions - Coast

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!

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

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

OUTDOOR ADVENTURE CENTER
RESTAURANT & BAR

4,000 river frontage. Whitewater
rafting, zip lines, 3 buildings, 
9 hole golf course, 2 cabins,
paintball, etc. Niagra, WI. 
Serious inquires call 

Carolyn Schartz, Baird&Warner, 
Libertyville IL.  847-367-6424

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

www.campgroundbrokers.com
mailto:hess@campgroundsforsale.com
www.campgroundsforsale.com


CALENDAR OF EVENTS

APRIL

7: California Association of RV Parks
and Campgrounds Spring Getaway
Pechanga Resort and Casino
Tecumcula, Calif.
Contact: 530-885-1624

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

28-29: Arizona Association of RV
Parks and Campgrounds 2015 
State Meeting
Pueblo El Mirage RV and Golf Resort
El Mirage, Ariz.
Contact: 602-403-6196

MAY

4-8: Florida and Alabama Associa-
tions of RV Parks and Campgrounds
Conference at Sea
Royal Caribbean’s Enchantment 
of the Seas, Departing from 
Port Canaveral, Fla.
Contact: 850-562-7151,
pradtke@farvc.org

AUGUST

4-6: Tennessee Association of RV
Parks and Campgrounds Conference
& Trade Show
Clinton/Knoxville KOA WCM
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• Vice President of Government Affairs
– Steve Cross of Cross Creek Camping
Resort of Delaware, Ohio.

• Vice President of Public Relations –
Lorraine Carlson of Happy Hills Camp-
ground & Cabins of Delaware.

• Secretary – Brenda Lucas of Camp
Toodik of Loudonville.

• NW Trustee #1 – Charles Knight of
Camp Sandusky of Sandusky.

• NW Trustee #2 – Jeff Hoffman of San-
dusky/Bayshore KOA (Kampgrounds of
America).

• NE Trustee #2 – Peggy McQuaide of
Clay’s Park of North Lawrence.

• NE Trustee #4 – Aaron Grey of
Kenisee’s Grand River of Geneva.

• Central Trustee – Richard Felber of
Yogi Bear's Jellystone Park Camp-Resort
at Dogwood Valley of Mt Gilead.

• SW Trustee – Jeremiah Anglin of
Cedarbrook Campground of Lebanon.

Following an update from Barb
Youmans of the National Association of
RV Parks and Campgrounds (ARVC),
park and campground owners attended
several breakout sessions, including “Exit
Strategy: Beginning With The End In
Mind” led by Larry Brownfield of KOA;
and “Guest Experience: Going Beyond

Customer Service” led by Robert Bouse of
Travel Resorts of America and Red Rover
Camping.

The trade show followed the breakout
sessions with 40 vendor booths marketing
all types of products and services.

Following dinner, the first day ended
with the annual auction and fundraiser,
which raised more than $8,000 thanks to
Garry Cole of Shelby/Mansfield KOA,
who served as auctioneer, and the item do-
nations by OCOA members, vendors and
other supporters.

For the very first time, the OCOA held
a separate auction for the rights to adver-
tise on the back page of the 2016 Ohio
Campers Magazine with OCOA receiving
the amount bid over list price. Ultimately,
Whispering Hills Jellystone Park won
the prize and more than $5,500 will go 
to OCOA.

The second day offered a second set of
breakout sessions, including “Emergency
Planning for the Unexpected” led by
Youmans; “Business Assessment: Where
Are you Today and Where are you Going?”
led by Brownfield; and “Campground Rules
and Regulations: Knowing More Than Your
Sanitarian,” led by Chip Hanawalt of 
Autumn Lakes Campground of Sunbury,
with help from a panel including Sines,
Cole and Romeyn.  —Rick Kessler   WCM

OCOA Conference —from page 26

http://www.go-usg.com
http://crs4rec.com
www.fluidmfg.com



