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Had a chat last night with Paul Bambei, president and CEO of
the National Association of RV Parks and Campgrounds (ARVC),
coming out of the Colorado-based association’s recent spring board
meeting in Denver. I had wanted to get a better take — beyond WCM
Editor Justin Leighty’s credible news story on page 3 of this issue —
on how things are going with ARVC, a national trade association that
represents the interests of some 3,000 RV parks and campgrounds
from coast to coast.

And, frankly, I’m glad I did because one gets the sense that ARVC
— now in Bambei’s fifth year in the saddle — seems to have developed
a pretty good focus on its core mission when considering some of the
most recent news generated by ARVC in general and specifically out of

the special spring board meeting wherein governance, public affairs, marketing communications and
membership committees each nail down their respective agendas for the year. “I think it’s going very
well,” said Bambei over the phone. “There’s always bits of controversy, and that’s healthy in my view.
Anyway, I think the board is certainly in sync on moving forward with the 2015-17 strategic plan.”

Looking at some of the other current ARVC initiatives, we’d have to agree — taking into account
legislative work overseen by stalwart staffer Jeff Sims, the working relationships ARVC is developing
with sister trade associations and the efforts now underway to incorporate ARVC’s recommendations
into NFPA standards to protect RV parks in the next round of the National Electric Code updates.

Add to that the ARVC Foundation’s move to add a weeklong summer session in Denver to the
National School of RV Park & Campground Management’s schedule, the trade group’s decision
to come to the legal defense of a Texas park in a discrimination suit, ongoing GoCampingAmerica.com
website upgrades and a new social media-focused public relations program and the message is clear:
ARVC sure seems to be doing a good job of representing its membership.

The PR program, a new emphasis, is perhaps the best example, given the association’s limited
budget for such things. “We’ve always done public relations through the traditional news, writing
a press release and sending it out to umpteen different publications,” said Bambei. ”But people don’t
seem to digest information like that as much as they used to. So, it really was an indication for us
to put down the old method and pick up the new method of using electronic channels to reach peo-
ple. What’s beautiful about all this is that we now have concrete research that tells us how to spend
intelligently and how to direct our messaging most intelligently. So, yeah, that’s new for ARVC, and
it’s very sophisticated. But it’s working. Just last month, we had an 85% growth in new visitors to
GoCampingAmerica.com.” WCM

ARVC, On Review, Seems to Be Doing a Good Job
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The 4th Annual Carefree’s Got
Talent (CGT) competition finale by
Carefree Communitiesdrew nearly
2,000 competitors and attendees to
the Lakeland Center in Lakeland,
Fla., on March 24 — and the event
raised $25,000 to support Disabled
American Veterans (DAV).  
According to DAV State Veteran

Administration Volunteer Service
Chairman Mary Ann Keckler,
“100% of Carefree’s donation will
go to help our veterans get the ben-
efits and disability compensation
they deserve.”  Disability compensation is a
monetary benefit paid to veterans who are 
determined by the U.S. Veterans Administra-
tion (VA) to be disabled by an injury or illness
that was incurred or aggravated during active
military service. 
Scottsdale, Ariz.-based Carefree Commu-

nities partnered with DAV just a year ago and
has given more than $50,000 in cash and 
in-kind donations from CGT and fundraising in
various Carefree resorts and communities. 
“Carefree has always been passionate

about community service and giving back,”
said Carefree Communities President Colleen
Edwards. “We strongly support organizations
like DAV at our communities and at a corpo-
rate level. It is very rewarding for all of us to
give our biggest contribution ever to Disabled
American Veterans.” 
Carefree Communities, Inc. is among the

largest owners and operators of RV and MH
parks in the U.S., with 100-plus communities
and more than 27,500 sites.
The moneyraised at CGT included gener-

ous contributions from sponsors Jacobson

can affect RV parks and campgrounds using
the StateNet service, the public relations
committee talked about ARVC’s work with
the Recreation Vehicle Industry Association
(RVIA), the National Recreation Vehicle
Dealers Association (RVDA) and manufac-
tured-housing groups to get the U.S. Depart-
ment of Housing and Urban Development
to back off a plan to include porches in the
factoring of living space on park model RVs,
Elliott said.
Elliott also updated the committee and

the board on the work to incorporate ARVC’s
recommendations into NFPA standard 1194
and to protect RV parks in the next round of
the National Electric Code. An earlier plan
to require grounding rods at all RV sites will
probably become optional and residential
electrical receptacle requirements will

The National Association of RV Parks and
Campgrounds (ARVC)wrapped its Committee
Week and Spring board meeting in early April
in Denver, working through a lengthy agenda
of matters — the most important of which 
involved putting the finishing touches on a
new strategic plan and deciding to keep the
board’s structure as it is.
“The board meeting went great,” said Paul

Bambei, president and CEO of ARVC, based in
the Denver suburb of Centennial, Colo.
“One of the things we all worked on in

common was the 2015-17 Strategic Plan,”
Bambei told Woodall’s Campground Man-
agement. “The framework had been built by
the staff and this was the meeting where
each of the committees put their comments
onto that framework. Each of them did that
and we’re now in sync on what that plan 
will look like,” he said. ARVC’s executive
committee has final say-so on approval of
the plan, Bambei noted.
The unique thing about the new plan, he

explained, is that it’s a dynamic plan that will
be updated each year. “Every year we will
go back in and give it a fine-tuning, so it’s a
living, breathing document that will serve
the association. We’ll look at things that are
still relevant, things that have been accom-
plished, things that are new to the plan.”

In addition, at the ARVC board meeting
the board addressed an issue that raised
questions among ARVC members in Decem-
ber at the 2014 Outdoor Hospitality Confer-
ence and Expo in Las Vegas: Whether the
board’s size would be reduced from nearly
two dozen members, a move recommended
by a committee.
In April, Bambei said, the board decided

to stick with the status quo. “The board was
unanimous in not wanting to change the 
existing board structure,” Bambei reported.
“For many reasons we have chosen not to
restructure. The governance committee
thought it was not prudent to do anything
that would disengage members from the 
association.”
From a board member’s perspective,

“Overall it was a very productive meeting,”
said Wade Elliott, president of Utility Supply
Group, ARVC’s representative to the Na-
tional Fire Protection Association (NFPA)
and the National Electric Code panel and
member of the ARVC board and the board’s
public relations committee. Elliott said he
thinks that with the committee structure, the
board functions well.
In addition to updates on the ongoing 

efforts of ARVC staff member Jeff Sims, who
monitors legislative issues at all levels that

Paul Bambei

Board members — who opted to retain current member
numbers — also were given a summary of the MMGY
Global study commissioned last year. ARVC will use 
information gleaned from the study in a PR campaign.

ARVC Finalizes New Strategic Plan During
Committee Week and Spring Board Meeting

Homes, Gordon Food Service, Staples,
Spottswood Homes, Holmes Murphy, Vaco,
Leslie’s Pools, Aird & Berlis, Wells Fargo 
Insurance, McGladrey, On Shoreand Special-
ized Office Systems. 
The Carefree’s Got Talent finale came after

weeks of preliminary park contests at 28 
different RV and manufactured-housing com-
munities throughout Florida, with the winners
of each coming to compete in the finale. A
panel of three judges, including Carefree’s
first-ever celebrity judge, Wayne Nelson from
the Little River Band, determined the winners.

Fredric Sirasky, from Carefree’s Sarasota-
based Sun-N-Fun RV Resort took home the
first-place honor and a grand prize of $5,000
with his clarinet and singing performance in
an “Ode to Carefree.” In second place, Tom
Wyatt and John Toolin of Baker Acres in
Zephyrhills, humored the crowd with their
comedy act and were awarded $500. Dennis
Bowker of Club Wildwood Manufactured
Home Community, Hudson, Fla., performed a
cover of Elvis Presley’s “Trouble,” and walked
away with the third place prize of $250. WCM

ARVC Finalizes Plan – continued on page 30

Jack Johnson, junior vice commander for the DAV in Florida,
accepts the $25,000 donation from Carefree Communities.

Newmar Corp. Partners 
With Tents For Troops

Things keep rolling along for Cruise Inn
RV Parks LLC, a relative newcomer to the
outdoor hospitality sector that’s made a big
splash in a short time.

Cruise Inn CEO and President Scott 
Anderson said the Florida-based chain
reached 21 branded parks in April and has
an equal number “in the pipeline” — and
that doesn’t count people who have 
expressed significant interest, the indoor-
hospitality veteran told Woodall’s Camp-
ground Management.

“We’ve got some good parks, really good
parks,” Anderson said. Cruise Inn now has
branded RV parks in Texas, Florida, upstate
New York, Colorado, Utah, California, 
Oregon and Washington.

The most recent addition was Swan Bay
Resort— 1,000 Islands Premier RV Park
& Marina in Alexandria Bay, N.Y. “We are
ecstatic about expanding the brand in the
East and couldn’t ask for a better park to be
the first than Swan Bay,” Anderson said.

Underscoring Cruise Inn’s reach into the

mainstream ranks of U.S.
parks is Mari Garland, 
co-owner of Junction West
RV Park in Grand Junction,
Colo., and a member of the
board of directors of the 
National Association of RV
Parks and Campgrounds
(ARVC).

The average size of a
Cruise Inn-branded RV park
so far is 220 sites, Anderson
said, so the independent park
network has roughly 5,000
sites altogether. “That’s not a

small number. For launching in November
2013, we’re pretty happy,” said Anderson —
who, among the hotel-heavy listings on his
resume, also served as managing director of
games services for the 1996 Olympic
Games in Atlanta, Ga. and as general chair-
man of the 2010 PGA Championship.

Anderson reported that the Cruise Inn
team has been working hard since an-
nouncing its official launch in November,
2013 at the ARVC Outdoor Hospitality
Conference and Expo (OHCE) in
Knoxville, Tenn. They’ve been hitting the
road, talking to park owners and attending
state and regional conventions and expos.
The company also added Linda Profaizer
and Kathy Palmeri — a pair of camp-
ground-sector veterans — to the Cruise Inn
team as directors of business development
in 2014.

In December, Cruise Inn held its first
conference in Las Vegas on the heels of
ARVC’s 2014 OHCE, and the organization

Scott Anderson, Kathy Palmieri and Linda Profaizer

Cruise Inn Keeps Cruising Along,
Has 21 Branded Parks in 8 States

Cruise Inn – continued on page 6

Carefree Donates $25k to Disabled
Vets at Annual Talent Competition

Nappanee, Ind.-based Newmar Corp. an-
nounced a new partnership that will allow the
company to “show its appreciation for the
brave men and women enlisted in our nation’s
armed forces,” according to a press release.

For every coach Newmar retails in 2015, the
builder will make a contribution to Tents for
Troops (T4T), an organization that works with
campgrounds and RV parks throughout the
United States and Canada to provide free 
accommodations to active military members.

“We’re honored to partner with Tents for
Troops in their effort to help our military person-
nel enjoy the RV lifestyle,” said Matt Miller,
president of Newmar. “We appreciate all that
the armed forces do for this country — without
them we would not enjoy the freedom that we
all take for granted.”

Founded about five years ago, Tents for
Troops is a network of RV parks located across
47 states, each committed to providing free RV
and tent camping sites for active military mem-
bers and their families. At this time, T4T has 
almost 300 parks in its network, and will soon
be adding 14 parks in Canada. The program is
100% voluntary and 100% free. 

“Tents for Troops invites RV manufacturers,
dealers and industry suppliers of all sizes to
join the program. Any contribution large or
small will truly make a difference,” said Char-
lie Curry, founder of Tents for Troops. “RV
dealers can donate for new units sold or both
new and used and would have the opportunity
to ask retail customers if they wanted to donate
$1 when they purchase an RV as well. Both
OEMs and RV dealers can encourage each
other to participate, and OEMs and dealers can
encourage suppliers to do the same.” WCM
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Champion/Athens Park Building 
Winnebago Park Model RVs

Winnebago Industries Inc.’s recent
agreement with Champion Home Builders
Inc. and subsequent foray into the growing
park model RV sector was officially chris-
tened as part of Winnebago’s Dealer Days in
Las Vegas in April.

Two Champion-built park models,

badged with the
iconic Winnebago
logo, received
scrutiny from Win-
nebago’s dealer body
during the April 8-10
event while also
launching an intrigu-
ing licensing agree-
ment between two
prominent manufac-
turers. Champion,
which owns park
model builder
Athens Park Homes,
is a major player in
the manufactured
housing arena as well
as park model RVs.

“We are very ex-
cited about this unique licensing opportu-
nity and see the park model RV business
as a natural extension of our Winnebago
brand,” said Chad Reece, director of mar-
keting for Iowa-based Winnebago. “Based
on their history of innovative, quality
products and customer satisfaction, we

feel that Champion Home Builders is a
great choice to carry the Winnebago name
into the park model RV space.”

Dick Grymonprez, director of park
model sales for Champion/Athens Park
Homes who headed up the Las Vegas 
rollout, pointed to his association with
Reece on the Recreation Vehicle Industry
Association (RVIA) board as providing
the spark for the agreement.

“Chad and I are both RVIA board 
members, and we began talking about the
possibility,” Grymonprez told RVBusiness,
sister publication to Woodall's Camp-
ground Management. 

Grymonprez indicated that Champion
would be building units out of all seven of
its plants, starting with four floorplans, 
including the traditional- and cabin-style
models displayed at Dealer Days. Plans are
for the units to be sold through Winnebago’s
dealer network along with park model 
retailers throughout the U.S. and Canada.

“We did some new things for the 
Winnebago models, adding some custom
features. There are about 10 different 
features that are different than our other
lines,” Grymonprez said, listing a rear bay
for added storage, USB charging hookup
in the kitchen and fiber cement siding
with vertical matte strips to create a
durable, attractive exterior. WCM

CONY Honored by Charity

One of the consistently largest annual
state owners’ association conferences in
North America, the Wisconsin Association
of Campground Owners (WACO) drew 297
registrants — representing 105 campgrounds
— and 179 vendors to its 2015 program, held
March 18-22 in Stevens Point, Wis.
Seminars spanned topics such as time

and staff management, government compli-
ance, activities and equipment, marketing,
technology and best business practices. Re-
curring themes in group discussions re-
flected what’s on Wisconsin owners’ minds
this year, and doubtless a microcosm of 
concerns across the whole industry.
One thing was very clear: Campgrounds

are using more technology to make things
easier and more economical — but tech top-
ics take an entirely different turn when shift-
ing from business uses to guest use. Wi-Fi,
the virtual elephant in the room, was so
weighty that Pete Hagen’s seminar on the
subject was delayed while hotel staff brought
in more chairs for attendee overflow. 
Much has been said about Wi-Fi, and 

approaches and opinion vary. At the least, it’s
generally understood that businesses have
little control over the quality and volume 
of their Wi-Fi. It’s dependent on numerous 
location- and service-specific factors, so
there’s no “one-size-fits-all” solution. 
But according to Hagen, an IT profes-

sional by trade and co-owner of Pride of
America Camping Resort in Pardeeville, Wis.,
no matter where they find themselves on the

bandwidth spectrum, all campground owners
can improve their situation with two simple
acts: Educate guests and charge them.
At his campground, he posted a laminated

counter card that shows what kinds of online
tasks will work (checking e-mails and surfing
the Internet), what might work (remote com-
puter connections) and what definitely won’t
work (streaming video and online gaming).
“It’s the best thing I ever developed,” he
claimed. “Give them a clear understanding of
what it will do and won’t. Generally, when you
explain to people in reasonable terms, they
understand.”
He’s also a staunch advocate of paid 

access, to handle customer experience as
well as supply and demand. “I will make the
argument that you must charge for Wi-Fi, and
here’s why you must: Can you really rely
these days on the excuse, ‘At least we don’t
charge for it?’ Is that really what you want 
to tell your customers?” he challenged. “Do
you charge for your pool? If the pool isn’t
working, do you say, ‘Well, that’s OK, it was
free?’ If you have Wi-Fi at your park, they’ll
think it should work.”
In addition, Hagen has found that the 

multitudes jump on a free signal simply 
because they can; but with restricted access,
bandwidth burden is relieved and signal
strength improves for everyone — another
idea that makes sense to customers when
explained. “They understand that when only
the people who really need it are using it,
everyone will get more of the pie,” he said.

Hagen’s other seminar on technology for
campgrounds offered a multi-topic menu,
with attendee selections including Voice
Over Internet Protocol (VOIP) phone systems
and satellite TV packages. Pride of America’s
previous traditional-phone system with 14
phones on five lines cost about $5,000 a year
until the park switched to VOIP a few years
ago; now, he said, that’s been cut down to
about $1,000. 

Adam Malsack, WACO board member
and owner at Lake Arrowhead Campground
in Montello, Wis., took Hagen’s VOIP testimo-
nial to heart three years ago and converted
his own system with similar success from the
first season. “That July we got about 3,000
calls, and it only cost me about $60 for the
month,” he reported. “When you’re talking
about three or four people on the phone at
any given time, think about how much that
would cost you on a conventional system
with four lines. It’s a massive amount saved.”
Seminar attendees also engaged eagerly

in a detailed discussion about security 
camera systems.

Rob and Rachel Kaiser, owners of two
parks in New York who are frequent guest
speakers at the annual WACO convention,
spoke to a question about hiring nighttime 
security staff by saying a front gate and cam-
eras have done the job for their parks. “Get
cameras that can download footage to your
phone that you can watch in real time, and all
you have to do is make sure a couple season-
als see you watching that video on your
phone,” Rob said. “You will solve many of
your security problems instantly, because it
goes through the park. Remember, half of 
security is the illusion of security.”
Endorsing that watch-me-watching-you

concept was Bud Styer, WACO and National
Association of RV Parks and Campgrounds
(ARVC) board member and 35-year industry
veteran. “Our philosophy is that staff is secu-
rity all the time. Security is 90% presence,”
he said, adding that he tells his employees,
“If you see somebody do something stupid,
you just say, ‘Do you think that’s a good
choice?’ Now they know that somebody’s ac-
tually paying attention, and that gets around.”
Safety was on park owners’ minds, too;

WACO Draws High Attendance — and High Marks — at Annual Conference
questions and suggestions surfaced on
emergency pool phone set-up options, such
as using a dedicated landline that rings 911
automatically upon pick-up. A defibrillator is
a must-have item, according to Crystal 
Hyland from Silver Springs Campsites in Rio,
Wis. “We finally got one last year after talking
about it forever, for a mere probably $1,200 
investment. Two weeks later, it literally saved
somebody’s life,” she reported during the
show’s Best Ideas contest. “I don’t know how
many of you have them, but I would highly
recommend it.”
Another Best Idea entry came from WACO

board member Dave Schneider of Indian
Trails Campground in Pardeeville, Wis., who
recommended a sensor system from La
Crosse Technology that sends a notice if it
gauges temperatures outside programmed
ranges set for the pool, walk-in freezer, walk-
in cooler or refrigerator. 
The winning Best Idea was submitted by

Marley Behnke from Yogi Bear’s Jellystone
Park Camp-Resort in Caledonia, Wis., who
described how her park handled more early
check-ins than their parking lot could 
accommodate — and used the solution to
generate income. “The morning of your 
arrival, you can click on an early check-in
button on our website and see ahead of time
if your site will be available,” she said. “If it
is, there’s an early check-in charge of $30 for
cabins and $10 for sites. If it isn’t, we suggest
you don’t come out yet.”
The key to making it work, said Behnke, is

good communication; maintenance crews
notify reservation staff when a vacated cabin
or site is cleaned and ready for the next
guest. If that’s something a park’s staff can
manage, this early check-in system has high
revenue potential. “That alone generated us
$14,000 this last year,” reported Behnke. 
The value of hearing other park operators’

solutions, experiences and input was another
oft-banged drum, but Rob Kaiser tipped his hat
in particular to WACO members. “Rachel and
I are both Campground Owners of New York
(CONY) members and I want you to remember,
you’re dealing with the best of the best here,”
he stated. “You guys are your best resource
for one another.”—Barb Riley  WCM

The Champion/Athens Park team showed off the first Winnebago
park model RVs to Winnebago dealers in April in Las Vegas.

The WACO board of directors served dinner to members as part of the 2015 conference.

Camp Good Days and Special Times in-
ducted Campground Owners of New York
(CONY) into its Ring of Honor at “A Night of
Gratitude” dinner and ceremony, held Feb. 27
at the Rochester (N.Y.) Plaza Hotel.

CONY was among 23 inductees into the Ring
of Honor, established in 2004 to recognize indi-
viduals and organizations for their outstanding
dedication, commitment and support of the thou-
sands of children and families served by Camp
Good Days and Special Times over the years. 

Camp Good Days and Special Times is a
nonprofit organization dedicated to improving
the quality of life for children, adults and fami-
lies whose lives have been touched by cancer
and other life-threatening challenges. It was
founded by Gary Mervis in 1979, following the
diagnosis of his youngest daughter, Teddi, with
a malignant brain tumor. What was started to
provide children with cancer with a camping
experience has grown to become one of the
largest organizations of its kind.

CONY, its campgrounds and campers began
raising funds in support of Camp Good Days
and Special Times in 2012, at the suggestion of
CONY board of director member Matt Ander-
son, whose family operates Camp Chautauqua
in Stow. Since then, CONY has raised more
than $150,000 in donations through special
events and change collection jars.  WCM
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Education, Major Fundraiser Headlined 
51st Northeast Conference on Camping

Owners from more than 85 campgrounds attended the 51st Annual Northeast Conference
on Camping and Trade Show. Many of the education sessions were packed.

Manufacturers of Quality Recreation FUNniture
www.ParkEquipment.com

1-800-376-7897
2061 Sulphur Springs Rd

Morristown, TN 37813

hasn’t let the dust settle. Anderson, Pro-
faizer and Palmeri hit the Wisconsin As-
sociation of Campground Owners annual
show in March and paused the following
week at the 51st Annual Northeast Confer-
ence on Camping to talk with WCM about
the newest developments for Cruise Inn.

“We’re starting to see some production
out of the online travel agencies,” Anderson
said.

Working with Expedia, Booking.com,
Travelocity and Trivago is quickly paying
dividends for Cruise Inn’s parks. “That’s a
whole new market. We’re the only brand
that’s on those,” he explained. “I just had a
call with my Colorado folks, and one of the
parks said, ‘Who opened the flood gates?’
That’s good news. 

“We’re starting to get quite a few book-
ings through those third parties,” he con-
tinued. “These are new customers, folks
they haven’t seen before. Their length of
stay is longer, average rates are higher.”
These new guests are a mix of RVers and
rental guests, with about a third renting
cabins and two-thirds renting RV sites.

“The beauty of it is, say somebody’s
going to Gunnison, Colo., and they’re
searching Expedia for a hotel. Well, they
see the Super 8 and they see the Travelodge,
and they see, ‘I can get a cabin at this RV
park. That might be kind of cool.’ So it’s
finding totally new customers. They’re
looking for that outdoor experience.”

Anderson and other hotel veterans
launched the Cruise Inn concept to help
bring some of the hard-fought lessons of
the indoor hospitality sector to outdoor
hospitality. 

The idea of using data to effectively 
market parks and manage revenue is one of
the key ideas Cruise Inn is working to 
develop. “Revenue management is still the
key. I talk to some of these parks and they
still publish their rates,” Anderson said.

A recent conversation with one park op-
erator illustrated the mindset change that’s
coming to the campground market, in An-
derson’s view. As he relayed, “I talked to
one park who said they’re in peak season

right now. I said, ‘What are you running for
occupancy rate?’ He said, ‘99.9%.’ I said,
‘When’s the last time you raised your rates?’
He said, ‘We took them up $2 this season.’”

Anderson continued, “I said, ‘Time out.’
He said, ‘Well, if we raise our rates too
much, we’re going to lose those customers.’
I said, ‘At 99.9% occupancy, what’s your

turn-down?’ ‘Well,
we turn down a
lot.’ Well, then that
customer can go
away and some-
body else is going
to pay $10 more so
he can come in. Is
old Fred worth $10
a night for 30 days?

Would you pay him $300 to stay there?”
Anderson said campground operators

aren’t unique in their hesitance to adopt
more dynamic pricing. “It’s just a matter of
time. It was the same thing in the hotel 
industry 15 years ago. Actually, the airlines
started it, and then the rental cars came
along, then the hotels came along, then the
cruise ships came along. Outdoor hospital-
ity will come along,” he said.

Another issue that’s familiar to all camp-
ground operators, of course, is Wi-Fi, and
that’s not a struggle limited to outdoor hos-
pitality, Anderson noted. “The average hotel
customer travels with three devices. If you
take a family of four, you can have 12 de-
vices. That’s a big problem in the hospitality
industry in general.”—Justin Leighty  WCM

Cruise Inn —from page 3

Scott Anderson

When campground owners from more
than 85 campgrounds and vendors from
more than 75 companies got together in
March in Nashua, N.H., for the 51st North-
east Conference on Camping and Trade
Show, they enjoyed an event unique in the
history of the sponsoring Northeast
Campground Association (NCA).

NCA, representing 11 states across the
Northeast, brought in more expert presen-
ters than ever before, thanks in part to the
new venue. The castle-themed Radisson
Nashua Hotel was a major change from
the Sturbridge Host Hotel in neighboring
Massachusetts, the long-time site of the
Northeast Conference on Camping.

“I am so proud of the program that the
NCA Planning Committee helped me put
together for our members,” said Cyndy
Zbierski, executive director of NCA, head-
quartered in Stafford Springs, Conn.. “It
was an anxious time moving to a new facil-
ity, but as soon as we checked into the hotel
that anxiety turned to excitement as I
watched the faces of those coming through
the door for the first time.”

Contributing to the impressive atten-
dance at this year’s three-day event was an
a-la-carte approach for those who could
only attend for one or two days, like Lelah
Campo of Cozy Hills Campground in
Bantam, Conn.

Campo and her husband bought a
campground last summer, well into the 
season, but it was her second trip to the
conference. “When we were thinking about
getting into it last year, I knew I had to
come to this conference,” she explained.
The networking and sharing of information
as well as the chance to interact one-on-one
with vendors were important in helping the
couple move from the construction and
construction-association sector and get into
the business, she told Woodall’s Campground
Management.

In addition to campground owners from
all 11 NCA member states — ranging from
Maine to Maryland — a campground owner
from New Brunswick came to the U.S. to at-
tend the show, which Zbierski described as
a wonderful surprise. At an event in which
most attendees were anticipating a strong
summer season, educational seminars
ranged from advertising and customer serv-
ice to themed weekends and detailed help
on financing campground improvements.

At his session, Larry Brownfield, 
business development consultant for
Kampgrounds of America Inc. (KOA) of-
fered campground owners several exercises
to analyze their campgrounds’ strengths,
weaknesses, opportunities and threats
(SWOT).

“You have to do it honestly,” Brownfield
told the attendees. “If you just pretend
things are well and if you don’t do an 
honest assessment, you’re not going to be

able to proceed in your business. You 
can spend weeks and months and years
learning business assessment practices.”

Brownfield suggested that park owners
look specifically at the quality of their team
and culture, property amenities and serv-
ices, target markets, marketing capabilities
and performance, front desk reservation
and registration/point-of-sale systems, 
general operations along with financial 
capabilities and performance.

The other key educational event con-
sisted of a panel discussion by representa-
tives of seven different insurance companies.
While they talked about a variety of topics
specific to the campground insurance mar-
ket, the demise of Evergreen USA was, of
course, a major topic. It was just weeks after
the close of the 2014 conference that Ever-
green, led by Lucas Hartford, announced
that it was folding up shop and turning
everything over to Leavitt Hospitality.

Lucas Hartford was the key honoree dur-
ing the NCA Awards Luncheon, although he
wasn’t able to attend due to a family situa-
tion. In addition to Hartford’s honor, three
students received $500 NCA scholarships;
outgoing NCA board member Gregg
Nichollswas thanked for his service, as was
soon-to-retire Gregg Pitman, the current ex-
ecutive director of the New Hampshire
Campground Owners Association. 

But the luncheon’s highlight was the
awarding of the distinguished Curtis Fuller
Service Award to Hartford. It is NCA’s 
highest award and recognizes a person for
service given to camping in the northeast
with that service being meaningful in 
accomplishing the aims of the association. 

“I so wish I could have been there not
only to receive it but to see so many of
my friends, who are like family to me. I
am so honored to receive this award,”
Hartford said in a note read to the crowd.
“This award is not about one person, 
but about the family and friends in the
camping industry who helped make it
happen,” he said.

A variety of speakers also took the stage
to shower accolades on Hartford, including
David Berg of Red Apple Campground
in Kennebunkport, Maine, who was a 
longtime friend of Hartford’s father, Dick
Hartford, and, like Dick Hartford, a fellow
recipient of the award. 

Paul Bambei, president and chief execu-
tive officer of the National Association of
RV Parks and Campgrounds (ARVC),
said Hartford has “generosity, humility,
kindness, patience, diligence, temperance.” 

ARVC and Red Apple were part of the
group that stepped up to sponsor the an-
nual NCA auction, something that until
this year was sponsored by Evergreen. Berg
served again as auctioneer for the three-
hour auction, which raised a total of
$22,650. —Justin Leighty  WCM

ARVC Helping Cover RV Park’s Legal Expenses
The National Association of RV

Parks and Campgrounds (ARVC)
announced it will help cover part of the
$50,000 that an Athens, Texas RV park
operator spent fighting a federal 
discrimination suit.

George Toone of Texan RV Park
settled out of court last year with the
U.S. Department of Justice and U.S.
Department of Housing and Urban 
Development (HUD), which filed the
complaint after a transgendered per-
son and a woman filed a discrimination
complaint.
“I’m very grateful and thankful that

we received the financial help from
ARVC,” Toone said. “I think this case is
a victory for RV parks in general.”
Roxann Joganik — formerly known

as Scott Pepos — and Darlina Anthony
complained to HUD that Toone discrim-
inated against them on the basis of sex
twice in 2012.
HUD adopted a new policy that year

banning discrimination against lesbian,
gay, bisexual and transgendered peo-
ple, ARVC said in its announcement.
Toone denied the discrimination 

allegations but agreed to pay Joganik
and Anthony to settle the case. In 

addition to denying the allegations of
discrimination, Toone claimed that 
Joganik’s and Anthony’s RV doesn’t
constitute a “dwelling” and should be
exempt from federal housing law.

That’s what got ARVC’s attention
and what led to the assocation’s board
agreeing this month to tap into the
legal-defense fund to help Toone.
“This case had implications for the

whole campground industry,” said Al
Johnson, chairman of ARVC’s govern-
ment affairs committee. “The camp-
ground industry is not a housing
enterprise. It is not regulated by HUD.
And we want to make sure that it 
stays that way and that our industry 
is viewed as an accommodations 
business and not housing.” WCM
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MODERN MARKETING

social media to share their camping 
experiences during the experience versus
waiting until they are home.” 

Reality On the (Camp)ground
It’s no surprise then that the importance

of adequate, functional, honestly portrayed
Wi-Fi is becoming a highly discussed topic
amongst consumers. Interestingly, I re-
cently came across an article (and initiated
a LinkedIn discussion on the story) tout-
ing a website called HotelWi-FiTest.com.
Here’s a portion of what they say about the
site: 

“We believe that when a hotel advertises
free Wi-Fi, they should provide travelers
with a fast and reliable connection …
Recreational guests want fast Wi-Fi for 
entertainment purposes and for keeping in
touch with family and friends. Unfortu-
nately, many hotels that boast about free
Wi-Fi neglect to ensure that the quality of
the connection is worth the price they
charge for the stay.

“No one wants to deal with constant
buffering and slow speeds that limit brows-
ing and downloading. This is why we urge
you to take our speed test during your next
hotel stay. Our speed test accurately assesses
the speed and other characteristics of the
hotel’s network, and allows you to leave a
venue tip on Foursquare or tweet with
mentioning the hotel's Twitter account.”

Is a site like this in our industry’s future?
I doubt it. However, the broader topic is
worth serious consideration. While there
are a number of factors that affect speed
and performance, some that simply cannot
be helped, the consumer most certainly has
an expectation, the one that’s been set by
the property. When a display ad, listing,
website, or telephone representative tells a
camping consumer that Wi-Fi is available
it is expected and expected to function,
right? Unfortunately, the Wi-Fi reality often
times does not live up to the promise. 

Evanne 
Schmarder

Robyn Chilson, owner of Meadville
Kampgrounds of America (KOA) Camp-
ground in Meadville, Pa., commented on
my LinkedIn post. “Not only does it apply
to RVing, I believe it’s already arrived. Most
owners just don’t know that it has! We just
upgraded our system (to accommodate
today’s demand). Streaming video isn’t far
behind. Maybe more so than the cable TV,
because so many people subscribe to Hulu,
Netflix, HBO on the Go, and the like,”
said Chilson. 

She’s right. Your customers are watching
shows on Roku, Netflix, and others. They
are posting, watching, and sharing videos,
actively posting photographs and chatting
on Skype. 

Maybe you can keep up with the 
demand, maybe not. The key here is to set
realistic expectations and deliver as prom-
ised. Here are a few tips, comments, and
observations by users and providers:

• Be honest, clear and upfront. Whether
your Wi-Fi service is a hotspot at the club-
house, free, offers tiered pricing levels or is
pay to play, say so. If your bandwidth 
is limited, let your guests know — and
consider working with your technology
provider to control the amount of data each
user can consume. 

If your service is frequently down and
consumers may experience disruptions con-
sider a fix and avoid promoting it. Don’t set
yourself up to disappoint your guests and
create ill will. And by all means, if this is
your situation, don’t charge for the service.

• Look into creating “hot site zones”
throughout your park. Bob Zagami, princi-
pal consultant at IMAGAZ by ZAGAMI, 
left this LinkedIn comment: “Are any camp-
grounds setting up a high-speed Internet
section of the campground and charging a
premium for those sites? If people like a 
particular campground, would they pay
more for this type of arrangement?” 

I think they would — and I think it’s

RVers will put up with a lot: Close
neighbors, highway or train noise, low
water pressure, GPS misdirection and
more. But for many travelers, if a park fails
to deliver on Wi-Fi it can kiss their busi-
ness goodbye. A study commissioned by
Broadcom amusingly found that 75% of
people said one week without Wi-Fi
would leave them grumpier than one week
without coffee. Not surprising since Pew
Internet Research has found that 90% of
people have a mobile device in reach 100%
of the time — and Deloitte tells us 
that Wi-Fi has become the medium of
choice with two-thirds of U.S. consumers
preferring Wi-Fi to cellular. 

These numbers are backed up by a
study conducted in our industry, the 2015
Topline North American Camping Report.
The report found: 

• Technology and access to technology
is important to campers. 83% of campers
say that they bring along their cell phones
while camping and 70% go online at some
point while camping. In fact, younger
campers say having a smartphone (28%)
is almost as important as toilet paper
(34%) — does that shock you?  Access to
free Wi-Fi ranks among the top three most
important camping amenities. 

• Access to Wi-Fi while camping ap-
pears to be important for reasons other
than simply checking email or staying
connected. Considering 31% of campers
who are online while camping are using
social media such as Facebook and Twitter,
it appears that many campers are using 

For Some Campers, Free Wi-Fi is as Important as Toilet Paper
worth considering. I’ve stayed in a park 
offering this situation, gladly paid the 
premium for the “hot site” and was imme-
diately and duly disappointed. Even the
tech that came over to look at the situation
couldn’t make it work. How do you think
that positioned the park? 

• Think of Wi-Fi as a utility. I hear it over
and over again, and I do it myself: Wi-Fi is
one of — if not the — first questions asked
when a camping customer makes a call to
your park or looks you up online. It’s right
up there with water/sewer/electric. Connec-
tivity is no longer a nicety but for many a
deal-maker or deal-breaker. As an industry,
we can no longer overlook the fact that
everyone in the family has a device (or sev-
eral), and they want to use them on vacation.

Moreover, when we try to bring an 
outdoor vacation on par with other vaca-
tion options, we must deliver the same 
expectations as if the family chose to stay
at the Hilton, went to Disney, or took an
urban vacation. That’s your competition
and they are delivering on Wi-Fi as a utility,
tweaking as needed and adjusting their
pricing plans based upon consumer 
feedback. Your job is to treat it as such,
maintaining, upgrading and marketing it
just like you do for your sites. 

Eric Stumberg, owner of TengoInter-
net Inc., joined the LinkedIn discussion
with this insightful and practical approach:
“The migration of Wi-Fi from an amenity
to a utility supports more “utility-like” def-
initions/vocabulary from/for consumers. So
speed is a natural one — equivalent to 30-
amp or 50-amp electrical. We use ‘Basic’
and ‘Premium’ vocabulary to describe what
consumers can do and have translated
those tiers into service-plan speeds. We’ve
also worked with our customers to use the
same vocabulary so consumers can
have/form consistent expectations. With-
out industry/operators setting standards,
consumers will fill the vacuum.”   

I’d like to say it’s a brave new world —
but truly, there’s not much new here. It’s all
about listening to your customers and fig-
uring out a way to deliver what they ask
for, be it a splash park, 50-amp powered
sites or fast, reliable Wi-Fi. Band together
and drive the conversation, set high stan-
dards and realistic expectations — and live
up to them. In my humble opinion, that’s
one of the very important ways we can lift
the perceptions of the experiences we sell.
If we want to compete with other
vacation/lodging options then we have to
deliver. And I’m not talkin’ pizza here.

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

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!

www.minigolfinc.com
www.yurts.com
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ON CAMPGROUNDS

Reports from 
the field: 

Bob Ashley

Missouri’s Perryville Campground New Jellystone Franchisee

It’s going to be a hot summer for
Nathaniel Gabriel, manager of Yogi
Bear’s Jellystone Park Camp-Resort in
Perryville, Mo., one of the newest Leisure
Systems Inc. (LSI) franchisees.

“Everybody I hired is too short to wear
the Yogi costume,” Gabriel lamented. “I’ll
be wearing 40 pounds of fur in July.”

Marking its 42nd year in operation as a
campground — originally a Kampgrounds
of America (KOA) park known for the last
several years as Perryville Campground —
Yogi Bear Perryville had a soft opening

April 4, drawing an estimated 2,000 peo-
ple to an Easter Egg hunt. “We opened the
campground to the community,” Gabriel
said. “We had a fantastic time.”

The park, with 90 pull-through sites,
five full-service and four rustic cabins, was
scheduled to have its grand opening on
Memorial Day. It is adjacent to a 100-acre
lake and has its own one-acre fishing pond
on site.

“The primary reason we decided to go

with Jellystone is that it’s an up-and-
coming, impressive franchise,” said
Gabriel, who manages the park 75 miles
south of St. Louis on Interstate 55 with his
wife, Jennifer.

Having undergone several ownership
changes in recent years, the heavily
wooded park on rolling terrain currently
is owned by Kyle McDowell, the owner of
McDowell South RV in Jackson, Mo.

“When the park operated as a private
facility, they had no amenities left,” said
Gabriel, who noted that for years most
customers came during the spring and
shoulder seasons as snowbirds headed
north and south. “You can’t pay the bills
when people are stopping by only twice a
year.

“Last year (the first under McDowell’s
ownership) we tested the waters. We put
in four big inflatables, redid the play-
ground and put a lot of money into fixing

up the pool. We had success
with that. We filled up every
weekend.”

Over the winter, the park’s
general store was remodeled
with new merchandise
added, and currently 
Perryville Jellystone is under-
going a general rehabilitation
with new landscaping.

“It went downhill for a
couple of years. We are
bringing the park up to the
way the appearance needs to
be,” Gabriel said.

Future plans call for the
addition of a miniature-golf

course and a new indoor-outdoor recre-
ation hall with a commercial kitchen. 
A splash pad may be added later.

During the transition this year, the
campground — which is open year-round
— will offer last year’s rates to snowbirds
using the park as a transient stop. “We
don’t want to make anyone mad who has
been coming here for five or six years who
are just passing through,” Gabriel said.
“We know they aren’t going to jump on

Melanie Ojala said the week after Easter.
“Right now, we are booked and we’ll be
seeing snowbirds through May. Some-
times, even into June. Mostly, people are
just passing through, although we get
some people with family in the area who
will stay for a week and workers who will
be here for a short period.”

Nonetheless, the Ojalas cater to their
customers with free Wi-Fi throughout the
park, complimentary laundry and free
popcorn in the park office that has a small
store.

While the Ojalas are “people friendly,”
that’s not the case with modern technology
and all that entails. “We are not tech 
people,” she said. “We do everything on
paper. We don’t even have a computer.”

* * * * *
It’s an understatement to call En-

chanted Trails RV Park & Trading Post
in Albuquerque, N.M., a campground.

It’s a museum of sorts with 10 vintage
travel trailers, including a 1959 Shasta and
a 1956 VaKaShunette, nine of which are
available for overnight rental. Two Hudson
automobiles — a 1947 and 1950 — also
are on display at the park and there’s also
a trading post with Native American rugs,
pottery and jewelry.

“The property initially was a trading
post built in the late ’40s. In 1969, it was
converted to a campground,” said Vicki
Ashcraft, who has owned the 135-site
park on 15 acres for 12 years after starting
to work there 30 years ago as a book-
keeper.

Sitting directly on historic U.S. Route
66, Enchanted Trails is a draw for tourists,
many of whom are foreign visitors, and the
park has been featured in several movies
along with a video, “Cars on 66” that 
promoted the Disney animated Pixar
movie “Cars.”

“Business has been pretty good,” said
Ashcraft. “Things started picking up this
year in February. It always depends 
on what the weather is like in Phoenix.
Snowbirds have been leaving Arizona, so
we’ve been very busy.”

The peak of Enchanted Trails’ season,
however, is in the fall, anchored by the 
Albuquerque International Balloon Fiesta
in October. “People consider it a bucket-
list thing,” Ashcraft said.

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

the bouncies, but maybe the next time
their grandkids will be with them.”

With few campgrounds in the immedi-
ate area, Perryville Jellystone’s primary
competition is dozens of state and national
parks and forests nearby.

“There are more than 100 national and
state parks and recreation areas with
campgrounds in a relatively small radius,”
Gabriel said. “They are our biggest 
competition and one of the reasons we had
to diversify.”

* * * * *
RVers who pass through Harvest Moon

RV Park in Adairsville, Ga., are a varied
group.

“We have people coming in with mil-
lion-dollar Prevost motorcoaches and
some with popups,” said Melanie Ojala,
owner with her husband, Michael, of the
77-site park 60 miles northwest of Atlanta.

“I’m almost amazed when someone 35
years old comes in with a half-million-
dollar motorhome. I think to myself,
‘What are you doing to be able to afford
something like that?”’

The couple, both U.S. Army veterans,
have owned the park for 12 years. Harvest
Moon particularly catches snowbird traffic
on its way north and south coming off of
Interstate 75.

“We are not a destination park,”

Last year, the campground enjoyed some success after it put in
four inflatables, renovated the playground and improved the pool.
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GERBER TABLES and The Great Outdoors Direct

Quality Outdoor Products 
Direct from the Source!

Picnic Tables • Park Benches
Park Grills • Fire Rings

Bicycle Racks • Waste Receptacles
Electrical Pedestals & Meters

Dog Park Equipment & Accessories

Contact us today!  800-393-9923 •  www.thegreatoutdoors.direct

Jennifer and Nathaniel Gabriel pose with the new
Yogi Bear as they prepare to open for the season.
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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!

INSITES

David 
Gorin

core RV values: A deep attachment with
family and friends to the outdoor lifestyle
and an active interest in exploring nature
and traveling.

They are attracted to products and mar-
keting strategies that reflect these charac-
teristics. Millenials are more diverse in their
ethnicity, living arrangements and lifestyles,
and they face a less-positive economy 
than prior generations. They are the first
generation of the Internet and social-media
age. Forward-looking companies and 
industries recognize that enormous
changes are required to serve this millennial
market and successful companies will adapt
their products and marketing to meet this
new group.

Attention Campground Owners: The
Millenials are not too far way and it’s not too
early to begin to think about what 
this next cohort of RV owners may find 
attractive. The average age of the RV buyer,
especially buyers of travel trailers and toy-
haulers, is already in the low 40s — and
dropping. Pretty soon they will run into the
Millenials on their way up. Take a look at
your own family, listen to your Millennial-
aged kids and watch what they like and what
they do. They are your future customers.

Salute to Richard Coon
RVIA President Richard Coon has 

announced he will retire at the end of 
September. A lot will be written and said
about Richard and the outstanding leader-
ship he has provided to RVIA since taking
the position in 2006 — but the one thing
that truly stands out in my mind is his stable,

solid leadership of the industry during the
recession years of 2008 and 2009. Those
were incredibly difficult years for every 
industry — but not many took a hit of the
size of the RV industry, which endured a
sales decline of more than 50% during those
years. Richard’s strong leadership that
steered the manufacturers through that
tough time was a superb accomplishment.
Congratulations, Richard, on a job very well
done. Enjoy your final months at the helm
of a great association. I know campground
owners should be on the lookout for the
Coon family as you most likely enjoy an RV
retirement — at least some of the time.

Final Word
I know it’s been a booming winter 

season in Florida and expect it’s been the
same in Texas, Arizona and southern 
California. And as the summer season 
is just around the corner, I wish all the 
summer parks all the best for a safe and
prosperous summer season. All the stars are
aligned for a great camping year.

KOA recently announced that’s its reser-
vations taken during the first 60 days of
2015 were the most in its history. Great
news for KOA — and hopefully it’s a signal
for the rest of the industry:  A good summer
is ahead.

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

Is Your Park Prepared for the Upcoming Millenial Generation?

In more ways than one, it’s been quite a
winter. On the one hand, the northern tier
of the country has experienced record cold
temperatures while a lot of New England 
experienced record snowfalls to go along
with the chill. No doubt large numbers of
Americans are suffering from cabin fever and
are ready to get outdoors.

For me, it’s also been quite a winter. For
the first time, I actually spent the winter in
Florida. But what really stands out in my
mind about this winter is not just the sunny
warm winter Florida days but also the intense
interest I’ve seen in the RV park industry.

As the RV industry was in its sixth
straight year of growth since the great reces-
sion, this winter also has been the busiest on
record for David Gorin Associates. Devel-
oper and investor interest in the RV park
business seems to me to be at an all-time
high. I’ve no idea how my consulting col-
leagues around the country are doing this
winter, but for DGA we’ve done projects in
Tennessee, New Jersey, Georgia, Alabama,
Arkansas, Nebraska, New York, Ohio,
Florida and South Carolina, with more to
come. If half of these projects actually mate-
rialize and produce new RV parks, it will add
significantly to the number of new, state-of-

the-art available RV sites. And new product
in the marketplace is certainly a good thing.

Man, I wish I were 20 years younger so I
could really take advantage of this exploding
market opportunity. And by the way, much
to my disappointment, this winter marked
another milestone in my life: I actually
turned 70 (freakin’) years old! I can’t believe
I was just 42 when I joined NCOA (the Na-
tional Campground Owners Association,
the forerunner of ARVC). What a ride it’s
been — and there’s still much more to do.  

Baby Boomers vs. Millenials
For just about as long as I can remember,

the RV industry has hitched its star to the
Baby Boomer generation. The post-World
War II generation, born between 1946 and
1964, was to be the generation that would
put the RV industry on the map. Affluent,
successful and getting ready to go over the
age of 50 and enter the prime RV buying
years, this generation was to turn 50 begin-
ning in 1996 at the rate of 11,000 a day.
Surely, there would be RV buyers aplenty out
there. And there have been.

Now, as noted in a recent issue of Road-
Signs, a quarterly economic review publi-
cation of the Recreation Vehicle Industry
Association (RVIA), economist Richard
Curtin has turned some attention to the
next coming generation: The Milllenials.

Curtin points out that the Millenials —
the oldest of which were born in 1980 and
are now 35 — are now the largest U.S. gen-
eration, outnumbering the Baby Boomers.
The most important characteristic of the
Millenials, noted Curtin, is that they share
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HOSPITALITY TECH

and delight guests.
As a hospitality provider, if you can not

systematically extract information such as
occupancy rates, ADR (average daily rates),
RevPar (revenue per available site or room),
LOS (length of stay), or source of business
then you will not be able to set realistic goals
for your business or your staff in the future.

And what exactly do these performance
indicators do for your business? With fixed
capacity and high fixed costs, it’s important
that you manage advanced sales and sell
the right product (RV site or lodging room)
to the right person at the right time.
Watching your occupancy and demand
with ADR can help you increase nightly
rates in accordance with high demand.
Yield management is selling at the right
time at the best cost through the right
source (phone, website, Good Sam,
FMCA, Booking.com, Expedia).

Revenue per available room/site meas-
ures the financial stability of your business
because it combines both the revenue and
occupancy per room/site. It measures how
well you are filling the property and how
much you can charge for each site/room.

All the information in your “intellectual
property” systems — whether they be your
email marketing, web stats, reservation s
ystem or credit-card-processing system —
have one common factor: The guests.
Where they came from, their preferences,
and the dollars spent.  

Building a guest-centric organization
around the information in your property
management system or systems will give
you the ability to customize your services,
deliver memorable experiences and 
reduce the cost of collecting information.
But most of all, it will give you peace of
mind that you have the Big Data informa-
tion needed to make the best decisions for
your business — and put more money in
your wallet.

Whether you are an independent hospi-
tality business or a branded “flag” property,
managing your intellectual property is key
to business success. A disciplined and 
formalized process of monitoring and 
measuring performance of the systems
available to you are sure to make you money
and improve efficiencies. 

I’d love to hear feedback on how you’re
using systems today to improve your busi-
ness operations and put money in your wal-
let. Please feel write me at the address 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

Deb
Kohls

Campground Data, Properly Utilized,
Can Generate Big Money

We technologists can really overuse
terms: Online reservation system, property
management system, hospitality manage-
ment system, campground software 
reservation system, cloud-based system . . .
and on it goes.

However, when all is said and done, the
important thing isn’t to latch onto a term
or category — it’s to think about what any
software system does: It manages data so
that we can report and make informed 
decisions about our businesses. 

Consider all the processes we use today
where information is stored: 

• Accounting software for financial state-
ments and record-keeping; 

• Maintenance and housekeeping sys-
tems to log assets and assign responsibility; 

• Online payment portals to track our
utility usage; 

• Wi-Fi portals to track network usage
(and offenders!); 

• Automated check-in kiosks to stream-
line check-in processes; 

• Reservation systems to track sales and
forecast revenues; 

• Distribution systems to reach new
consumers; 

• Marketing systems that track customer
engagement through website visits; 

• Email reads (opens) and opt-outs; 
• Credit-card-merchant processing sys-

tems to track guest financial information;
• Guest review systems to track how well

we’re doing.   
By automating repetitive processes, we

assure a more accurate collection of infor-
mation about our business, finances and
guests. We are then able to retrieve it at the
right time and for the right purpose.  

Good data “in” means good data “out”
— and that is the big data effect. All the data
that is relative to your business is an 
intellectual property tool specific to your
business. Not only does it help you manage
and forecast business, it’s valuable in deter-
mining selling value of the business when
looking at investment or exit strategies.

So what’s in your data (or in other words,
what’s in your wallet)? And how are you
using that information to better inform your
decisions and forecast your business? And
what might you consider collecting in the
future?

Data includes number of stays, what
types of accommodations — RV site vs.
cabin vs. tent site? What type of bed? What
type of RV? How long do they stay? How far
in advance do they book? What times of
years do they visit?

Instead of guessing, the intellectual 
property (or data) within your systems will
provide a roadmap to better forecast your
business, optimize your rates, schedule per-
sonnel and analyze your return on invest-
ment on marketing expenses, to name a few.  

A few key performance Indicators 
gathered from your “intellectual property”
system can go a long way in assuring that
you are prioritizing and paying attention to
the important things that generate revenue

• 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

mailto:pilotrock@rjthomas.com
www.pilotrock.com
http://dogipot.com
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SMART OPERATIONS

take a “time out.”
Like the news networks that love to

exaggerate stories and develop sensa-
tionalist headlines like “Stormageddon”
and “Blizzard of the Century” (and, of
course, the aforementioned “Y2K”), the
new buzzword amongst the uninformed
is “Mobilegeddon.” People using this
type of terminology remind me of those
who blindly share urban legends on
Facebook without taking a moment 
to first check the facts. The stories 
may generate excitement, but they lack
credibility.

The fact is that Google was to start
rolling out a new set of search 
algorithms April 21; however, this does
not mean that a website that is not
deemed mobile-friendly suddenly
dropped from the results of Google
searches made from mobile devices.
That is an outright exaggeration. 

What the new algorithms mean is
that sites that are mobile-friendly have
an edge over sites that are not mobile-
friendly and will be flagged as “mobile
friendly” alongside those search results.
Granted, this rise in the rankings of 
mobile-friendly sites will come at the
expense of sites that are not deemed 
mobile-friendly — but it does not mean
that those latter sites are suddenly going
to be dropped from being indexed.

Chicken Littles suggested that half of
a site’s traffic was suddenly going to dis-
appear effective April 21 if the site is not
mobile-friendly. This is patently untrue. 

Peter
Pelland

Google’s New SEO Algorithms Don’t Mean the Sky is Falling

The Chicken Little of our childhood
books and cartoons was well-inten-
tioned when he hysterically warned of
impending disaster — the only problem
was that his predictions were based
upon conjecture rather than facts. 
That sort of panic has reared up in real
life, however: Back at the turn of the
millennium, modern-day “Chicken 
Littles” mongered fear over the impend-
ing “Y2K” disaster that, of course, never
happened. 

More recently, there has been more
than a bit of press about the implemen-
tation of the next round of Google
search ranking algorithms that were to
begin being rolled out on April 21.
Without doing any research of their
own, many self-proclaimed “experts”
are citing a Google blog post, a 
comment reportedly made by a Google
employee and a speculative article that
recently appeared in Entrepreneur 
Magazine as the basis for their warnings
of dire consequences for today’s typical
website. However, like grade school 
students spreading rumors in the
schoolyard, it is time for some people to

Using historical Google Analytics
data that I have drawn from actual
campground websites, let’s presume that
35% of the traffic to a website comes
from search engines, that 50% of that
traffic comes from Google and that 50%
of that traffic comes from users of 
mobile devices. Do the math. That
would mean that, if a website was totally
dropped from mobile search results on
Google (which is not going to happen at
this time), that site would lose approxi-
mately 9% of its traffic. That is the 
reality, rather than conjecture and 
misguided speculation.

There are plenty of valid reasons why
every business should be moving to 
replace a conventional website with a
new mobile-friendly site, and should do
so sooner rather than later. However, the
people who are suggesting panic are
doing a tremendous disservice by 
encouraging the jerking of knees rather
than the exercise of a careful plan for 
execution that includes properly 
methodical planning and budgeting 
for the long-term investment in mobile-
friendly technology.

In years past, many businesses were
advised to buy into expensive mobile
apps or separate mobile websites in an
attempt to capture the market for users
of mobile devices. In retrospect, those
dollars were generally not well spent. 

Today, the dust has settled and 
responsive website technology has taken
its place as the mobile-friendly solution

that Google and the other search 
engines prefer, with one site presenting
full content that is optimized for every
device. 

If your site is not currently mobile-
friendly, make plans for the transition —
as I said, sooner rather than later. In the
meantime, don’t panic. The sky is not
falling, and the world didn’t end on
April 21.

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. WCM

Manufacturers of Quality Recreation FUNniture
www.ParkEquipment.com

1-800-376-7897
2061 Sulphur Springs Rd

Morristown, TN 37813

www.freestyleslides.com
mailto:info@freestyleslides.com
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When it Comes to Campground Furniture, Park
Owners Look for Quality, Comfort — and Value
When it Comes to Campground Furniture, Park
Owners Look for Quality, Comfort — and Value
When it Comes to Campground Furniture, Park
Owners Look for Quality, Comfort — and Value

No matter whether it’s park furniture such as picnic
tables and patio furniture, or site furnishings like fire
rings and grills, most campground owners have a very
simple philosophy: Buy the best quality you can afford. 
Quality doesn’t always mean it’s the most expensive,

but it’s hardly ever is the cheapest — and it’s usually the
better deal in the long run. 
“I look for quality because I only want to have to buy

something once,” said Theresa Isaacson of Yogi Bear’s
Jellystone Park Camp-Resort in Caledonia, Wis. “I want

quality, and I want it from a company with good service
who stands behind their product.”
Isaacson provided one example of just such a com-

pany: Lynkris Patio Furniture, a manufacturer and re-
tailer of PVC commercial outdoor furniture based in
Sparta, Wis. She estimated she had about 150 lounges,
chairs and tables from the 35-year-old company and
freely admits she has no idea how Lynkris’ pricing com-
pares with others — she has never felt the need to shop
around.

“Except for this year, we’ve bought from them every
year for nine years. Each year we bought a little bit to
add to what we had, and the only reason we didn’t buy
anything from them this year is because we didn’t need
any. We haven’t needed to replace any of it — and that
speaks for itself,” Isaacson said.
She said they like the Lynkris furniture because it’s

light enough guests can move it around, yet durable
enough that it can take the abuse. The sling-style furni-
ture is comfortable, and she appreciates its contempo-

‘I look for quality because I only want to have to buy something once,’ said Theresa
Isaacson of Yogi Bear’s Jellystone Park Camp-Resort. ‘I want quality, and I want it from
a company with good service who stands behind their product.’

Furnishings not only add to a
campground’s looks, they’re a
functional part of a guest’s stay.

www.jamestownadvanced.com
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rary look. She also likes that if ever a piece
does break or a sling does rip, Lynkris
sends a replacement piece without delay.
Another reason to buy quality is be-

cause campground owners who opt for
less-expensive furniture run the risk of an
unhappy camper. There’s nothing like a
rusty cooking grate to ruin a campfire-
cooked meal.

Bryan L. Kastleman, owner of Hill Coun-
try Cottage and RV Resort in New Braun-
fels, Texas, said buying less expensive, but
inferior, furniture and furnishings are too
much of a risk to take in today’s day and
age when digital criticism spreads faster,
and does more damage, than garlic 
mustard. 
“I personally stayed at a pretty nice

condo complex in Belize this winter, and
while it was a pretty nice place the one
thing I’ll remember is they had cheap,
crappy plastic pool furniture,” Kastleman
said. “I mean, why would you do that?
Spend a little extra money on nice, more

comfortable furniture. Sure, a picnic table
is a picnic table and you certainly don’t
want to get a bad one. But you also want 
to spend your money where it counts. 
We just got some nice couches for the 
inside of our cottages and some nice patio
furniture around our pool. If you can spend
a little extra money and get nicer things,
then do it.”
Yet another reason to buy quality is be-

cause it can help turn a standard campsite
into a premium site that commands a
higher rate.

Gwen Craig, owner of Rayford Crossing
RV Resort in Spring, Texas, said while the
majority of the luxury RV park’s 115 camp-
sites features a standard composite picnic
table and fire pit, 14 premium sites offer a
paver brick patio, propane grill and sling-
style rocker-swivel aluminum patio chairs.
The premium sites cost about 25% more
than a standard site, but Craig said they
have a waiting list every weekend.
“We set our rates based on what it costs

to put that site together and the premium
sites are always in high demand. I have no
problem renting them out,” Craig said,
adding that the premium furniture adds to
a premium experience. 

“Sitting on a picnic table for three or four
hours isn’t a load of fun,” she said. “People
want to sit on something that’s just as nice
as their patio furniture back home. They
want to rock and relax. And when I drive

around the campground, I see people at the
premium sites sitting outside more than I do
at the other sites.”
Perhaps in large part due to the Texas

sun, Craig said they purchase new furniture
every two or three years for the premium
sites, with the old furniture typically do-
nated to underprivileged or senior housing.
Either in person or in end-of-stay surveys,
guests mention how much they appreciate
the nicer furniture.
“There’s no doubt about that. When you

talk to RVers, they’ll tell you how they feel,”
Craig said. “They’ll say they really like so-
and-so park, but that it’s really starting to
go downhill. Maybe it’s because they get
Winter Texans and snowbirds and they’re
used to that, so they don’t feel they need to
make that reinvestment. But we’ve found
that people like it when they see that 
reinvestment back into the park.”

Distributors Echo Owners’ Advice
Liz Caldwell, the marketing manager for

Lynkris furniture poolside at Yogi
Bear’s South Haven Jellystone

Jamestown Luxury Fire Pit Kit

Premium sites at Rayford Crossing include a paver brick patio,
propane grill and sling-style rocker-swivel aluminum patio chairs.

www.jamestownadvanced.com
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Jamestown Advanced Products Corp., a
distributor of outdoor furniture, site furnish-
ings and related park accessories based in
Jamestown, N.Y., agreed that park owners
should first and foremost be looking at the
quality and durability of the campground
furniture and site amenities to ensure they
will withstand the rigors of daily use.
“They need to consider the area the

products will be in, and how they will be
used. The campground owner should also
consider products with theft-deterrent fea-
tures, which will help keep replacement
costs to a minimum,” Caldwell added.

Last fall, Jamestown Advanced Prod-
ucts introduced a new exclusive product to
the market with the Luxury Fire Pit 
Kit, which features two fully removable
cooking surfaces, a log grate and a pull-out
ash pan. 
“We have been seeing a lot of camp-

ground owners purchasing the Luxury Fire
Pit Kit for common fire pit areas, as well as
for individual campsites,” Caldwell men-
tioned, adding that their Fire View Ring also
has been popular because it offers a 360-
degree view of the campfire, is complaint
with Federal Accessibility Standards and is
another exclusive product for the company.

Allen Smith of Chadwick Manufactur-
ing, a Chadwick, Ill.-based picnic table and
grill supplier for about 50 years, urged park
owners to buy commercial-grade products
from distributors such as his rather than
lesser-quality items from familiar national
retailers.
“I have guys call me all the time saying

the picnic table they bought from the big
box store isn’t any good. I tell them, ‘Of

course it isn’t
any good,’”
Smith said,
adding the na-
tional retailers
are more inter-
ested in price
and volume,
not quality.
Reputable dis-
tributors such
as Chadwick
understand the

durability a campground requires, so their
products are built to last.
“I’ve been doing this for 50 years, build-

ing picnic tables and fire rings and grills.
I’ve seen it all,” Smith said. 
Perhaps one of the more well-known

campground furniture brands over the
years is Gerber Tables of Madison, Wis.,
whose galvanized metal-frame picnic 
tables have been around since 1969 and
are known for the longevity. 

Jeff Urso, owner of Gerber Products for
about 2½ years, has been adding other
products, such as fire rings, park benches,
park grills and bike racks, to complement
the tables. Other new lines include dog
park products, cityscape products and a
line of electrical power products such as
pedestals. “We’re trying to be everything
you need to be an RV park or a camp-
ground,” Urso said, mentioning that the
company — formally known as NexGen
LLC, is transitioning to become known as
Great Outdoors Direct. 
Urso echoes Kastleman’s advice in that

you should buy the best quality you can 
afford.
“As far as picnic tables go, metal frames

are your best bet. They’re going to hold up
over time and, in a non-salt environment,

they say the galvanized product will have
less than 5% rust over a 50-year period.
You’ll have to replace the wood every 10 to
12 years, but it’s something you buy and it’ll
last. I would recommend going to an 
11-gauge (metal), which is a little thicker
but it’s just going to add longevity.”
Likewise, Urso said fire rings and grills

should be made with durable material at
least 3/16-inch thick. Fire ring grates need
at least a half-inch rod to properly support
it, he added.
“Don’t buy the flimsiest piece. Buy

something with a little more beef to it that’s
going to last longer than anything else out
there,” he said. “It’s a cliché, but you get
what you pay for.”
A new product they have developed is

called the Easy Dump Grill, Urso pointed
out. One of the reasons why grills age 

prematurely is that leftover ash hastens the
corrosion process. The Easy Dump Grill
combats this problem by making it much
simpler to remove all the ash. Simply 
release a lever and the grill pivots to dump
the ash into a bucket that attaches to its
front.
“If you keep that cleaned out, you’re

going to get many more years out of your
grill,” Urso explained.

Frosty Kimbrough, owner of Frosty’s
Park Equipment, which manufactures ta-
bles, benches, grills, fire rings and related
park furnishings in its Morristown, Tenn. fa-
cility, also has a solution to keeping park
grills protected from the elements. It’s
called the Adjustable Covered Grill, a new
product for Frosty’s this year. In addition to
keeping the weather out, Kimbrough said
the cover helps hold in heat and smoke so
meals cook better. The grill is manufactured
with 16-gauge steel and “stay cool” han-
dles for easy lifting, and the 14-by-20 inch
grill adjusts to four different cooking
heights. The new grill is one of the rare
times Kimbrough has added a new item to
his product lineup, saying “if it ain’t broke,
don’t fix it.” He said he believes in making
things that last.

Kimbrough added that one of his prod-
ucts, the 63-inch-diameter Octagon Fire
Ring, is perfect for group camping. It 
features a 322-square-inch cooking grate
and a handy pot hanger, both of which 
rotate for easy access. The 8-inch-high ring
is built from 3/16-inch thick steel plate,
while the cooking grate is made of ¼-inch
thick round steel bars supported by 
5/8-inch-thick steel.
“The fire rings and the grills pay for

themselves,” Kimbrough said. “People will
need firewood for their campfires in the fire
rings, and that’s something campground
owners can sell them. And if they’re 
cooking, they’ll buy hot dogs from your
camp store.”
Another fire ring manufacturer, Cadillac

Culvert Inc. in Cadillac, Mich., annually
sells 25,000 corrugated steel rings 
across the United States, including an 
exclusive contract for Michigan State Park

campgrounds.
Sales Representative Dave Galvin said

the company manufactures round and
square fire pit rings in both single wall and
concrete-reinforced double-wall designs.
Round sizes vary from 24 to 72 inches in di-
ameter, while square pits come in 32-by-32
and 44-by-44 inch dimensions. Also 
available are steel mesh grates for any size
fire ring.
“We sell a lot of the 36-inch (outside di-

ameter) by 24-inch (inside diameter) by 12-
inch (tall) fire pits to private campgrounds
because, after they’re filled with concrete,
they weigh 650 pounds. They’re too heavy
to move, so you don’t have burn spots all
over your campsites,” added Galvin.

Bruce Webster, owner of Lynkris Patio
Furniture, said his company didn’t expand
into the campground market until the mid
2000s. The business had been a fixture at
the Wisconsin Association of Campground
Owners events, but it really started making
headway into the campground arena when
it started exhibiting at the Leisure Systems
Inc. (LSI) Symposium Expo. Since then, a
number of LSI’s Jellystone Park Resort
owners — including Isaacson’s Jellystone
in Wisconsin — have outfitted their pools
and waterparks with Lynkris’ products.
“We originally started out with the 

hotels and waterparks. Now that there’s a
lot of campgrounds putting in these spray
parks, I think that’s a big reason why our
business has picked up,” he said. “We’re
seeing our tables in snack bar areas and
food service areas because the table tops
are fiberglass so they’re very simple to
clean up.”
In fact, Webster estimated Lynkris has

grown 25% to 35% annually over the last
two to three years in the campground 
industry.
“I think it’s just since the recession hit,

but I don’t know if people aren’t spending
the money at the bigger waterparks or
they’re finding better value at the camp-
grounds, but I really think that has shifted
our business,” Webster explained. “I do
some amusement park and waterpark
shows, but if I ever had a conflict between
them and a campground show I would go
to the campground show. It’s really a great
market for us.
“My belief is, if I can provide a customer

with a good product, give them good serv-
ice they’ll talk,” he added. “And, to be hon-
est with you, word-of-mouth sells more
stuff for us than anything else. You can’t
imagine how many people call us and say,
‘So-and-so told me about your product.’
Once that happens it’s almost a guaranteed
sale.”
Webster said campground owners are

drawn to the company’s adjustable beach
lounge, and sling line of a couple different

Chadwick-FireRing and Table

Jeff Urso

Gerber Table’s Urso recommends going to
a heavy-gauge metal with picnic table
frames for added longevity.

The Easy Dump Grill from Great Outdoors Direct

Frosty’s Adjustable Covered Grill

Dave Galvin, of Cadillac Culvert, a Michigan manufacturer of fire pit rings.
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Equipment Providers
Allen Ventures Inc.
www.allenventures.com; 877-423-9800
Recycled and conventional material tables, 
picnic tables, benches

American Hotel Register Co.
www.americanhotel.com; 800-323-5686
Wide variety of furniture and other products for
hospitality industry

Barco Products
www.barcoproducts.com; 800-338-2697
Tables, benches and related outdoor furnishings
and accessories

Belson Outdoors Inc.
www.belson.com; 800-323-5664
Wide variety of outdoor furniture and accessories

Cadillac Culvert Inc.
cadillacculvert.com; 231-775-3761
Fire rings and grates

Chadwick Mfg. Ltd.
www.chadwickmfg.com; 800-732-4602
Picnic tables, benches, fire rings and grills

Country Log Furniture
www.shopcountrylogfurniture.com; 208-687-2729
Log-built interior/exterior furniture and 
accessories

Crazy Creek Products
www.crazycreek.com; 406-446-3446
Chairs and accessories for the outdoors

Doty & Sons Concrete Products Inc.
www.dotyconcrete.com; 800-233-3907
Concrete benches, tables, games and 
accessories

Engineered Plastic Systems Inc.
epsplasticlumber.com; 800-480-2327
Plastic outdoor park furniture and products

FlagHouse Inc.
www.flaghouse.com; 800-793-7900
Outdoor fitness and recreation equipment

Forms+Surfaces
www.forms-surfaces.com; 800-451-0410
Outdoor furniture, lighting and accessories

Frosty’s Park Equipment
www.parkequipment.com; 800-376-7897
Outdoor tables, grills and related park furnishings

Gerber Mfg. Ltd./The Great Outdoors Direct 
www.greatoutdoors.direct; 800-393-9923
Gerber-brand tables, benches, bike racks and
other outdoor products

Great American Direct
wwww.greatamericandirect.com; 757-229 0567
Mattresses and related products

Jamestown Advanced Products Corp. 
www.jamestownadvanced.com; 800-452-0639
Metal tables, benches and related park 
accessories

Kay Park Recreation 
www.kaypark.com; 888-468-5869; 877-KAY-PARK
Commercial outdoor furniture, park products and
accessories

Keystone Ridge Designs Inc.
www.keystoneridgedesigns.com; 800-284-8208
Wide variety of outdoor furniture, park products
and accessories

Landscape Forms
www.lcnoutdoors.com; 800-552-2267
Contemporary outdoor site furniture and furnishings

LCN Outdoors
www.barcoproducts.com; 800-338-2697
Outdoor furniture and site furnishings

Lee Recreation LLC
www.leerecreation.com; 800-775-8937
Playground and recreational equipment and site
furnishings

Leisure Craft Inc.
www.leisurecraftinc.com; 800-633-8241
Metal fabricator making outdoor site tables,
benches and other furnishings

Leisure Lite Industries
www.leisurelite.com; 800-553-0071
Aluminum furniture and products

Lynkris Patio Furniture Inc.
www.lynkris.com; 800-657-4644
Outdoor grade PVC furniture and products

Natural Structures
www.naturalstructures.com; 800-252-8475
Water slides, shelters and pavilions, site furniture

O’Brien & Sons Inc.
www.obrienandsons.com; 800-835-0056
Wide variety of outdoor recreation equipment

• 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

kinds of chairs, and tables, all of which are
available in smaller sizes for children.
“Campground owners are trying to get

guests to come back so they want a com-
fortable product, which ours is,” he pointed
out. “They want something that looks nice,
which ours do. And they don’t want to have
to spend a lot of time maintaining it and
they don’t want to have to replace it every

couple of years.
“We have a 10-year frame warranty and

everything that we have is built with com-
ponents. So if anything ever does break, I
can send the campground owners a com-
ponent. And the slings are always remov-
able, so if a stitch pops or one part of the
sling tears, they’re easily replaceable,”
Webster added. —Rick Kessler   WCM

Bruce Webster, owner of Lynkris Patio Furniture

Equipment Providers – continued on page 32
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A campground’s electrical infrastructure is becoming more important as many RVers
move away from an “unplugged” lifestyle, like these at the Port Huron, Mich., KOA.

Bringing Power to RV Park Guests is an 
Important Issue for Campground Owners
‘Given the energy consumption of the much larger RVs
today, the importance of a power outlet and a pedestal
is just a necessary item in today’s RV park management,’
said Lisa Senior, general manager of Hialeah Meter Co.

president of
K i n g s t o n ,
Wash.-based
Utility Supply
Group. “You
know, it’s like
going to a hotel
without Wi-Fi
and HBO. You
may not notice it
when it’s there,
but you cer-

tainly know it if it’s not — and you won’t go
back. It’s not a big positive, but it’s certainly a
big negative if you don’t have it,” Elliott said.
And many RV park operators are upping

their game. 

Anyone in the campground sector knows
that 50-amp service at sites is the new 
standard, eclipsing the old 30-amp service
and the once-upon-a-time 20-amp service.
At the top end of the spectrum, one 

California RV resort, the Springs at Borrego,
put in top-tier 50-amp electrical pedestals on
both sides of each pull-through RV site, al-
lowing owners the flexibility to set up camp
however they choose.
“That park,” Elliott explained, “is a top-tier

park that’s catering to people that are looking
for a top-tier park. It’s certainly a resort, and
visitors are looking for amenities.”
While that’s a drastic example, it’s not 

uncommon for park owners to perform 
upgrades in order to keep on top of mainte-
nance and stay at the forefront of guest 

demands. After all, as any small business
owner knows, that’s the key to staying in 
business.
“Given the energy consumption of the

much larger RVs today, the importance of a
power outlet and a pedestal is just a neces-
sary item in today’s RV park management,”
said Lisa Senior, general manager of Hialeah
Meter Co. in Hialeah, Fla.
And of course, that increase in power

As campers bring more and more elec-
tronics with them — whether in tents or in
RVs — and as RV designs allow outdoor 
enthusiasts to bring more of the comforts of
home to campgrounds, the need for reliable

electrical service today has grown into a
business imperative.
“I’m of the belief that having your park

with a solid infrastructure can differentiate
you from your competitor,” said Wade Elliott,

Wade Elliott

Hialeah Meter

www.carefreecommunities.com
mailto:bkim@carefreeresorts.com
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consumption by RVs has led to another trend
in RV park pedestals: More and more 
metering of electricity use at sites.
All of the experts consulted by Woodall’s

Campground Management said metering
continues to grow, with up to three-fourths of
pedestal purchases being for metered
pedestals — not to mention the purchases of
kits to retrofit meters onto non-metered
pedestals.
More and more meters, as well, are solid-

state meters with a digital display. Yet for
those who prefer the older technology, 
Senior said Hiahleah still has refurbished
electro-mechanical meters — the kind with
the spinning disc and the physical displays.
“We’re going to stand by the accuracy of the
refurbished meters used for the installation
of the pedestals and the installation kits,” she
explained, “and as long as we have a source
for them they will be offered along with the
power outlets and pedestals and parts 
necessary to repair an existing power outlet
and pedestal.” 
Not all pedestals are the same, either.

There are a variety of options, from the 
common gray boxes to unusual designs.
For instance, HyPower of Claremore,

Okla., brings its marine aesthetic and Power-
Snap panels to the company’s RV park offer-
ings, said Eric Farley, director of sales. “Our
PowerSnap panels allow for greater versatil-
ity, flexibility and
a lot less expen-
sive mainte-
nance. With
four screws you
pop the panel
off and all the
electrical, the
breakers are
right there.” 
It’s a heavier

unit with heav-
ier wire, which
is rated up to 200- or 400-amp service, 
depending on the chosen options, which
makes upgrades easy. “With 30-amp service
you can then step in and just change the
panel out and put in 50-amp. You don’t have

to rewire it,” Farley said.
While metering and 50-amp service have

been around for a while, the latest trend on
the upswing in electricity for campsites is
lighting — especially the use of energy-
efficient LED lighting. “One thing that’s new
and big is LED panel lighting,” said Maggie
Linnell, owner of Your Electrical Solutions in
Lake Orion, Mich. “People have been asking
for that. Milbank listened and they just 
introduced that,” she said in April. In fact,
within the first few weeks that feature proved
popular for Linnell’s company, which 
distributes pedestals from a variety of 
manufacturers, including Milbank.

Jamestown Advanced of Jamestown,
N.Y., also has LED-lit pedestals, said Liz Cald-
well, marketing manager for the company.
“In the last few years, we have been seeing
an upswing in the number of requests for
lighted units and units with pagoda lights,”
she told WCM. All of the company’s pedestals
have meter and pagoda-light options, which
place an “always-on” light on top of the
pedestal. “On the other hand,” she continued,
“our lighted units contain a photocell with 
an LED light and viewing window, which 
illuminates the breakers and receptacles 
inside the box and provides a clear site
marker from dusk to dawn.”
About a year ago, Jamestown Advanced

introduced a customized option which allows
campgrounds to get their logos cut into the
access door on the pedestal. “We have 
had great feedback from our customers,”
Caldwell said. “Our customers love to see
their name in lights.”
One trend that’s on the horizon is a push

to make meter reading easier for camp-
grounds. Utility Supply Group is working on
affordable remote-read metering systems, 
Elliott said.
And so are other vendors.

Maggie Linnell

HyPower has brought its marine aesthetic and
PowerSnap panels to the company’s RV offerings.

Electrical Pedestal, Meter 
Suppliers and Manufacturers
B&B Electrical 888-391-3802, 
www.bbelec.com, sales@bbelec.com

Eaton Corp. 800-723-8009,
www.eaton.com, rvsales@eaton.com

Global Test Supply 877-766-5412,
www.powermeterstore.com

Hialeah Meter Co. 800-654-0821, www.
hialeahmeter.com, sales@hiahleahmeter.com

HyPower 800-825-3379, www.power
pedestal.com, carolyn@powerpedestal.com

Jamestown Advanced Products Corp. 800-
452-0639, www.jamestownadvanced.com,
seckman@jamestownadvanced.com

LCN Outdoors LLC 800-552-2267, www.lcn
outdoors.com, lcnbasspro@yahoo.com

MarineSync 888-988-7962, www.marine
sync.com, info@marinesync.com

Midwest Electric Products Inc.
866-685-0577, www.midwestelectric.com,
patricia.hussey@ge.com

Milbank Manufacturing Co. 877-483-5314,
www.milbankmfg.com

RV Power Outlet 800-500-2320, www.rv
poweroutlet.com, power@rvpoweroutlet.com

Siemens Energy and Automation Inc.
800-743-6367, www.usa.siemens.com,
usa.800siemens.us@siemens.com

Texas Meter and Device Co. 254-799-0261,
www.texasmeter.com, ed@texasmeter.com

Utility Supply Group 800-800-2811,
www.go-usg.com, info@go-usg.com

Vision Metering LLC 803-628-0035,
www.visionmetering.com, info@
visionmetering.com

Your Electrcial Solutions 855-644-2400,
www.yourelectricalsolutions.net,
sales@yourelectricalsolutions.net

www.monarchcoin.com
www.powerpedestal.com
www.powerpedestal.com
www.rvpoweroutlet.com
www.rvpoweroutlet.com
mailto:info@visionmetering.com
mailto:info@visionmetering.com
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Terry Linnell, co-
owner of B&B Electri-
cal in Keego Harbor,
Mich., said, “People are
interested in mass me-
tering, radio-frequency
metering for electric
meters. It’s a cool de-
vice where they can
just buy software
through us and the
electric meters essen-
tially read themselves
and pop up on a laptop
(program).
“The meters have to

be a radio-frequency
meter,” she continued,”
and we sell the soft-
ware that gets installed
and you can read it that
way.”
The problem with

that technology right
now, maintained
Hialeah’s Senior, is that

it’s not yet ready for prime time. “It’s so cost-
prohibitive. Campground owners are so used
to buying a meter for $26, and when you add
the cost of remote reading, the cost skyrock-

ets,” she explained.
Like Utility Supply

Group, Hialeah is
working on a lower-
cost solution for camp-
grounds. “It has to
happen,” Senior as-
serted. “We’re just not
there yet. Sure, I could
sell the campground
owner a system with
communication and
upload the data right to
their laptop, but you’re
looking at $10,000 to
$15,000 just for the
software and retro-
fitting the meters.
We’re going to get
there, given where we
are today with tech-
nology. We’re just not

members in Las Vegas in December,
Weideman gave an example of one small
campground’s benefit with just one Peak
Energy Saver installed on an electrical
loop that served 16 RV sites.

“That’s all that was on there. She
spent about $400. In three months she
made her money back in savings — and
has been saving ever since,” he said,
showing the analysis. “Various camp-
grounds across the country are doing
this right now.” 

Weidemann described the way the
Peak Energy Saver works in as simple a
way as possible. “It’s capturing magnetic
energy that is used and sends it back
into the system. “For example,” he ex-
plained, “take a ceiling fan. It runs off a
motor. You buy electricity to build that
magnetic field. The next chunk gives
that motor a little push. It just goes back
and forth 60 times a second. When that
voltage drops, that magnetic field col-
lapses, and it gets converted back into
electricity that goes back to the power
company. You bought it and now you’re
sending it back. 

“What we’re doing,” he continued, “is
we’re capturing that energy — that
would otherwise have been returned to
your power provider — in your camp-
ground so that when that voltage comes
back up and you’re ready to rebuild that
magnetic field, it’s coming from the Peak
Energy Saver first and that way you’re
buying less from the power company.” 

It works with any size of motor, he
said, and it’s compatible with camp-
grounds that use solar or wind power for
some of their electrical needs.

The Peak Energy Saver runs from
$480 to $5,000, depending on which
model the RV park needs. They run from
six inches by eight inches by four inches
and up, and an electrician can install it
inside or outside in as little as 30 minutes.

Contact: Peak Energy Technology LLC,
888-613-7775 www. peakenergytech.com.

William Weideman, chief operating
officer of Peak Energy Technology
LLC, has an unusual electrical compo-
nent for RV parks and campgrounds: An
electricity recycler.

“The products we sell help people 
recycle, reuse electricity,” he said. “Most
campgrounds are seeing about a 15% 
to 20% reduction in the number of 
kilowatt hours they purchase.”

Not only does it help the bottom line,
it also makes the campground more
“green” by cutting down on electrical
usage, which, in turn, is often generated
by burning coal, Weideman said.

The Arlington, Texas-based company
offers its Peak Energy Saver in various
residential and commercial capacities,
from single-phase to three-phase electri-
cal service.

“There are different variables that
come into play: The different kinds of
motors and electrical requirements you
need downstream — from water pumps
to refrigeration — how old they are, the
demands of all kinds of electronics and
so forth,” said Weideman, whose 
company analyzes electrical usage.

Peak Energy participates in the Na-
tional Association of RV Parks and
Campgrounds’ (ARVC’s) Plan-It-Green
program, and when he met with ARVC

A Different Electrical Offering

Jamestown Pagoda
Light and Box

there yet.”
Caldwell of Jamestown Advanced didn’t

address the remote-read meter issue directly,
but said as technology advances, “we have
some products coming down the road that I
know our customers will really enjoy.”

It Doesn’t Have to be Overwhelming
With all the options available, it’s easy to

view electrical upgrades as an overwhelm-
ing prospect, depending on the size of the
campground. However, it doesn’t have to be
a huge effort or expense — especially if park
operators do things on an ongoing basis 
instead of putting them off.
“Do something every year,” Elliott sug-

gested. “Put money back in your business
and increase your infrastructure to provide
the best experience for your customer.” 
While water features or game rooms or

trails or park beautification can be important,
he added, “you also have to have money in
the budget so on the biggest day of the year,
you don’t have customers complaining about
a low-voltage situation or breakers that keep
tripping. Bad electrical is a problem, but good
electrical is expected.
“If you’re in tune

with your park, you
know where the com-
plaints are coming from.
You may have to split up
a run of pedestals to
avoid a low-voltage sit-
uation,” Elliott ex-
plained. “That may
require digging in the
dirt, but you don’t have
to replace everything.
It’s little things like that
you can do to make a
guest’s experience
(memorable),” he said.
Caldwell of

Jamestown took a sim-
ilar view. “RV power
outlets are one of the
most important compo-
nents of the guest expe-
rience. Without
electrical units most
guests would have no way
to enjoy the luxuries that electricity has to
offer. Electrical units definitely make for a
much more enjoyable user experience.”
Maggie Linnell added, “It’s not over-

whelming. It’s a very simple thing to do. I’ve
got some parks that are replacing eight
pedestals at a time. It’s so much easier to do
them in stages, upgrading little by little. It’s
easy, since they’re hardwired,” she said.
Even if you aren’t adding sites or doing new

construction — heck, even if you aren’t adding
pedestals — Elliott emphasized, “Every year
you should do maintenance on the pedestals
and fix problems.” 
A properly maintained pedestal can last

B&B U5300 075L

B&B Electrical’s, Matt Linnell,
Jen McBurney and Tery Linnell

Your Electrical 
Solutions Pedestal

Power to RV Parks – continued on page 30

www.yourelectricalsolutions.net
mailto:sales@yourelectricalsolutions.net
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In 2010, North Texas Jellystone Resort didn’t even have a playground. Today, the park is
putting the finishing touches on a 26,000-square-foot ‘Pirate’s Cove’ waterpark and also
features a 13,500-square-foot family entertainment center.

While a waterpark is a big draw, the Rustic
Creek Ranch Resort still features rustic,
natural beauty among its acreage.

If there’s one thing passers-by might get
from a glance at Rustic Creek Ranch Re-
sort at North Texas Jellystone in
Burleson, Texas, it’s that families are wel-
come. That will be even more apparent
come Memorial Day, when the resort pub-
lically unveils its newly renovated Pirate’s
Cove waterpark, which recently received a
$1 millon upgrade. 

“We’re very excited about the new 

Pirate’s Cove,” said General Manager Steve
Stafford. “The previous waterpark was ex-
tremely popular and now it’ll be even bigger
and better. We think it’ll be a hit with the
surrounding community and with visitors.” 

The new Pirate’s Cove attractions will 
include a 60-foot tall Kamikaze Slide that
provides a nearly vertical drop as well as a
60-foot tall “fast track” with six side-by-side
lanes that provide a 350-foot-long slide. The

park also is installing two 40-foot-tall
corkscrew slides that dump into a swim-
ming pool, a paintball play area and a new
food court. 

Other new features will include a 700-
foot-long lazy river with zero-entry lagoons
and a stage area for concerts and “dive-in”
movies, which can be seen from a 
swimming pool. 

This brings the cove’s total real estate to
26,000 square feet with seven water slides,
a pirate-themed structure, a floating lily pad,
a ropewalk, 28 cabanas and an activity pool. 

And, while the towering slides will be the
park’s most visible entertainment feature for
those who drive past on nearby Interstate
35W, the park also features a 13,500-square-
foot family entertainment center that in-
cludes a food court, a climbing structure,
bowling, laser tag, a frog-hopper ride and
more than 40 interactive and arcade games.

Stafford readily admits that, with the
massive entertainment complex, running
the park is like running two good-sized
businesses — and, in fact, it often feels more
like three or four. 

“We also have three beautiful meeting
halls of a couple different sizes on site,” he
said. “So any given weekend, we could have
a wedding, a family reunion and then, in the
Bear’s Den hall, Yogi’s doing his thing.
There’s not a lot of down time.”

Finding the Right Niche
It’s also fairly remarkable to learn that,

just a few years ago, Rustic Creek Ranch
had a very different atmosphere. 

“Up until 2010, we didn’t even have a
playground in this campground,” Stafford
said. “It just basically screamed ‘no kids al-
lowed.’ It was an adult park. It had an adult
pool. We did have a family pool, but it was
at the far end of the park.” 

For park owner Ronald Bowyer, the
journey to establishing Rustic Creek as a
family entertainment mecca was a slow one
that took a few turns. Bowyer purchased the
park in 2000 under the name RV Ranch. He
began adding cabins and making improve-
ments to the park structures. Stafford came
aboard in 2009 and, looking to make the
park more marketable for weddings and
corporate events, they changed the name to
Rustic Creek Ranch. Still seeking ways to
make the most of the 72-acre park, they
took a suggestion and began exploring the
idea of joining the Jellystone franchise. 

“Around October of 2010, I started 
randomly calling Jellystone parks, told them

Focusing On Family — and Making a Splash

CAMPGROUNDPROFILE

The north Texas park caters to every type of camper, all
the way up to pull-through sites for class A motorhomes.



for the waterpark alone is roughly 35,000
people per summer. 

With general admission ticket prices at
$12.99 as well as ancillary concession sales,
reaching that visitor goal would mean help-
ing to recoup the expansion investment
within a few years.

On the RV Side
With all the focus on the entertainment

complex and event planning it would be
easy to neglect camping, the original bread-
and-butter business of the North Texas
Jellystone, but Stafford said they are 
committed to improving and expanding
that aspect of the resort as well.  

Even with the huge waterpark addition
and the nearby Interstate highway, the park
still boasts a lot of wooded beauty with 72
acres of mature trees, and the park and keeps
adding more ways for people to enjoy it.

“We’ve continued to add cabins and
rental RVs, so those options keep expand-
ing,” he said. “And we still offer tent camp-
ing, which keeps the customer base very
broad. That’s something that may set us
apart from some of our peers in the industry.
A customer can have a tent site at our prop-
erty for $25 or a deluxe lodge up to $237.
We can get into that price range for 
families.”

In addition to offering a diverse range of
lodgings, Stafford said they have begun 
experimenting with techniques not tradi-
tionally used in campgrounds to take 
advantage of the seasonal surge of supply
and demand. Specifically, taking a page from
the hotel and airline industries, they
brought in a consultant to help them imple-
ment a revenue-management system. 

“I think campgrounds could definitely
get into this,” Stafford said. “It’s where you
raise or lower the rate depending on com-
pression or those periods of full occupancy.
For example, it’s the same concept as how
two people wouldn’t pay the same price for
airline tickets or hotels depending on when

who we were and asking, ‘Would you rec-
ommend it? What do you like?’ those sorts
of things,” Stafford said. “And all of them
were singing out of the same hymnal: ‘It’s
the best thing we ever did, we couldn’t be
happier,’ that sort of stuff.”

After touring another Jellystone park in
the area, sitting in on a Yogi Advisory
Council (YAC)meeting and traveling to the
Jellystone Park of Western New York for
more tours, Bowyer and Stafford took the
plunge in 2011 with Leisure Systems Inc.
(LSI), the Milford, Ohio-based franchisor of
the Jellystone network, and Rustic Creek
Ranch became a Jellystone franchisee. 

For Stafford, one of the things that made
the biggest impact was hearing about the
strong family atmosphere at other Jellystone
resorts. 

“We drank the punch,” Stafford joked.
“It wasn’t long before we were also singing
from the Jellystone hymnal.” 

With the uptick in their business, it’s easy
to see why. 

“Joining Jellystone has catapulted our
length of stay, our number of camper nights
and the number of people in the park,”
Stafford said. “We’ve had months anywhere
from 10 to 28% revenue increase. We’re
doing wedding and corporate groups and all
those things took off as well.”  

The infrastructure and support network
of the franchise and other franchise owners
played a vital role in that success, he 
explained. 

“We got just tons and tons of support not
only from the franchise itself, but also from
the other parks,” Stafford said. “So we 
decided to add on a water park in 2012.
Now we’re expanding that to pretty much
triple the size.”

The rapid growth has also considerably
ramped up staffing levels. Stafford said the
park currently employs around 50 staff
members, but expects that number to rise
to 250 during the summer after the water-
park opens. Their current visitor projection

they make the reservations.”
While some in the outdoor hospitality

sector might balk at the idea of not offering
a set rate regardless of the date of booking,
Stafford believes that customers are getting
used to the concept that the early bird gets
the worm when it comes to rates.

“We meet every week and decide
whether we need to go up or down on pric-
ing,” he said. “If you’re full already, it’s kind
of hard to maximize revenue, but you can
hold back maybe ten or so sites during the
busy season and then wait to sell those until
you get a couple weeks out, then sell them
at a premium, add $10 or $15 to those

campsites. It’s kind of new thinking within
the campground industry.”

As for marketing, Stafford said that the
park does give a lot of attention to their web
presence and improving their search engine
optimization (SEO), but according to their
surveys, they are still generating more visi-
tors through traditional means. 

“We’re right off the freeway on I-35W, so
we get about 60,000 people a day that drive
by,” he said. “According to our survey 
our top three traffic generators are, first,
drive-by, then friends and word of mouth,
and then the website.”

People Over Buildings
While it’s certainly evident that the lead-

ership of North Texas Jellystone believes in
heavy infrastrucutre investments to elevate
their mega-park to ever-more-mega 
standards, Stafford emphasized that 
employees are an even bigger component in
the park’s formula for success.

“I think success always comes down to
your people,” he said. “Anybody with the
money can build a state-of-the-art facility:
Have a waterpark, the best Wi-Fi, a beach,
whatever it is. But the difference comes
down to your people. 

Campground Overview
Name: North Texas Jellystone at
Rustic Creek Ranch Resort
Address: 2301 S. Burleson Blvd.,
Burleson, TX 76028
Number of Sites: 235 RV sites, 80
rental units from cabins to trailers.
Physical description: Park-like set-
ting with mature trees and conven-
ient freeway access on 72 acres.
Amenities include an on-site water
park, Pirate’s Cove Grill, family 
entertainment center with indoor
play structures, arcade and bowl-
ing alley, four banquet halls and
two outdoor pools.
Season: Open year round. 
Rates: $35 to $75/night during high
season for standard pull-through
sites; $25 to $50 during low season;
Tent sites available for $25 low
season, $35 high season.
Camping cabins: A variety of 
options available, from rental RVs
to rooms in the on-site bunkhouse
and farmhouse, as well as several
types of cottages. Rentals start at
$59/night low season, up to
$300/night high season.

Website: www.northtexasjelly
stone.com
Contact information: (817) 426-5037,
info@northtexasjellystone.com

Rustic Creek Ranch Resort at North Texas Jellystone
is heavily invested in on site amenities such as
swimming pools, water parks and other features.

Tent sites on the edge of the woods are popular for family fun.

Despite all the amenities, park officials say
the staff is what makes the difference.
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“I think it’s important to empower your
people to grow and get better than they
were last week,” he opined, by doing things
like “taking them to conventions, giving
them articles, inviting people into speak. 
I want my people to be able to make 
decisions on the fly and to get to the point
to where they don’t need me.”

Like many campground operators, it’s
also the people that Stafford finds most 
rewarding about the work. 

“Working with the staff on a daily basis
and building a great team is one of the most
rewarding aspects for me,” he said. “And
seeing the families enjoy themselves is the
other, just seeing happiness and kids being
able to get messy and it’s okay, the hayrides,
those types of things.

“We’ll continue to do customer service
training to get better. It’s not me and it’s not
the owner — it’s all those people that make
the park run,” Stafford explained. “Every
one of those people is very important to the
success of our park — and any park.” —Ty
Adams   WCM

A number of cabins and RVs are available
for rent at the park — some with truly
unique furnishings.

www.northtexasjellystone.com
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For generations, Utah’s Bear Lake —
often called the “Caribbean of the Rock-
ies” — has been a favorite playground for
summer fun and outdoor recreation in
Utah. Now, the area’s first-ever glamping
resort is preparing to make its debut.
According to its founders, Conestoga

Ranchwill redefine Bear Lake camping for
families and groups. 
“With glamping’s popularity skyrocket-

ing in the West, my partners and I recog-
nized the potential for an upscale,
comfort-camping experience at Bear
Lake,” Tom Hedges said in a release an-
nouncing the resort. “Bear Lake has the
perfect blend of family oriented tourism,
mountain and lake recreation, and poten-
tial for new development. Our vision calls
for a glamping resort of unprecedented
scale in Utah.”

Conestoga Ranch is a collaborative ef-
fort between Hedges, Tom Hendrick, Larry
Bettino, Mike Knapp and Rich Smart.
In addition to serving as the perfect

base camp for Bear Lake vacations, Con-
estoga Ranch is an ideal place to overnight
for those traveling the Rocky Mountain
states. The resort is located about midway
between Salt Lake City, Utah, and Grand
Teton National Park in Wyoming.
Opening July 1, Conestoga Ranch will

encompass 18 acres, accommodate up to
160 guests at a time and overlook the lake.
The resort is specially designed to make
camping easy, cozy and comfortable.
For overnight accommodations, guests

can choose from glamping tents and 
authentically styled conestoga wagons.
Both the tents and the wagons will be 
outfitted with soft beds and fresh linens —
and even the tents will boast en suite 
bathrooms with hot showers.
Resort amenities will include a game

tent, main lodge with restaurant and bar,
shake shack, bath house (bathrooms,
showers, laundry) and activities field. 

Paddleboards and other water-recreation
equipment will be available for rent. 
On-site diversions will include live enter-
tainment and rodeos.
Located in the timber-framed lodge, the

Campfire Grill will serve breakfast and din-
ner and prepare customized picnic baskets
for daytime outings. The dinner menu in-
cludes gourmet grilled steaks and salads.
Patrons can watch cooks in the demon-
stration-style kitchen bake pizzas in a
wood-burning oven. The Campfire Grill —
and a small bar accessible through saloon-
style swinging doors — also will offer a
carefully curated selection of craft beers
and fine wines.
Adjacent to the lodge will be the game

tent — a kids’ haven with Ping-Pong table,
arcade games and video games — and ac-
tivities field. The resort’s general store will

carry a selection of vacation essentials,
along with Kobe-style beef hot dogs and
s’mores for campfire snacking.
In addition to eight traditional-style

glamping tents, the resort will feature 16
custom-crafted conestogas for overnight
accommodations. The wagons are mobile
to allow the formation of customized 
“encampments” to accommodate the
number of guests in each party.
“The wagons will add an Old-West am-

biance to the resort, and a uniquely fun
sleeping experience,” noted Hedges.
“Whether they choose a tent or a wagon,
guests will camp in complete comfort,
without having to sacrifice precious 
vacation time prepping for their visit.”
Once the resort location and concept

were established, the partners formed
Canvas & Company and began manufac-
turing the tents and wagons. They are built
in a shop just south of Garden City, Utah.
The tents and wagons also are available
for purchase outside of the glampground.
For more information visit www.conestoga
ranch.com. WCM

Conestoga Ranch in Utah Introduces 
Western “Glamping Resort” Concept

“Circle the wagons” will actually be an option for groups
at Conestoga Ranch with their custom conestoga rentals.

While technically tent camping, the rental tents are far from roughing it.

http://silver-top.com
www.phelpshoneywagon.com
www.hireaworkamper.com
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Q&A CONVERSATIONS

WCM: How did you end up at
KOA?
Atkinson: I started at KOA in July of

2006 as KOA’s director of facilities for
company owned properties.
WCM: What were you doing 

before?
Atkinson: I was involved in several

different businesses. Years ago, I worked
as finance manager at a Chevy dealership
in Billings. After that, my wife and I
started a heavy underground construc-
tion business. I had a business partner
who was a heavy-equipment operator.
We eventually grew the company to the
point where we had 40 employees and
were doing a lot of government work,
mainly water and sewer plants, ponds,
highway work and storm drains. We sold
that company in June of 2006 and I went

camping in the mountains for about a
week. When I came back, I was doing
some resume work in an office right
downstairs from KOA and I learned they
were hiring and that they were looking
for a director of facilities development.
After nine hours of interviews, I got the
job.
WCM: How did you wind up over-

seeing KOA’s park model business?
Atkinson: In 2007, Pat Hittmeier,

who was head of development (now
president), came into my office and said,
‘You’re going to be our new park model
guy.’ And I said, ‘What’s a park model?’
KOA had a fledgling park model product
at the time. But they needed help with it.
WCM: Why was KOA interested in

park models?
Atkinson: KOA really saw park mod-

els as profit centers.
WCM: So what did you do? 

Former KOA Executive Atkinson Takes the Reins at ‘Bucket List’ Mount Rushmore KOA

For more than six years, Mike Atkinson has been the “point
person” for park model RV rentals at the corporate headquarters
of Kampgrounds of America Inc. (KOA) in Billings, Mont.

In fact, from 2008 to 2014, Atkinson became a high-visibility
individual in both the campground and mainstream RV industry
as he helped guide KOA franchisees and corporate-owned camp-
grounds as they added more than 2,000 park model rentals to the

KOA network — making KOA one of the
largest park model buyers in North America
and a major force in the campground rental-
accommodations business.

But as one might suspect, Atkinson spent a
lot of time on the road meeting with park model
manufacturers and KOA franchisees as KOA’s
park model program manager.

That meant more and more time away from
his wife and two children.

So when the 44-year-old native of Eau
Claire, Wis. learned that Recreational Adven-
tures Co. was looking for someone to serve as
general manager for the Mount Rushmore
KOA, the second-largest campground in the
KOA network, as well as the neighboring his-
toric Palmer Gulch Lodge in Hill City, S.D., he
took it.

Atkinson started work in his new position in early January —
nearly five months ahead of the park’s May 1 opening. Woodall’s
Campground Management Editor at Large Jeff Crider caught up
with Atkinson recently and asked him to reflect on his work help-
ing KOA grow its park model rental business and his new job role
overseeing the Mount Rushmore KOA and Palmer Gulch Lodge.
Following are highlights of their conversation.

‘I think the only way I can advance in the industry is to have campground 
operating experience. I think the operators are where the rubber meets the
road,’ Atkinson told WCM while preparing the 574-site park for the 2015 season

Atkinson: My job was really to ex-
plore park models to see if they could
become a viable revenue generator for
KOA. But in order to do that, we had to
bring the price down to the point where
the price of entry was more accessible to
parks with 100 sites or more.
WCM: And you eventually worked

with Cavco to develop custom 
designed rental units for KOA. 
Atkinson: Tim Gage of Cavco and I

Mike Atkinson (right) pauses with Mount Rushmore KOA management team members
(from left) Dean Karschnik, Billie Getman, Danielle Akey and Stacie Anderson.

sat down and, through numerous meet-
ings, we took a product that was $42,000
and produced a $22,000 house. We
made some mistakes, but none of them
were fatal. It’s all been fixed. We also
spent a lot of time working with our
franchisees to help them understand the
park model product and whether it made
sense to them or not.
WCM: When did KOA start push-

ing park models? 
Atkinson:We introduced this idea to

KOAs at our 2008 convention. Once we
did this, the idea exploded. We sold
more than 400 units that year. And 
between 2008 and 2014, we added more
than 2,000 park models to the KOA 
system.
WCM: It is widely known in the

campground business that park mod-
els generate at least triple the revenue
of a typical RV site. But are there any
misconceptions campground opera-
tors have about park models and
what they can do for their parks?
Atkinson: Because of the successful

marketing of park models, some parks
thought that park models were a ‘silver
bullet.’ But campgrounds often have
other issues that a park model can’t fix.
Oftentimes, there are customer service
issues or other things that need to be
fixed at the park to increase occupancy.
WCM: Recreation Adventures Co.

owns 11 KOAs, a hotel, and manages
parks for government agencies, but it
is separate from KOA itself. It’s a KOA
franchisee. How do you feel being on
the franchisee end of the spectrum
now? 
Atkinson: I was at KOA corporate

headquarters for nine years. I love KOA
as a company. I believe in the company.

Q&A Conversations – continued on page 30

South Dakota’s Black Hills make an impres-
sive setting for the 574-site park.

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


VENDORSCAPES
New Accessories and Services 
to Upgrade Your Campground

Avid Credit Card Services
Robert Brouwer, regional sales director

for Avid Credit Card Services, said the
20-year-old company based in Birming-
ham, Mich., sells “anything that a business
would use to process transactions — 
particularly electronic transactions like
credit cards, debit cards and gift cards.”

Avid focuses on small to medium-sized
businesses, such as campgrounds and
restaurants, and provides point-of-sale 
systems and credit card terminals as well
as assisting businesses with online 
payment services.

Lately, his main effort has been educat-
ing clients on the impending switch to
chip-enabled credit cards. The new credit
cards are designed to deter fraudsters who
reprogram strip-enabled cards with stolen
identity information.

“Issuing the chip cards eliminates that
sector of fraud because these chip cards are
nearly impossible to reprogram,” Brouwer
said, adding that the changeover takes 
effect in early October this year.

He added that there will be three levels
of security, with the familiar strip-enabled
credit cards being the lowest. The next
level will be chip-enabled credit cards
along with a signature, while the most se-
cure transaction will be a chip-enabled
credit card along with a personal identifi-
cation number.

His advice for campground owners who
accept reservations online is to wait and
perform the electronic transaction once the
guest arrives. As far as equipment, he said
some countertop credit card terminals
might only need a plug-in attachment.
Many campground owners will find they
need an entirely new terminal, though,
which would cost about $500, he said.

Another factor to consider, Brouwer
mentioned, are parks whose software sys-
tems accept electronic transactions. These
programs now need to be officially certified
as chip-card ready by the banks processing
those transactions, which has created 
a bottleneck of people waiting for their 
certifications. Brouwer said people just
need to be patient and continue operating
their business as they normally would,
with the understanding that eventually
their systems will be certified.

For more information, visit www.
avidpays.com.

Fluid Manufacturing
Fluid Manufacturing started 26 years

ago when the California State Parks system
approached the Lodi, Calif., company to
develop a way to regulate shower usage.
People taking showers would leave the
water running after they were done, creat-
ing needless waste of resources and money.

Parks officials said the criteria for the
regulator was twofold — it needed to be
dependable and it needed to be automatic.
Fast forward to today and many of the
same machines first installed 26 years ago
are still in use, said Pete Parafin of Fluid
Manufacturing.

After listening to customers, Fluid
Manufacturing has come out with a new
push-button control system for 2015.
While previous control systems were
coin- or token-operated, Parafin said park
owners no longer wished to charge for the
shower, instead incorporating the costs
into the campsite fee. The push button
still controls the shower, from 15 seconds
to 15 minutes, but without the need for
coins or tokens.

Also for 2015, Fluid Manufacturing also
is offering bill changers, coin counters and
control systems that will regulate air con-
ditioners, primarily used by tropical hotels.

For more information, visit www.
fluidmfg.com.

Emerald Fx
Emerald Fx of Norwalk, Ohio, is a

fiberglass shop that has manufactured
water parks and related components for
more than 20 years. For 2015, the com-
pany is introducing the Drench Deck, a
smaller splash ground that is assembled as
snap-together, all-in-one kit.

The Drench Deck is the company’s so-
lution for campground and park owners
who can’t afford costlier water parks that
can run several hundred thousand dollars,
said Emerald Fx’s Chuck DeCaro.

“Over the last three years we developed
it, designed and engineered it so now we’ve
got an alternative splash ground that is a
lot more affordable, very easy to maintain
and operate. It only has about 50-amp
service you need for electric and a 3/4-inch
water line,” he explained.

Emerald Fx can install the Drench
Deck, or it can provide the design and
drawings for park owners who want to do
it themselves. The Drench Deck is available
is several sizes, ranging from 12-by-10 feet
to a 24-by-20 feet, and a wide variety of 
interchangeable accessories. The cost, De-
Caro added, is anywhere from a third to

Robert Brouwer

Pete Parafin and Linda Parker

Chuck DeCaro
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New Hose Restrictor,
ask for the

“GATOR”!

NEW
PRODUCTS

Beats the
rubber donut

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

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

William Watts
1331 Hansberry Lane, Ormond Beach, FL 32174 

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

wwatts@gate.net

http://crs4rec.com
www.primekarts.com
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half the price of a conventional water park.
“It’s just a real nice system with all qual-

ity mechanicals and pumps, filter, the
whole nine yards,” DeCaro mentioned,
adding they have already installed Drench
Decks in several campgrounds across the
country. 

For more information, visit www.
emeraldfx.com.

Dura-Bilt Products
Dura-Bilt Products, based in Wells-

burg, N.Y., has been providing a variety of
RV awnings, roofs, slideout covers, sun-
rooms and screen rooms since 1958. The

company’s products typically appeal to
park model RVs and the seasonal camper,
and offer a method of ensuring a quality
campsite for both the RV and park owner.

“Most campgrounds are interested in
our insulated roof panel, which carries a
good snowload, and the glass or screen
room. There are a few who buy just an
awning to cover an existing patio or deck,”
said Larry Olmutz, a regional sales 
manager for Dura-Bilt Products.

Olmutz said when Dura-Bilt first started
it catered to the manufactured housing 
industry, but has since added RVs to its
product mix. “It’s been a real positive for
us,” he said.

Dura-Bilt’s products are offered to camp-
ground owners, who in turn will sell them
to their seasonal campers.

For more information, visit www.
durabilt.com.

Jungle Jumparoo
Some people might recognize the Jun-

gle Jumparoo. Owner/inventor Steve Mc-
Murtrey appeared on the “Shark Tank”
television show in an unsuccessful at-
tempt to enlist financial backing from the
show’s stars.

Those would-be investors missed out
because the Jungle Jumparoo, a play struc-
ture in which kids jump on an inner tube
encircling the base of colorful metal poles,
has really taken off.

“You can have it inside the house or you
can put outside. We have a sprinkler for it
so you can wet it down and have fun with
it. There’s a rope where you can swing be-
tween the bars. It’s good for ages 2 on up. I
enjoy jumping on it and I’m 58 years old,”
said Randy Sondalle.

Sondalle, who owns Pineland Camp-
ing Park in Arkdale, Wis., with his wife,

Connie, first came across the Jungle
Jumparoo last fall and thought it was a per-
fect addition to their campground. The two
partnered with Lori Severson, director of
the Wisconsin Association of Camp-
ground Owners, to distribute Jungle
Jumparoo.

“This I think really fits the mold for any
kind of campground. You just set it out
there and it gives the kids something to
jump on and have a really super great time
on it,” Sondalle said, adding the larger of
the two models costs $399 while the
smaller version is $268.

For more information, visit www.
junglejumparoo.com.

Premier Outdoors
Dave Paczocha, a lifelong outdoors 

enthusiast, started Premier Outdoors in
2004 with the intention of bringing to mar-
ket a greener way for campers to start a
campfire and light charcoal. From there,
the company grew to include a variety of
firestarters as well as other products, such
as charcoal, briquettes, disposable grills,
fire rings, chairs and coolers.

“One of my biggest keys is how to get
rid of lighter fluid, which is a cancer-
causing agent and a haz-mat product,” 
Paczocha said. “The firestarter products
that I carry actually start charcoal better,

faster, at a better price point and using up
less shelf space.”

Paczocha said his products are “Go

Green, Go Safe,” meaning they are envi-
ronmentally safe. Even the fire rings, with
a solid bottom that prevents contaminants
from reaching the ground, are good for the
earth. 

“We have the only ‘Go Green’ charcoal
that from the time you light it to the time
you cook on it is three minutes, and with
no petroleum,” he added.

For more information, visit www.pre-
mieroutdoorsllc.com.

Hershey Ice Cream
What’s better on a hot summer night than

a cool double-dip of ice cream? Many camp-
ground owners think the answer to that is

just about everyone, so that’s why they carry
ice cream as part of their retail operations,
and one vendor supplying that facet is 
Hershey Ice Cream of Harrisburg, Pa.

“We supply the equipment, training and
signage for the novelty program or the 
hand-dip program,” said Steve Lau, an area
manager with Hershey Ice Cream. “There’s
no up-front cost to you. We don’t charge for
any of the equipment or any of the training.
We want you to sell our product. We believe
in our product so we offer a complete pro-
gram. We’re not just here to sell ice cream.”

Programs run the gamut, from a simple
cooler with novelty treats all the way to an
ice cream parlor where Lau will show you
how to make ice cream treats such as banana
splits, sundaes, smoothies and the like.

For more information please visit 

Larry Olmutz

David Paczocha

Steve Lau

Randy and Connie Sondalle

www.hersheyicecream.com.

Habortouch POS Systems
Bud Cramer of Harbortouch, a point-of-

sale (POS) systems and credit card services
provider based in Swartz Creek, Mich., said
very few campgrounds use a POS system,
which is unfortunate because of the benefits
they provide.

“They can run their business better,”
Cramer said. “If they have a camp store, it
will keep track of what they’re selling in the
store. They can be used as a time clock for
their employees. They can actually go in, 
depending on what system they use, and
find out what their sales were by hour so
they know how to staff. Depending on the
campground and what kind of system they
get, they can also do reservations.”

Cramer said POS systems have improved
tremendously over the years, while at the
same time their price has dropped. Harbor-
touch offers two POS systems: One costs
about $3,600 over three years while the
other is $39 a month or $1,400 over a three-
year period.

Cramer added that with the October
changeover to chip-enabled credit cards,
campground owners would need to have
chip-ready credit card machines. He 
suggested owners seek companies like 
Harbortouch that provide such machines for
free rather than buying or leasing one.

Visit www.harbortouchofmichigan.com
for more information. WCM

Bud Cramer (left) and Jamie Hamp

www.premieroutdoorsllc.com
www.bookyoursite.com
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Heavy Duty 
American Made 

Campground 
Equipment

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

Call toll free or
visit our website 

to receive a 
free catalog.

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

800.732.4602
www.Chadwickmfg.com
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two decades or more in many climates, the ex-
perts told WCM, and maintenance isn’t difficult.
“While the power is secured, check your

pedestals. Make sure lugs are tightened,
screws are tightened and clean out the re-
ceptacles, making sure bugs and other

wildlife aren’t in there,” Elliott said. “If
you’re making sure receptacles are nice
and clean and your breakers aren’t on their
last legs,” he continued, “you’re providing
the best experience for your customers. It’s
important from an aesthetic standpoint and
from an operational standpoint.”—Justin
Leighty   WCM

Utility Supply Group Pedestal

I believe in the franchise model. But I
think the only way I can advance in the
industry is to have campground operat-
ing experience. I think the operators are
where the rubber meets the road.
WCM:What prompted you to leave

KOA corporate and take over opera-
tions of a park at the franchise level? 
Atkinson: The lifestyle is one of the

big reasons. Before I was traveling all the
time. I needed to sit still a little more, be
my wife’s husband, watch my kids grow.
Elaine is 12 and Oliver is 10. And I think
this is a great place to raise kids.
WCM:What are your days like? 
Atkinson: It’s a crazy amount of

work. Just crazy. Right now I’m getting
up to speed on capital projects. We’re
putting in new work camper sites this
year and we’re adding a new bike barn.
We’re mapping water and sewer 
improvements. During the day, I’m out
in the park with contractors and staff 
fixing bikes, washing backhoes and 
getting the park ready for spring.
WCM:How many sites do you have

altogether? 
Atkinson: We have 574 sites 

altogether. And we have 165 accommo-
dations. These include 55 camping 
cabins, 11 Deluxe Cabins, which are
park models, 63 hotel rooms and 36
Palmer Cabins, which were built in 
the 1920s and ’30s, and six beautiful
mountain homes that sleep eight to 14.
We also have three different restaurants

and concessionaires who manage rental
cars, ATVs, UTVs and horses. We also
have three stores, one of which is called
Grapes and Grinds. It’s a specialty wine
and coffee store. 
WCM: Who is your market demo-

graphically?  
Atkinson: We are a ‘bucket-list’

campground. We are five miles from
Mount Rushmore. We have more than
1,000 miles of world-class mountain bik-
ing trails. So the vast majority of our
clientele is national and comes from
more than 750 miles away. Only 10% of
our guests are local.
WCM: How is business shaping up

this year?  
Atkinson: We are poised to have 

a record year. The last time I ran the 
report, we were up 24% compared to last
year. When I look at the reservations 
on a daily basis, you can’t discern a
Wednesday from a Saturday at this park. 
WCM: What do you think is driv-

ing the higher reservation numbers? 
Atkinson: I think we may be seeing

reservations happening earlier because
gas prices are so low. I think people are
planning earlier. We also have some 
special events this summer. This year is
the 75th anniversary of the Sturgis Mo-
torcycle Rally in the Black Hills. WCM

The Palmer Gulch Lodge is part of what makes
the Mount Rushmore KOA’s setting unique.

probably be exempted for RV pedestals
when the next update takes effect in late
2016, he said.
Finally, ARVC decided to participate with

the RVIA on this year’s RVIA efforts on Capi-
tol Hill, he said. Overall, Elliott said of the
committee week and board meeting, “I
would view it as efficient and productive.”
Of course, the association’s work isn’t lim-

ited to when the board gets together. One of
the big things ARVC is doing this year stems
from the study it commissioned last year.
That study, performed by MMGY Global, was
outlined in December at the in Vegas.
An executive summary of the project was

presented to ARVC members by researcher
Peter Yessawich. A copy of the summary is
available to ARVC members at www.ARVC.
org, Bambei said, “and we have begun taking
some of the great wisdom from that research
and deploying it through a PR campaign using
our agency, Kemper-Lesnik, trying to reach
the segments of outdoor enthusiast and
campers we think would come if enticed.”
The MMGY study was a real eye-opener

in some respects, Bambei noted. “Statisti-
cally we learned that 60% would prefer a
roof and a warm bed and didn’t realize they
could get those accommodations at private
parks. We were amazed by that because
we call that the rental market and we make
that available.”
Since consumers weren’t aware of it,

this year’s public-relations push will use
some of the study’s results to fill in the gaps
in public perception. 
Meanwhile, the related ARVC Foundation

is gearing up for its first-ever education slate
on a Western campus this summer. The new
educational program will happen in the
Springhill Suites Denver Downtown at
Metro State July 6-10.
That complement to the established

event at Oglebay Resort in Wheeling, W.
Va. — which ran Feb. 17-21 this year — al-
lows easier travel for RV park and camp-
ground operators in the Western U.S. and
comes at a time much more convenient for
operators of snowbird parks, said Barb
Youmans, executive director for the foun-
dation and senior director of education for
ARVC. —Justin Leighty   WCM

ARVC Finalizes Plan —from page 3

http://southeastpublications.com
www.airwaveadventurers.com
mailto:sales@airwaveadventuers.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

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
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Adirondack Paradise – 85 spectacular acres
located in the Southern Adirondack Mtns in 
a private, pristine, park like setting of open and
wooded areas containing a pond, stream, cov-
ered bridge, cider mill, large outdoor pavilion
and other useful buildings. Currently operating
as a successful seasonal Agri-Tourism business
featuring family attractions and cider making.
Many possibilities for expansion of current 
business or new business development such as:
• Recreation park; ropes course, zip lines,
     rock climbing walls etc
• RV Park, Campsites, Lodging development
• Health or Religious retreat
• Rustic Wedding venue, special events, 
     concerts or festival location
• Can also be made private for a family 
     compound development.

Property is located in Fulton County New York, 
minutes  from Lake Sacandaga and 20 miles West
of Saratoga with easy access from major roads. 

For sale by owner - $895,000
Please contact:  adkparadise@gmail.com

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

Campgrounds/RV Parks
ME - NH - VT - NY

Mountains - Lake Regions - Coast

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

……………………………………
Why not put his experience

to work for you!……………………………………
This month’s featured listings:
Famous Maine landmark, tours, 60 site CG,
gift shop, FUN, much more . . . . . .Only $749K
100 sites, 200 canoe/kayaks, 1,000' major
tourist river, house. Great Equip  .Only $1.25M
60 sites, pond, pool, house, rentals . . . .$549K
Quality 175 site Park Loaded! Pool, 2 apt,
Lg Act Blg, Near Mtns & Lge LAKE  . .$1.395M
70 sites, river, pool, Country Store, Quality
Take Out, House, LOCATION!  . . . . . .$1.295M
LAKE, 150 sites, house, GREAT LOC.  . .$1.2M
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!

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

Red Bluff RV Park, Red Bluff, CA
69 RV Sites + Owner House, Built 1991
Excellent Condition, Pool, Clubhouse
1.5 Acres for Expansion, 9.4% Cap Rate, 
17% Cash Flow, $1,315,000

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

HELP WANTED
CAMPGROUND MANAGERS
Travel Resorts of America is expanding and is seeking both experienced and potential man-
agers 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!

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


CALENDAR OF EVENTS

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
Clinton, TN
Contact: 865-685-5339, 
tnarvc@campintennessee.com

SEPTEMBER

14-20: America’s Largest RV Show
Hershey, PA
Industry days: Sept. 14-15
Public days: Sept. 16-20

Contact: Heather Leach
888-303-2887, heather@prvca.com

NOVEMBER

3-6: National Association of RV
Parks and Campgrounds Outdoor
Hospitality Conference and Expo
Ocean Center Convention Center
Daytona Beach, Fla.
Contact: 303-681-0401

9-11: Pennsylvania Campground

OwnersAssociation Convention and
Trade Show
Penn Stater Hotel
State College, Pa.
Contact: 610-767-5026

10-12: Leisure Systems Inc. (LSI) 
Symposium and Trade Show
Northern Kentucky Convention 
Center and Embassy Suites
Covington, KY
Contact: Dean Crawford, 
513-831-2100 ext. 12
dcrawford@leisure-systems.com

12-14: Campground Owners of 
New York 2015 Exposition for the
Outdoor Hospitality Industry
Turning Stone Resort
Verona, NY
Contact: 585-586-4360

16-19: Kampgrounds of America
Convention and Expo
Ocean Center Convention Center
Daytona Beach, Fla.
Contact: 406-254-7416,
shuck@koa.net  WCM
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ParknPool Corp.
www.parknpool.com; 877-777-3700
Variety of commercial outdoor furniture, accessories
and site furnishings

Pilot Rock/R.J. Thomas Mfg. Co. Inc.
www.pilotrock.com; 800-762-5002
Outdoor furniture, site furnishings and signage

Premier Polysteel
premierpolysteel.com; 877-746-3826
Plastic coated steel outdoor furniture and amenities

Rocky Top Log Furniture & Railing
rockytoplogfurniture.com; 800-332-1143
Indoor and outdoor log furniture

Rustic Natural Cedar Furniture Co.
www.rusticcedar.com; 800-435-7892
Cedar Looks-brand indoor and outdoor log furniture

Sun Patio Furniture
www.sunpatiofurniture.com; 480-221-3362
Outdoor patio furniture and related accessories

Tailwind Furniture
www.tailwindfurniture.com; 815-756-3638
Outdoor tables, chairs and related furniture and accessories

Telescope Casual Furniture Inc.
www.telescopecasual.com; 800-451-0938
Commercial and residential outdoor patio furniture

Texacraft Winston Contract
www.winstoncontract.com; 800-231-9790
Commercial outdoor furnishings and accessories

TidewaterWorkshop
www.tidewaterworkshop.net; 800-666-8433
Casual outdoor furniture

Toronto Fabricating & Mfg. Co.
www.tfmc.com; 905-891-2516
Aluminum, steel or cast iron landscape and site 
furnishings

UltraPlay PlaySystems Inc., a PlayCore Company
www.ultraplay.com; 800-458-5872
Play structures, equipment and site furnishings

Upbeat Site Furnishings
www.upbeat.com; 800-325-3047
Wide variety of commercial outdoor furniture and
site furnishings WCM

Equipment Providers —from page 19

mailto:sales@bbelec.com
www.bbelec.com
www.campgroundmanager.com
http://premierpolysteel.com
http://rockytoplogfurniture.com



