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Waterfront RV Parks
Whether a river or the ocean, sites overlooking water are a
big draw for guests — and can command a premium price
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With April’s RV wholesale shipments the best in 40 years, an impres-
sive crowd of 750 gathered April 14 at the Northern Indiana Event Cen-
ter in Elkhart, Ind., for the 3rd Annual RV Industry Power Breakfast.

An emerging industry-wide event sponsored by a host of RV com-
panies and facilitated by RVBusiness — sister publication of Woodall’s
Campground Management— the Power Breakfast again provided an op-
portunity for manufacturers, suppliers, dealers, distributors and finance
people to pause for a moment to visit with friends and competitors on
the brink of the main selling season.

Attendees heard a power-packed lineup of speakers — lawmakers
as well as civic, trade association and business leaders from both the
RV and campground sectors who collectively analyzed the year at hand.

The keynoter this year: Indiana Lt. Gov. Sue Ellspermann. U.S. Sen. Joe Donnelly (D-Indiana)
appeared via teleconference.

And, yes, of course, they addressed the resurgent RV market. But what they talked about more than
anything else, curiously, was the generational transition that’s underway right now among RV buyers as
the Baby Boomers (born between 1946 and 1964) take yet another step toward their coveted retirement
years while the Gen X bulge (born 1966 to 1976) is on deck and the newbie Millennials (born from
the early 1980’s to the early 2000’s) are just beginning to take their seats at the RV camping table.

In fact, it was the tenting Millennials — with their novel career outlooks, quirkish buying habits
and boundless social media skills — that drew the most attention among the breakfast speakers, perhaps,
as Kampgrounds of America (KOA) Chairman and CEO Jim Rogers pointed out, because of their
estimated future buying power of 23.8 million RV units after they graduate from the tenting ranks.

“They have the same core values as Baby Boomers, and have a deep attachment to the outdoors,”
said Richard Coon, president of the Recreation Vehicle Industry Association (RVIA). “That’s great.
It’s the basis of success for this industry. But they are the first generation of social media and Internet.
They stay connected. They are different. They think differently. They’re not big capitalists; they don’t
buy a lot of stuff and keep it, but they know more about products and pricing than any prior generation.
They seek product information and they purchase online.

“Obviously, we in this audience need to figure them out,” he continued. “They are the target. If you’re
going to be successful in the U.S. in the future, you’re going to have to figure out the Millennials.”

As a result, explained James Ashurst, vice president of communications and marketing for RVIA,
the Go RVing Coalition will promote the industry in the future across as many platforms as possible
— to the extent that the national marketing campaign by 2018 will spend more dollars on digital 
advertising than on TV. WCM

Tune Into America’s Tent-Camping Millennials
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About 70 private park operators, vendors
and industry officials gathered in El Mirage,
Ariz. in late April for the Arizona Association
of RV Parks & Campgrounds’ Outdoor Hos-
pitality Conference & Expo.

The three-day event, which commemo-
rated the association’s 40th anniversary, took
place April 28-30 at Pueblo El Mirage RV &
Golf Resort.

The program included presentations by
Sherry Henry, director of the Arizona Office
of Tourism, and Mike Parham, an attorney
with Williams, Zinman & Parham, who talked
about Arizona’s RV Long-Term Rental Space
Act and other laws governing both written
and oral agreements between park opera-
tors and their guests.

Enacted in 2000, the act applies to RV
space tenancies in an RV park by the same
tenant for more than 180 consecutive days —
relevant to many parks in a state that draws
so many snowbirds each year. Among its nu-
merous provisions, the act states that land-
lords can be forced to agree to a renewal for
the same term as the expiring agreement.
The act also prohibits landlords from enforc-
ing changes that substantially modify rental
agreements with existing tenants. 

“Tenants prefer the RV Long-Term Rental
Space Act because there are more con-
sumer protections,” Parham said, adding that
verbal tenancies are also covered by the act.

In a handout to RV park operators, Parham
also stated that, “accepting more than five
months’ rent in advance … will almost always
create a long-term tenancy covered by the
act, even if there is nothing in writing.”

The three-day conference also included
a half-dozen informal roundtable seminars

Rank, president of Prime Time Mfg. Co.
For his part, Rogers told attendees that, at

KOA, “For the first 90 days of 2015, our busi-
ness is up 18%.” Reservations for the sum-
mer are up 23% over last year’s already high
numbers, Rogers added. “We are on fire.”
But that isn’t just the case at KOA.

At previous power breakfasts, Rogers
was limited to KOA’s data, but this year, he
had more. Rogers pointed to the 2015 North
American Camping Report, an industry-wide
study commissioned by KOA, which hired
Cairn Consulting to survey 5,800 campers in
the U.S. and Canada.

And while only 21% of the 46.2 million ac-
tively camping U.S. households stayed in RVs
last year, the potential RV market already at
campgrounds is huge, Rogers told the crowd.

Most travel-trailer owners started out in
tents, and 47% of fifth-wheel and 43% of mo-
torhome owners started out in tents, the
study showed.

That means, Rogers pointed out, the RV
market potential for those 35 and older is 16
million units — and the potential for those 18
to 35 is nearly 23.8 million units.

“This isn’t trying to convince Americans
to go camping. This is about trying to get
campers to buy an RV,” Rogers counseled
the RV leaders. “Such a large percentage
are starting in a tent and are, indeed, moving
up,” he said.

That 18-35 demographic is key to the fu-
ture, Rogers — like many other speakers —
said. “The opportunity here is we see the
youth intending to camp longer,” Rogers

When a capacity crowd of nearly 750
leaders of the RV industry gathered May 13
in Elkhart, Ind. at the RV/MH Hall of Fame,
Kampgrounds of America Inc. (KOA) CEO
Jim Rogers took the opportunity to provide
them with the campground sector's informa-
tion about their common customers — and
how a look at campgrounds provides a clear
opportunity for RV growth.

Rogers was one of 15 speakers at the 3rd
Annual RV Industry Power Breakfast, facili-
tated by RVBusiness, sister publication to
Woodall's Campground Management.

It was the third year Rogers met with the
movers-and-shakers in the heart of the RV
industry.

Underscoring the growing strength of the
breakfast meeting within the RV industry, the
event also included Indiana Lt. Gov. Sue
Ellspermann as keynote speaker and a spe-
cial panel discussion featuring Thor Industries
Inc. president and CEO Bob Martin; Randy
Potts, Winnebago Industries Inc. president,
CEO and chairman; Derald Bontrager, presi-
dent and CEO of Jayco Inc.; Don Clark, presi-
dent and CEO of Grand Design RV Co.; and Jeff

Jim Rogers

Citing a study that showed most outdoor enthusiasts
started off as tent campers, Rogers told attendees, ‘This 
isn’t trying to convince Americans to go camping. This 
is about trying to get campers to buy an RV.’

KOA’s Rogers Addresses RV Industry Leaders
At 3rd Annual Power Breakfast in Elkhart, Ind.

in which park operators could meet in small
groups with expert speakers to ask them
questions about specific topics of interest
to them. 

Roundtable topics included: “Wi-Fi That
Works,” by Eric Stumberg of Austin, Texas-
based TengoInternet; “Selling your RV park
and campground for top dollar,” by John
Sheedy of San Diego, Calif.-based Park Bro-
kerage; “Marketing and communications,”
by Jeff Crider of Palm Desert, Calif.-based
Crider Public Relations, Inc.; “Treating Sep-
tic Systems,” by DonZimmermanof Phoenix-
based TankTechs; “Risk Management,” by
David Schenck of Sturgis, S.D.-based Leavitt
Recreation and Hospitality Insurance; and
“Disaster Relief Planning” by John Re of Far
Horizons Resort in Tucson.

The tradeshow portion of the event in-
cluded nearly 20 vendors, including: Utility
Supply Group of Kingston, Wash.; Niagara

Power Breakfast – continued on page 6

Arizona ARVC – continued on page 6

Jo Ann Mickelson, executive director of 
Arizona ARVC, was honored with the Jack
Denton Memorial Award.

ARVC Alerts States to 
Nearly 300 Top Issues

The Campground Association Manage-
ment Professionals (CAMP) held its spring
meeting May 19-20 at the Kaatskill Moun-
tain Club in Hunter, N.Y., in the northern
Catskills region, as program that, according
to the group, included two days of presen-
tations and roundtable discussions.

The two-day meeting, hosted by Donald
G. Bennett, Jr., president of CAMP and
president and CEO of Campground Own-
ers of New York, the trade association of
privately owned campgrounds in New York
State, included participations by leaders of
associations from around the U.S.

CAMP was formed in 1991 when several
state campground and RV park association
executives got together and formalized
their meetings held in conjunction with the
annual ARVC convention. They learned
that sharing information and issues within
their state, and programs offered within
other states, helped each of them run a bet-
ter association for their members. CAMP

meets twice a year, in the
spring and at the annual
ARVC convention in the fall.

Most of the first day in-
cluded presentations by two
experts in the field of brand-
ing and international travel
while the second day was
spent in session with consult-
ant Clyde Taylor, president of
Taylor Communications. Tay-
lor works with service organ-
izations throughout the U.S.
and Canada in the areas of
staff development, marketing
communications, recruitment
and retention, strategic plan-

ning and market research.
Taylor’s presentation was titled, “Creat-

ing Collaboration Connection Plans: Build-
ing Partnerships … Maximizing Mutual
Outcomes.” According to Taylor, the pres-
entation was customized for CAMP atten-
dees to, “help you become a skilled
collaborator so you can do more with less
within your association.”

Each attendee received a detailed work-
book binder to take back to their associa-
tions and devise a plan for collaboration.

Bennett was enthusiastic about Taylor’s
presentation, as well as the overall educa-
tional experience at the CAMP meeting.

“I’m just thrilled that everyone who
came to this CAMP meeting was able to
walk away with many new ideas and tools
— especially this workbook — to share
with their associations and spark strategic
planning and productive results in their
own states.” he noted. WCM

Gregg Pitman, executive director of the New Hampshire Campground
Owners Association (left), and Debbie Smith, office manager, Pennsyl-
vania Campground Owners Association, listen to Peter Daniels, execu-
tive director of the Vermont Campground Association, during CAMP
roundtable discussions.

CAMP Stages its Spring Meeting
at Kaatskill Mountain Club in N.Y.

Arizona ARVC’s Spring Meeting 
Draws 70 as Snowbirds Head North

The National Association of RV Parks and
Campgrounds (ARVC)announced that it alerted
nearly 300 legislative proposals and regulatory
changes to its state affiliates during the first
three months of 2015.

“We are seeing a very high level of propos-
als involving everything from transient occu-
pancy and sales taxes to minimum wage issues,
employee benefits issues, state logo and sign
issues and proposals involving school opening
and close dates,” said Jeff Sims, ARVC’s direc-
tor of state relations and program advocacy.

ARVC reviewed more than 5,000 legislative
and regulatory proposals during the first quarter
of this year, the association announced. In 2014,
the association reviewed more than 12,000 leg-
islative and regulatory proposals with the help of
its LexisNexis State Net database subscription.

ARVC’s Public Affairs Committee is planning
to attend the Recreation Vehicle Industry 
Association’s “Advocacy Day” on June 3 in
Washington D.C. In the meantime, ARVC said it
is regularly meeting with its coalition partners
to find ways to speed up the Department of
Housing and Urban Development (HUD) rule-
making process involving park model RVs.

HUD has issued a non-enforcement memo
regarding the inclusion of porches in the square
footage of park model RVs. But legislative ac-
tion may be necessary to resolve the issue if the
rule-making process proves to be indefinitely
delayed or unsuccessful.

ARVC is also continuing to take a proactive
role in developing and recommending new in-
dustry standards for the National Fire Protection
Association (NFPA) standard 1194 for RV parks
and campgrounds and National Electric Code
(NEC) 70. WCM
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Tornado Rips Through Oklahoma RV Park

More than a dozen people were in-
jured, some seriously, when a May 6 tor-
nado swept through Nebraska, Kansas,
Texas and Oklahoma, where the twister
tore up businesses homes
and the 23-acre Roadrun-
ner RV Park in south Okla-
homa City.

The bulk of the park’s
RV’s were totaled, many of
them flipped on their sides
and landing upside down.
“Just thank God there were
no casualities,” Ray Doon-
keen, who has owned the
park with his dad near I-35
for the past 27 years, told
KFOR-TV.

About 125 people from

as far as California, Louisiana and
Arkansas were reportedly on hand at the
Red River Valley park prior to the storm
and some 30 of them took cover in the
park’s storm shelter.

“The destruction is a lot more worse
and serious than I’d imagined,” said Okla-
homa City Mayor Mick Cornett, in getting
his first look at the damage. “No question
that neighbors will be helping neighbors
and we’ll be looking after each other, and I
think that’s part of the reason there weren’t
more injuries here,” he said.

First responders at the scene, calling the
tornado aftermath “organized chaos,”
worked quickly to search for survivors,
like a 17-year-old boy trapped under debris
from the knees down. “We had to pull
some hydraulic bags and lift them up off
of him and get him pulled out of there. He
had some pretty good trauma to his lower
body,” said Chief Tammy McKinney. Pho-
tos by Steve Gooch, The Oklahoman. WCM

The Association of RV Parks and Camp-
grounds of Michigan (ARVC Michigan) 2015
Spring Conference & Expo, March 23-25, at
Saginaw Valley State University, was  “out-
standing,” officials said. The three-day event
featured speakers, seminars and exhibitors.

“We had a marvelous show this year,”
said ARVC Michigan Board President Dave
Cordray of White River RV Park and Camp-
ground in Montague, Mich. “The educa-
tional seminars were second to none —
probably the best we’ve ever had during my
participation with ARVC Michigan. Paul
Bambeiwas here from ARVC national and it
was kind of special to have him in atten-
dance. And we had a very nice turnout with
our exhibitors at the trade show. I think
everybody enjoyed it.”

This was the first year the event was held
at Saginaw Valley Sate University, and Cor-
dray had nothing but praise for the venue.

“I’m sure we’ll take a serious look at coming
back,” he added.

Lori Tews, ARVC Michigan’s executive di-
rector, said one of the best comments she
heard was when a campground owner, who
attended previous conferences only to visit
with vendors, told her she saw the seminar
lineup and made a point to participate in all
that the conference had to offer.

Cordray said campground owners tradi-
tionally use the spring conference as a kick-
off to the year’s camping season, which in
Michigan is traditionally Memorial Day week-
end. “It’s an energizer for us. It’s kind of like
our batteries are dead right now, but we
know we have a season coming so we use
this to recharge ourselves to get ready,” he
said, and added that his campground has
seen a welcome increase in advance reser-
vations that began in January.

As Cordray mentioned, one of the speak-

ers was Bambei, president of the National
Association of RV Parks and Campgrounds
(ARVC), who provided an overview of the
many benefits ARVC members can take ad-
vantage of as well as the advocacy it pro-
vides and education the organization makes
available.

He also touched on how ARVC connects
members with each other as well as pre-
ferred vendors, which provide significant
savings on products and services such as
music and movie licensing, propane and of-
fice equipment.

Bambei touted a number of recent im-
provements to a number of ARVC services,
including an easier-to-navigate consumer
website and stepped-up marketing efforts
that had camping enjoy 43 major media
placements, including USA Today, Yahoo
Travel and a cover story in Parademagazine.

Also, Bambei said ARVC’s efforts with a
coalition of others helped provide a “huge,
huge victory” in the recent park model RV
issue, in which the U.S. Department of Hous-
ing the Urban Development (HUD) reversed
an earlier decision to include porches when
determining a unit’s square footage.

Locally, ARVC is heavily involved in the on-
going attempt by the Michigan Department of
Natural Resources to construct a 400-site
campground and state park in South Haven,
which would have severe implications to that
region’s private campgrounds.

Another presentation that captured a lot
of interest had to do with the new water qual-
ity regulations issued by the U.S. Environ-
mental Protection Agency (EPA), set to take
effect next year. In Michigan, the state’s De-
partment of Environmental Quality (DEQ) is
charged with implementing the new rules
and CarrieMonosmith, the DEQ’s chief of the
environmental health section, was on hand

Impressive Slate of Seminars Attracts Crowd to ARVC Michigan Conference
to provide details.

Keynote speaker RickOlson provided two
presentations: “Are you fun to work with?”
and “Out of this World Customer Service.”

Other guest speakers included:
• Mary Hickmanof MHK Marketing Group

LLC, who covered the elements of a solid
marketing plan, how to harness the power of
the Internet, social media and email and how
current customers can be your best sales-
people.

• Robert Brouwer of Avid Payment Solu-
tionswent over the coming change for credit
cards, which are switching from an elec-
tronic strip to a more secure embedded chip,
and other topics.

• Sarah Worsham of Sazbean Consulting
provided an overview of “Using Google Ana-
lytics to Improve Your Business,” mentioning
that the data can help campground owners
improve their website and, ultimately, earn
more online reservations.

• Tim and Michelle Wilcox, co-owners of
Gateway Park Campground in Hillsdale,
Mich., talked about the many theme week-
ends they host at their park and how they can
help boost the bottom line. Tim is the imme-
diate past president of ARVC Michigan.

Other seminars included:
• “Michigan Legislative Update” by Scott

Everett of Fraser Consulting.
• “Understanding & Interpreting Financial

Reports in Order to Make Better Business
Decisions” by Dr. Mark McCartney, CPA.

• “How Campground & RV Park Owners
Can Become Invincible to Lawsuits and
Save Thousands in Taxes” by G. Kent Man-
gelson, CPA, of the American Society of
Asset Protection.

• “Preventive, Cost-Effective Security
Measures” by Greg Katt of Katt Insurance
Agency.—Rick Kessler  WCM

An unidentified woman looks for her grandparents’ belongings at
Roadrunner RV park on the south side of Oklahoma City. Torna-
does hit Nebraska, Kansas, Oklahoma and north Texas on May 6.

Paul Bambei, president of the National Association of RV Parks and Campgrounds (ARVC),
provided an overview of the many benefits available to the ARVC Michigan members.

The National Association of RV Parks
and Campgrounds (ARVC) announced Lee
Silber will be the opening speaker at the

2015 Outdoor Hos-
pitality Conference
and Expo (OHCE),
ARVC's big annual
gathering.

Silber, best-
selling author of 21
books, founder of
retail stores, a cor-
porate training

company and an award-winning speaker,
will offer the opening luncheon keynote ad-
dress, “How to Think on Your Feet to Im-
press Your Guests.”

“This year’s opening keynote speaker
will provide attendees with techniques to
come up with great ideas on the fly and be
more innovative and resourceful,” said
Barb Youmans, ARVC’s senior director of
education.

In addition to the keynote presentation,
OHCE will offer a wide range of professional
development seminars, tours, workshops,
networking opportunities and an expo
showcasing more than 100 exhibitors dis-
playing the industry's best products and
services.

Registration is now open for OHCE,
which will be hosted at the Ocean Center in
Daytona Beach, Fla., Nov. 3-6. To register or
learn more about the 2015 OHCE go to
www.arvc.org/OHCE, follow them on Twitter
@MyARVC or on Facebook at www.face
book.com/arvc.updates. WCM

People climb on top of an overturned trailer
while surveying storm damage at Roadrunner
RV Park in south Oklahoma City on May 7.

ARVC Announces OHCE’s 
Opening Keynote Speaker

Hot springs enthusiasts from every continent
come to Wilbur Hot Springs in Wilbur Springs, Calif.,
to soak in its therapeutic waters, which have been
chronicled in travel guides around the world as the
“Fountain of Life.”

“We have arguably the most medicinal of all of
the hot springs on the planet,” saidDr. Richard Louis
Miller, the resort’s owner since 1976. The water is
rich in lithium, a mood stabilizer, and has an unusu-
ally high concentration of sulphur, which has re-
markable healing effects on a variety of skin
conditions, from acne to psoriasis.

But when a wildfire destroyed the resort last
year, Miller, who was self-insured, faced a critical
challenge: How to rebuild the resort as quickly and
affordably as possible, while still providing his guests
with the first-class accommodations they would ex-
pect from a world-class resort.

His solution is one that is increasingly being used
by resorts in scenic locations across the country:
Cavco park model RVs. But while park models are
typically used as family-friendly vacation cottages,
Cavco worked with San Francisco architect Nick
Noyes to custom-design 13 park model RV cottages
that not only blend harmoniously with Wilbur Hot
Springs’ natural setting, but contain the luxurious at-
tributes of a world-class resort.

The understated and refined cottages were de-
signed with privacy in mind and feature private entries
and baths. Each cottage has its own unique view of
the surrounding natural beauty. Interior details include
stained oak floors, pine ceilings, smooth sheetrock
walls, built-in pine desks and painted wood trim.

“The Cavco solution was literally a Godsend for
us,” Miller said, “particularly because of our confi-
dence in Cavco, we came away feeling that they un-
derstood our situation and took care to get us a good
product.” WCM

Cavco Helps Famous 
California Resort Rebuild
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said. “We see the opportunity. We want to
capitalize on it.”

In closing, Rogers encouraged the RV
makers and suppliers and dealers, "So many
people are looking for purpose in their lives
and their jobs. We are, indeed, giving Amer-
icans the opportunity to see this wonderful
country and we give them a sense of hospi-
tality and you provide the accommodation.”

At the end of Rogers’ presentation,
Sherman Goldenberg, publisher of RVBusi-
ness and Woodall’s CampgroundManage-
ment, presented a check for $2,500 to
Rogers and to Elkhart County/Middlebury
KOA owner Hope Perkins, chairwoman of
KOA Care Camps, a nonprofit organization
that supports 114 oncology camps for chil-
dren with cancer.

Several of the speakers present also
mentioned last year’s park model RV issue
with the U.S. Department of Housing and
Urban Development (HUD). The Recreation
Vehicle Industry Association (RVIA) and Na-
tional Association of RV Parks and Camp-
grounds (ARVC) worked with the National
Recreation Vehicle Dealers Association
(RVDA) in grassroots and legislative efforts
that convinced HUD to drop plans to count
factory-built porches in the 400-square-foot
maximum for living space on RVs.

Power Breakfast —from page 3 Sen. Joe Donnelly, D-Ind., speaking via
direct link from his office in Washington D.C.,
told the crowd, “I think we've got things
squared away on park models.”

Overall, the mood of optimism for the RV
industry was strong. “I believe the rest of
this decade and the next will be growth
years for the RV industry,” said Derald Bon-
trager, RVIA chairman in addition to his role
at Jayco.

Richard Coon, RVIA president, said the in-
dustry needs to focus on the Millennial gen-
eration, as Rogers pointed out. “Pay
attention to this group,” Coon said. “Figure
out what they want, what they like. They pur-
chase online. If you’re going to be successful
in the United States, you’ve got to figure out
the Millennials.”

James Ashurst, the RVIA vice president
who oversees the pan-industry Go RVing

marketing campaign, agreed, saying, “This
next generation is incredibly important to our
success.”

The Go RVing Coalition is expanding its ef-
forts to reach that generation (and others).
In 2010 Go RVing spent $8.25 million in adver-
tising. This year, Ashurst noted, it’s on track
to spend $15 million “in directly promoting
the RV lifestyle, camping and our products.
We're about selling the experience, selling
the emotion, the RVing and camping
lifestyle.”—Justin Leighty   WCM

Indiana Lt. Gov. Sue Ellspermann

Falls, Ont.-based Mission Management In-
formation Systems Inc., which produces
Campground Manager software and the
BookYourSite reservation system (see the
story on reservation systems elsewhere in
this issue of Woodall’s Campground Man-
agement); Good Sam; Snowbirds & RV
Travelers, the largest RV magazine in
Canada; AGS, a division of Texas Advertis-
ing; and Strait Web Solutions LLC of Port
Angeles, Wash. 

Arizona ARVC’s award winners for this
year included:

• Far Horizons Tucson Village in Tuscon
and Mesa Spirit RV Resort, which both re-
ceived Mega Park of the Year awards.

• Orangewood Shadows RV Resort in
Mesa, Large Park of the Year.

• Butterfield RV Resort and Observatory
in Benson, Medium Park of the Year.

• The Jack Denton Memorial Award was
given to Jo Ann Mickelson, executive direc-
tor of Arizona ARVC and co-owner of J & H
RV Park in Flagstaff, in recognition of her
many years of service to Arizona ARVC and
to the campground industry.

Mickelson, who co-owns J & H RV Park
with her husband, Harvey, has served on Ari-
zona ARVC’s board for 30 of the association’s
40 years. 

In addition to providing its members with
marketing and legal affairs assistance, Ari-
zona ARVC hosts GoCampingInArizona.com,
a statewide travel planning website that fea-
tures Arizona campgrounds, RV parks and
resorts.—Jeff Crider   WCM

Arizona ARVC —from page 3

Eric Stumberg of Austin, Texas-based TengoInternet
led a roundtable discussion on “Wi-Fi That Works.”

Equity Lifestyle Properties Inc. (ELS), the
Chicago-based Real Estate Investment Trust
that’s a major player in the manufactured hous-
ing and RV park market — including
Encore and Thousand Trails resorts — saw
strong growth in the first quarter of this year.

Marguerite Nader, president and CEO,
went into details during an earnings conference
call April 21.

The biggest reason for the company’s core
earnings growth of 6%, she said, is “first and
foremost, we own quality real-estate locations.
Our properties have attractive natural amenities
and are located near popular tourist attractions.
We market our locations and encourage our
customers to take advantage of the local cul-
ture,” she noted.

“With respect to our RV portfolio, we had
the highest revenue growth rate since we began
investing in the RV business 10 years ago,” she
explained. “Our overall growth rate for the
quarter was almost 9%. The strong seasonal
and transient growth rate of 11% and 17% was
fueled by customers coming down from the
north earlier and staying longer, mainly due to
the weather.”

During the quarter ELS bought one manu-
factured housing community and one RV park
in North Carolina, she added. 

Paul Seavey, executive vice president and
chief financial officer, said, “Our RV business
generated core resort base rental income growth
of 8.8%. Our annual growth rate was 5.7% re-
sulting from rate in Florida as well as occu-
pancy increases in the Thousand Trails
portfolio. Growth in seasonal revenues of
10.5% and growth of 16.6% in transient income
was driven by rate and occupancy primarily in
Florida. Demand for our Florida Keys proper-
ties contributed to the transient income growth.
We also continue to see strong demand for our
cabin rental program across the portfolio.”

Of course, the company’s goal is a long-term
stay, and at the membership RV resorts, “First-
quarter membership dues revenue was in line
with our guidance,” said Seavey. “During the
quarter, we sold and activated approximately
4,200 memberships.”

Looking ahead, he said, “For the second
quarter, we anticipate $38.5 million of rental
revenue from our core RV properties, growth of
6.9% over last year. We expect continued strong
performance from all revenue streams with an-
nuals increasing 5.7%, seasonals increasing 8%,
and transient increasing 10%. Our second-
quarter reservation pace shows we are currently
84% reserved for our expected seasonal rev-
enues and 55% reserved for our expected tran-
sient revenues, ahead of this time last year.”

Nader also said ELS is working on acquiring
more properties. The company is working on
expansions at properties in Houston and Lake
Conroe, Texas and another in Mesa, targeting
expansions on some of the 5,000 acres available
next to ELS properties, Nader said.

She also offered details on the ELS coopera-
tive program with RV dealers and other mar-
keting efforts.

“We’ve increased our dealer program so that
now we cover 100 different dealer locations at
65 different unique dealers — and those dealers
sell about 2,000 RVs each year. Right now our
membership base includes about 10,000 mem-
bers who have come to us through this RV
dealer program. We really liked the program
because it exposed us to new customer base; I
think around 40% of this RV sales are to first-
time buyers. So that’s a great opportunity for us
to get exposure into our properties from these
new buyers.” 

ELS owns or has a hand in more than 370
properties with nearly 140,000 total sites. —
Justin Leighty  WCM

ELS Reports Continued Growth 
With its RV Resort Operations

www.yurts.com
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MODERN MARKETING

cate the many terrific things we have to
offer the camping public. Planning for
and using photos in your overall digital
marketing plan is one piece of your
“content marketing” strategy, content
that tells a story and begs to be shared. 

Wonder how to go about taking great,
sharable pictures? Start with these tips
when photographing your park’s activi-
ties, events and facilities:

• Time of day makes a difference.
High noon casts harsh shadows and
bright, unflattering light on your sub-
jects. If possible, choose morning or late
afternoon when the light is softer and
more pleasing — and take the photo
with the sun behind you, the photogra-
pher, not behind your subjects.

• Pay attention to the background.
Bright light from behind will put your
subject in a dark shadow. A too-busy
background will clutter the shot. Watch
for oddball “appendages” on your sub-
jects (like “horns” from tree branches,
etc.) that appear courtesy of the back-
ground.

• Include people in your photos!
Help viewers picture themselves in the
action by including campers having fun,
playing games, toasting s’mores or doing
whatever else your park’s claim to fame
may be. Campers aren’t just looking for
a location, they’re looking for an experi-
ence, a lifestyle.

• Even if it is bright, use a fill flash
for close-ups. A fill flash does exactly
what it says: it fills in the dark shadows
that otherwise would not be illuminated.
However, most fill flashes on your cam-
era reach no further than five to eight
feet away, so get in the zone if you need
a fill.  

• Experiment with different angles.
Think about the situation, usage and
your desired results. Try shooting from
the ground up, taking broad, wide pic-

Evanne 
Schmarder

tures from atop a bleacher, get close-in,
straight-on. 

• Shoot hi-res images. Set your cam-
era on the highest resolution setting.
While smaller images are best for your
website and social sharing — images can
always be reduced in size but never
bumped to a higher resolution — they
may come in handy for printed collat-
eral, newspaper articles, etc.   

• It’s digital; take plenty of pictures.
Probably the most practical tip of all is
to take lots and lots of pictures. Ask any
pro — two or three snaps won’t cut it.
The more you take, the more comfort-
able you and your subjects get, the better
chance you have of capturing a great
image, and the more experience you’ll
gain.

In addition to taking great pictures: 
• Utilize an online tool such as Share

as Image to create beautiful branded im-
ages with inspiring words or quotes. 

• Use a logical naming system for
your photos (as opposed to img637.jpg
as dubbed by your camera) to aid in
search engine indexing. 

• Understand that search engines
can’t “read” images and so require you to
do an easy bit of backend HTML work
to optimize your website images. Add a
title (what the website visitor sees when
they mouse over your image) and an alt
tag (what you want the search engines to
know about your image).  

• Take advantage of social sharing
buttons for your images allowing site
visitors to share your content across
their social networks. 

Keeping it Real
As you might expect, there can be a

dark side to images on a property’s web-
site. What if the photographs are beauti-
ful but less than true-to-life? You know
what I’m talking about —  photos of a

Would you book a vacation if you
couldn’t view any photographs of the re-
sort, area, or facilities? 

What if the images were there, online,
but lackluster — absent of the very
things you look for in a getaway? Would
you cut the property some slack and
make a reservation — or would you
click around, looking elsewhere for the
experience you picture in your mind? 

What happens if a property makes
the effort to take beautiful pictures of
their grounds and their guests enjoying
themselves and wisely uses the images
on their website and across their social
media landscape? The Y Partnership
study, 2014 Portrait of American Travel-
ers, found that Millennials (born ap-
proximately between 1977 and 2004)
“cite photos of the hotel and resort fa-
cilities” and “photos of the area” as the
most desirable features of a hotel or re-
sort website. 

Regardless of your generation, I’d
wager that given the option of booking
a stay that looks lovely and booking one
that appears mediocre, you are much
more inclined to stay somewhere that
you’ve seen beautiful, maybe even evoca-
tive photographs. After all, a picture is
worth a thousand words, right? 

Pictures might be worth even more
these days with the Internet and photo-
sharing sites like Instagram and Pinter-
est rapidly gaining all-star status. Photos
allow us to put others in the moment,
share adventure and fun and communi-

Critical Content: Promoting Your Park Online — in Pictures
pristine seashore sunset for a property
that’s a good 50 miles from the ocean,
gorgeous pools that, in truth, saw their
heyday in 1980 or well-kept sites that in
reality have broken, crooked electric
boxes and weeds exploding below the
water hookup. 

Like the Wi-Fi speed review site I
talked about in last month’s Modern
Marketing column, there’s a similar site
for hotel properties. Oyster.com, calling
itself “The Hotel Tell-All” says this on its
site: “Our special investigators visit, pho-
tograph, review and rate each hotel. We
uncover the truth before it’s ‘uh-oh’
time.” And yes, they do quite a job of it. 

Take a look at what I mean on their
Photo Fakeouts page. While I don’t ex-
pect to see a campground site like this,
consumer-generated images of your
property are everywhere — on Face-
book, Instagram, Pinterest — even
YouTube. 

The best advice I can offer? Be true to
your park’s reality. If you’re revamping
your soccer field, don’t set an expecta-
tion of lush, tightly mowed, green, green
grass. You’ll only disappoint your guests
and gain a reputation for inaccurately
portraying your park. 

The outdoor hospitality industry is
fortunate to have an incredibly visual
product to promote — share the spectac-
ular beauty that a camping vacation can
deliver. Make a statement. Invite website
visitors to experience your special brand
of hospitality. Invoke memory-making
emotions. Encourage sharing. Keep it
real and keep growing your business.
After all, what business owner wouldn’t
like to generate a thousand wonderful
words?

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 mar-
keting/social media diagnostics and tune-
ups, content strategy and marketing plans,
and more at evanne@roadabode.com or
702-460-9863.WCM

Manufacturers of Quality Recreation FUNniture
www.ParkEquipment.com

1-800-376-7897
2061 Sulphur Springs Rd

Morristown, TN 37813

www.minigolfinc.com
www.yourelectricalsolutions.net
mailto:sales@yourelectricalsolutions.net
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INSITES

David 
Gorin

on a peninsula into the lake, with boat-
dock possibilities and direct lake access.
An additional 100 or more sites will have
lake views and access. Clubhouse, pools
and recreational amenities will be part of
the development. Using the land sales
event technique, the seller will sell
3,000- to 4,000-square-foot lots suitable
for a camping, RVing or park model site.
The lots are sold unfinished and the
buyer can improve the lot at their own
pace and as they feel it best suits their
needs.

The lot prices will be at a level that
makes them available to just about any
middle-class couple or family that wants
to have a lakefront recreational site that
can grow with them as they wish.  Imag-
ine starting with a pop-up or even a tent
and over the years moving to a travel
trailer, fifth-wheel, motorhome and then
a park model RV.  

Will it be successful? We’ll have to
wait and  see how the event goes —
but if it is successful, it may well be a
technique that can help expand the
number of camping and RV sites avail-
able in some great scenic, cultural,
historic and recreational places in our
country.

I fully realize that there may be some
skeptics out there wondering if Gorin’s
going too far or if he’s lost his mind 
by advocating this type of sale. I can as-
sure you that neither is the case. My
client is a well-respected developer and
marketer who has a great track record of
conducting these sales in a no-pressure,
100% ethical and legal manner. He’s not
selling swamp land or selling land that
is inaccessible.

Recognizing Two Long 
Time Industry Friends

There was a recent announcement
that Jo Ann Mickelson has been awarded
the Jack Denton Memorial Award from

the Arizona Association of RV Parks
and Campgrounds. As a friend of both
Jo Ann and Jack, I know he would have
been thrilled that Jo Ann has been rec-
ognized with an award in his memory.
Jack and JoAnn were colleagues,
friends, neighbors and I suppose com-
petitors in the Flagstaff, Ariz., market
where Jack owned the Flagstaff KOA
and Jo Ann and her husband Harvey
own J & H RV Park in the same town.

In the probably 25+ years I’ve known
Jo Ann, she has been a stalwart leader
of the Arizona park industry serving
over the years as president of the state
association, a board member probably
for all those years, and probably as an
office and committee chairman. And
now Jo Ann continues to serve the as-
sociation as its executive director. In a
state association comprising to a great
degree large mega RV parks, Jo Ann has
represented and been a leading
spokesperson for the smaller parks in
the state and whose needs may not have
always been heard in the association
board. Without her leadership and in-
volvement, it’s hard to imagine where
the association would be today. 

The second individual who I’d like to
recognize today is Greg Gerber. Greg’s
a 15-year veteran of the RV industry
having served as editor of the defunct
RV Trade Digest, a business-to-business
publication that served RV dealers,
manufacturers and suppliers. Greg left
that company in 2007 and, in Novem-
ber 2007, started RV Daily News, an on-
line daily newsletter while working
with another publishing company. 

Greg started RVeNews in April,
2009, and changed the name to the RV
Daily Report when the old RV News
objected to his company name. 
RV Daily Report has become one of 
the must-reads in the industry 
(like WoodallsCM.com and RVBusiness
.com) as Greg covers RV manufactur-
ing, campground news, RVer news and
international news with an occasional
podcast interview thrown in and fre-
quent editorial columns and guest writ-
ers. To that, Greg recently introduced
Let’s RV, a daily newsletter for RVers
that is sure to become a regular feature
for RVers.

And now, putting his money where
his mouth is, Greg’s off into life as a
full-time RVer.

He bought the motorhome in Febru-
ary 2014 and hit the road in April, trav-
eling 17,000 miles and visiting 23
states in 10 months. Enjoying the
lifestyle so much, he embarked on life
as a full time RVer in April 2015, mov-
ing out of his house and now living in
his 2003 Winnebago Adventurer.

Congratulations Greg, on the new
Let’s RV newsletter and on the lifestyle
and new adventure. It’s great seeing
someone who “buys ink by the barrel”
(at least figuratively) taking up the RV
lifestyle full time. We’ll be watching for
your new observations, experiences
and travels.

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

Winnebago Entry a Big Move for the Park Model Business

It takes a lot these days to get me ex-
cited about something in the RV industry,
but a recent announcement about what I
think is a major move in the park model
business really caught my attention.  

For years the park model business has
been trying to capture the public’s atten-
tion — the RVing public as well as the
general public. And the May issue of
Woodall’s Campground Management had a
big announcement from the most recog-
nizable brand in the RV world — Win-
nebago Industries. The company signed
a licensing agreement with Champion
Home Builders for Champion to build
Winnebago park models. Champion
owns park model builder Athens Park
Homes and is a major player in the man-
ufactured housing arena.  

The fact that Winnebago sees park
models as an extension of the Winnebago
brand should come as welcome news to
the park model community — although
it no doubt will be a major competitor in
the market.  

What might come next? A Fleetwood
park model?  A Jayco park model? The
move of a mainline RV manufacturer di-
rectly into the park model business cer-
tainly helps solidify the position of the
park model as an RV that deserves all of
the recognition accorded to Winnebago
and other brands.  

It will be interesting to see how the
sales of park models goes in the coming
year or two. Sales seem to be trending
upward month-by-month, as reported by
the Recreation Vehicle industry Associa-

tion, and this new Winnebago/Champion
partnership should give the numbers a
boost.  

Sales Event Selling Coming to
the Park Industry?

Most readers of this column are prob-
ably familiar with the big glossy post-
cards that arrive in your mail or the
full-page newspaper ads promoting 10-
acre mountain land parcels with streams
and great mountain views for just
$29,000 (or sometimes even less). The
ads provide a day and date for this once-
in-a-lifetime opportunity to buy moun-
tain land for you and your family to
enjoy forever. Usually the roads and util-
ities are in the development and the land
is surveyed and staked for each parcel —
all you need to do is call to set up an ap-
pointment for the day of the sale so you
can be among the select group who will
take advantage of this great opportunity.

Sound familiar?
Well, maybe it’s time for this sales

method to be adopted to the RV park in-
dustry and used to pre-sell RV sites in
some great locations.  

I recently had occasion to spend a day
with a client in the Smoky Mountains
who has successfully used this technique
to sell RV sites at an RV park that had
been trying for a number of years to sell
the sites as RV condominiums. Some
sites had been sold, but a majority re-
mained unsold.

This client used what he refers to as a
“land sale event” to sell out most of the
remaining sites in one day at prices that
were very acceptable to the seller and in-
line with the prices of the few sites that
were sold earlier.  

The client is now preparing to execute
a sales event to sell RV sites on a beauti-
ful tract of land right on Douglas Lake in
the Smoky Mountain area of Tennessee.
The property will have about 190 sites

www.bookyoursite.com
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ON CAMPGROUNDS

Reports from 
the field: 

Bob Ashley

Pet-Friendly Turtle Kraal RV Park Built on Restored Gravel Pit

Opened two seasons ago, 147-site Turtle
Kraal RV Park in Alton, N.H., likely never
will be crowded out by development.

The 30-acre park, named for the Eastern
Painted Turtle and adjacent to the Mer-
rymeeting River, sits amidst 200 acres in
New Hampshire’s Lakes Region in what
was once a sand-and-gravel pit that has
been restored, according to Sales Manager
Becky Horvath.

“There never will be anything built right
up to the park,” Horvath said. “It’s very
quiet here.”

Kraal, according to Horvath, means
“rural village” in South African. “We
thought that was a nice name because RVs
equal rural,” Horvath said.

In fact, Eastern Painted Turtles use a
portion of the campground’s storage area as
their spring nesting spot after they come
out of the Merrymeeting River.

“Last year we witnessed 17 one morning
laying their eggs,” Horvath said. “They go
back to the river and they don’t go back to
the nesting site until the next year.”

Unfortunately, she noted, the turtle eggs
don’t have a very good survival rate. “Ani-
mals smell the eggs and eat them, but we’ve
seen some of the little ones go back into the
river,” Horvath said. “We try to protect the
turtles by not allowing people to be right
on top of them.”

The pet-friendly park is open May 1 to
Nov. 1, depending on freeze conditions.
With Lake Winnipesaukee nearby, Turtle
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Turtle Kraal provides guests
nice facilities in a very rural
New Hampshire setting.

gravel pit for years, figures Turtle Kraal may
be the last RV park ever built in New Hamp-
shire due to regulations and property costs.

Some 17 permits were required to build
the park and Carelton had to drill beneath
the Merrymeeting River to bring city water
to the park.

“If you are going to change the topogra-
phy of the land, you have to have the correct
drainage for every site,” Carelton said. “You
have to calculate where the water is going
to land and no water can run off the prop-
erty. If you don’t have the sand-and-gravel
base to begin with, it’s not going to drain.

“That’s a huge dilemma right there.”
* * * * *

It’s been a busy two seasons since the
Conger family purchased the Natural
Bridge/Lexington Kampgrounds of
America (KOA) park in the Shenan-
doah Valley community of Natural
Bridge, Va.

The family has added four deluxe cab-
ins to the 100-site park, re-plastered the
pool (and added steps to make it easier to
get into), remodeled a bathroom and
added four deluxe cabins (to go along with
12 rustic cabins that were already there)
featuring a large deck with patio furniture
and a grill. A new bathhouse currently is
under construction.

“Right now, every deluxe cabin is
booked on weekends through August,”
said Carrie Conger, who owns the park
with her husband, Ken, and his parents,
Bob and Betty Conger.

“Camping isn’t what it used to be,” she
noted. “Everybody wants the cabins with
their own bathroom.”

The 40-year-old campground that is
open year-round already was a KOA when
the family purchased it two seasons ago.
That was key, Conger said.

“This is our first campground so it was
important for us to buy into a franchise like
KOA has,” she said. “We get a lot of help
from the home office; they handle most of
the advertising and KOA has a nationally
recognized name.”

Situated near Interstate 81, Natural
Bridge/Lexington KOA, about 40 miles
north of Roanoke, gets a good amount of
overnight business. “It’s been very busy
earlier than usual this year,” Conger said.

She expects a boost in business when
nearby privately-owned Natural Bridge
Park, which has no campground, is turned
over to Virginia to become part of its state
park system.

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

Kraal has 35 sites that sit on the Mer-
rymeeting River. “We have river access for
canoeing and paddle boating and we have
a three-acre, spring-fed pond with a sandy
beach and sandy bottom.

“The river access is a big asset. People
love to be on the river.”

The park, which also features park mod-
els for sale, has about a dozen-and-a-half
seasonal guests and rents out two park-
model cabins. It also offers boat and RV
storage. “Seasonal people can leave their
unit onsite and we don’t charge them for
winter storage,” Horvath said.

As a relatively new park, Horvath and
owner Bob Carleton are happy with the
way Turtle Kraal’s clientele is developing.
“We were very happy with last year and
we’ve had a lot of repeat guests already,”
she said.

In the middle of June, Laconia Bike
Week, which started in 1916 on Lake Win-
nipesaukee, will draw large crowds of mo-
torcycling RVers to the area. “We’ll be very
busy that week and on holiday weekends,”
Horvath said.

When Carleton built the park, he paid at-
tention to detail. “We are very modern,”
Horvath said. “All the lines are underground
and we have high-pressure showers.”

Carleton, a local distributor of sewer and
water pumps who operated the sand-and-

www.airwaveadventurers.com
mailto:sales@airwaveadventurers.com
mailto:salestower@comcast.net
www.towercompany.com
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‘We have a little bit of everything there,’ said Ryan Coslett of the ELS Flagship RV Resort.
‘Lots of amenities, a convenience store — we even have a credit union on site … it’s truly a
unique property.’ Accommodations include a 36-room hotel, 264 manufactured home sites,
868 park model sites, 585 full-hookup RV spaces, six villas and six travel trailers for rent.

Voyager RV Resort has three pools at its heart, along with shops
and meeting rooms, creating an active core for the Tucson resort.

you want to rent a villa or park model.
Then you can take advantage of the ameni-
ties we have to offer. Like Voyager, most of
our RV resorts just have a plethora of
amenities, as many as you can think of.”

And while “a plethora” leans toward
marketing hyperbole, there’s no denying
that Voyager has a lot.

The full breakdown goes like this: Voy-
ager has a 36-room hotel, 264 manufac-
tured home sites, 868 park model sites, 585
full-hookup RV spaces, six villas and six
travel trailers for rent. 

Manufactured homes ranging from
about 1,500 to 1,800 square feet are avail-
able in “the Bay” section of Voyager, the

newest development in the resort.
Other on-site amenities include a nine-

hole golf course and pro shop, health clinic,
spa and salon, restaurant and bar, 10,000
square feet of meeting and banquet facili-
ties, a library, fitness center, covered and
outdoor heated pools — three pools alto-
gether — as well as tennis, bocce ball, vol-
leyball and shuffleboard courts, and of
course, the ever popular pickleball courts.

Nor is the Voyager Resort Market and
Gift Shop your average “camp store.” It car-
ries convenience and grocery items like
food, beer, wine, soft drinks, health and
beauty products, cards, gifts and RV items.

In addition to the physical amenities,
Ellis says the company works hard to foster
an active lifestyle by supporting community
activities.

“We have at least 50 clubs at Voyager,”
she said. “Every type of club you can think
of, from sporting clubs to veteran clubs,
which are organized by both residents and
staff. We have an activities department re-
sponsible for activities that we put on as a
company like concerts and holiday parties.

Tucson’s Voyager RV Resort is a Town All by Itself

CAMPGROUNDPROFILE

Lindsay Ellis

Managing Voyager RV Resort and Hotel
in Tucson, Ariz., isn’t as much like running
an RV resort as it is like operating a small
town. And in the winter, with 4,000 snow-
birds, it’s bigger than some small towns.

That’s according to Ryan Coslett, vice
president in the west region at Chicago-
based Equity LifeStyle Properties Inc.
(ELS), which owns or has interest in more
than 370 RV and manufactured home com-
munities in North America, making it one
of the continent’s largest real estate invest-
ment trusts (REIT) in the sector. 

Coslett said Voyager Hotel and RV Re-

sort stands out as one of the company’s flag-
ship resorts and a prime example of a mega-
park that feels like a small town.

“A joint venture in partnership with
Meadows Management Co., Voyager has
each component of the ELS business
model,” he said. “It has manufactured
homes, RV sites and then also the hotel. We
have a little bit of everything there. Lots of
amenities, a convenience store — we even
have a credit union on site. The property is
a little ways from town but you have every-
thing you need right there, so you don't
have to go anywhere else if you don't want
to. It’s truly a unique property and some-
thing we’re proud to run.”   

Lindsay Ellis, ELS director
of property marketing, added,
“Our guiding principle when
talking about a property like
Voyager is it’s really about creat-
ing a lifestyle. It’s about creating
a place where people can come
and live or stay. 

“They can buy park models,
rent park models or bring their
RV, giving them a variety of ac-
commodations,” Ellis contin-
ued. “You can come and stay
with us however you need to
stay, whether it’s your own rig or

Mountains provide a backdrop for the resort, which offers
a milder climate than Phoenix thanks to its elevation.
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cost housing, other factors in the strength of
market and near-term optimism include the
North American demographic picture and
general culture of nomadic retirement. The
population of Americans over the age of 55
is expected to keep growing from 2015 to
2030, and according to investor literature,
the average age of ELS residents is 62. 

Coslett added that, although the major-
ity of Voyager guests are annual visitors
rather than short-term stays, many main-
tain their Voyager homes as a second 
residence. 

“Most people when they come to Voy-
ager are going to stay through the season or

longer,” he said. “But more transient cus-
tomers are important because many of our
longer-term residents found out about us
during their RV travels.

“We’re always making improvements
and have the ability at Voyager to look at
possible future expansion,” Coslett said.

And of course, as an ELS property, Voy-
ager is part of the Encore and Thousand
Trails networks, also owned by ELS.

Marketing Strategy and 
Customer Feedback

Ellis said the company takes both a
wide-angle and targeted approach to mar-
keting, including a strong presence at trade
shows, a heavy online push and following
up with existing customers.

“We’re always reaching out to our previ-
ous guests, whether that’s asking them to
recommend us to a friend or just following
up on surveys,” she said “We really try to
capitalize on repeat business. We also try to
break down our marketing efforts to find
target markets for the resort and the hotel.
And we hold several different events at the

The different clubs put on their own activ-
ities as well.” Residents can get involved in
everything from Alcoholics Anonymous to
writing, from theology to opera, from pho-
tography to foreign policy.

As with a small town, it takes a small
army of staff to ensure that things run
smoothly. Coslett said that Voyager main-
tains staffing levels between 30 and 70, de-
pending on the season. 

“Voyager is unique in that because it’s
one of our bigger resorts,” he said of the
snowbird haven.

Nestled in the biggest city in southern
Arizona, the urban “mega park” is just
blocks from Interstate 10 on the southeast
side of the metro area. It’s only a few miles
from the airport and from the mountains
that form the eastern border of the Tucson
area, providing a picturesque backdrop to
the park’s golf course.

The entire Tucson market, with a popu-
lation of roughly 1 million according to U.S.
Census Bureau estimates, is a popular des-
tination for snowbirds. Aside from cultural
opportunities and local flavor, Tucson sits
at 2,600 feet above sea level, making it
cooler and wetter than Phoenix, even
though it’s farther south. Winter tempera-
tures typically reach the mid-60s to mid-
70s in the day. While snow can sometimes
dust the saguaro cacti, it typically is light.

On Tucson’s southeast side, the nearby
Atterbury Wash is famous for excellent
bird-watching opportunities, and nearby
Davis-Monthan Air Force Base is famous
for its airplane boneyard.

While it’s known mainly for the Univer-
sity of Arizona and for technology compa-
nies, tourism brings in 3.5 million visitors
and $2 billion to Tucson, according to the
Arizona Daily Star.

Market Optimism
At Voyager, Coslett said financial per-

formance is continuing to improve, mirror-
ing the performance of the manufactured
housing and RV REIT market as a whole. 

ELS became a publicly traded company
in 1993, and is one of three public compa-
nies in the manufactured housing REIT sec-
tor, all of which are growing in terms of
properties owned and revenue. 

According to the National Association
of Real Estate Investment Trusts, in the
12-month period ended in March 2015, the
total return for these three REITs was 44%,
the best performance of any REIT category.
As of April, ELS shares were up 33% over
the previous year.  

“We are optimistic about the future of
the company and the industry,” Coslett
said. “The demand is there.” 

In addition to strong demand for low-

property throughout the year.”
ELS has given Voyager a standalone

website, which it rolled out in 2014.
“A good majority of our business comes

from online first when they’re making
reservations,” Ellis said, adding that web lit-
eracy among the retiree demographic is
very high these days. 

“It might have been true a few years ago
that the demographic didn’t demand online
access, but not anymore,” she explained.
“We have a big Canadian footprint — and
they won’t come down to parks that don’t
offer Wi-Fi. They want to Skype with family
and have that access.”

In addition to the financial reports,
Coslett said Voyager’s operators focus on re-
ferrals as a key metric for success. “We
track our customers to see whether they re-
turn year after year,” he said. “Referrals are
very important to us. If our customers
come and enjoy the lifestyle, then they’ll
bring their friends and family in. That’s one
of the biggest indicators that we’re using.” 

And, on those occasions when someone
offers criticism, “we use it to make the re-
sort better,” he said.

“We also follow up with all of our
guests,” Ellis added. “Should we have a
score that’s lower, we call that guest. Each
property manager will follow up with any
guest who reports a bad experience, and we
also make sure to follow up with owners
who report positive experiences and thank
them.”

When it comes to success on an individ-
ual resort level, Coslett and Ellis say they
focus on the simple but important priori-
ties: Customers, staff and cleanliness.

“No. 1 is paying attention to customers
and what they’re saying,” Ellis said. “Also,

Campground Overview
Name:Voyager RV Resort & Hotel
Address: 8701 South Kolb Rd., 
Tucson, Ariz. 85756
Number of Sites: 1,576: 868 park
model sites, 585 full-hookup RV
spaces, 264 manufactured home
sites, a 36-room hotel, six villas
and six travel trailers for rent.
Physical description: Combination
hotel and RV resort in desert land-
scape with central facilities includ-
ing grill and banquet hall, three
swimming pools, golf course, 
pickleball and shuffleboard courts.
The resort is in an urban setting,
close to a wide variety of attrac-
tions and amenities.
Season: Open year round, though
snowbirds make the winter
months the peak. 
Rates: From $43 a day for standard
sites; value sites (no slide-outs) start
a $34-$39 in peak season, and pre-
mium paved sites are $46 in season.
There are daily, weekly, monthly,
three- and four-month rates as 
well as annual rates. Monthly and 
longer stays have residents paying
separately for electricity. 
Sites: All sites are full hookup with
50-amp electric service. There are
100 pull-through sites, and sites
have telephone hookups and
available DSL Internet service.
There are Wi-Fi hotspots through-
out the park.
Camping cabins: Park models
from 400 to 1,600 square feet 
are available for rent on a 
monthly basis.

Website: www.voyagerrv.com
Contact information: (800) 424-9191

Voyager’s guests, with an average age of 62, have plenty
of active options, including indoor exercise equipment.

Pickleball, tennis, bocce ball, shuffleboard and volleyball
courts are only some of the options for Voayger guests.

a little bit of appreciation goes a long way.
We give out welcome bags when they
check-in and hold appreciation events. We
also try to show our commitment through
upgrades and amenities, by keeping the
park beautiful and up to date.” 

The approach seems to be working, not
only with customers. The resort’s peers
across the state named Voyager Mega Park
of the Year in 2014 by the Arizona Asso-
ciation of RV Parks and Campgrounds.
“It’s very rewarding to know when you’re
doing something right,” said Coslett. —
Ty Adams   WCM

Snowbirds can choose a manufactured-housing option
in “The Bay,” the newest section of the resort.
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for people to help find the best fit for their
properties.

For instance, while cloud-based systems
offer many advantages — no need to down-
load periodic updates, no delays to get
someone to your property if there’s a com-
puter crash — an online system isn’t suitable
for parks with
slow, spotty or
even no Internet
access, said
Thomas Lyle,
CEO of Front-
desk Anywhere,
a provider of on-
line reservation
software. “If you
just don’t have
Internet access,
it’s probably not
a good solution
for you to have Internet-based software.”

And yes, there are campground operators
out there — some may consider them “di-
nosaurs” — who are still taking reservations
by hand over the phone. So why abandon a
tried-and-true method like that?

The answer, according to Tyler Duffy,
president of Campground Automation Sys-
tems Inc., is those operators are missing out
on revenue. “There’s millions of people every
day that are going online, going to Google
and looking for
campgrounds
and making
reservations,”
he explained.

“On our sys-
tem, the heavi-
est reservation
times are be-
tween 7 p.m.
and 9 p.m.,”
Duffy continued
— a time when
many RV parks
don’t have their front desks staffed. “That’s
when families will get the kids in bed and
mom and dad have a chance to sit down and
plan a vacation, set up the time off and make
a reservation. They like to be able to make a
reservation, put their credit card information
in and get a confirmed reservation, not just a
reservation request or some type of form on
a website.”

Ron Medenwald, senior vice president of
Leisure Interactive Inc., used to be part of
the on-paper reservations crowd when he
ran a park for 17 years. Medenwald was on
the  board of the
National Asso-
ciation of RV
Parks and
Campgrounds
(ARVC) and is a
past president
of the California
Association of
RV Parks and
Campgrounds
( C a l A R V C ) .
When he ran his
park, everything
was done by hand on paper — then he went
to work for a software company and learned
what it can do and what people should be
asking about.

Medenwald offered these tips:
• PCI (Payment Card Industry security

standard) compliance is an important fea-
ture. “You want to make sure your software
company’s going to be in PCI compliance.”

• Can you find things in the system? “Look
at navigation, how easy is it for your staff,
what’s the training component, and how
does the software meet your needs?”

• Can you tell who’s been making changes
in the system? “Look for an audit trail and dif-

If you’re still doing it the old-fashioned way,
you’re missing out on revenue and efficien-
cies, reservation systems providers report.
There are millions of people every day that are
going online to look for campgrounds and
make reservations.

ferent levels of access when appropriate.”
• What reports do you need? “Reporting’s

a huge part of it,” Medenwald suggested. 
• Another key aspect is how the software

works with your accounting system, he said.
“Revenue recognition’s an important part of
it.”

• And, of course, find out what happens
when something goes wrong. “Support is
huge,” Medenwald said.

Of course, marketing is one key feature of
many of the RV park software systems out
there.

But the biggest change on the horizon,
one that goes hand-in-hand with the growth
in online booking, is dynamic pricing. While
it’s still new in the campground sector, trav-
elers have dealt with variable prices for a
long time for airline seats, hotel rooms and
rental cars. Some campground operators are
starting to think that the rate for May 4 maybe
shouldn’t be the same as for July 4.

Thom Gibb,
chairman of the
board at Digital-
Rez Interna-
tional, said
many of his
company’s RV
resort clients
have variable-
cost structures
for weekend
rates, not to
mention monthly
and weekly
rates. Some also use the hotel model of a
daily rate that rises or drops depending on
occupancy levels.

Duffy concurred. “There’s very few camp-
grounds out there that are pricing their
campgrounds like they should,” he said.
“Most people are publishing their pricing at
the beginning of the year. If parks are willing
to look at their occupancy the previous year
and adjust their pricing, they’ll increase their
revenue a lot. We don’t see that very much,
but the parks that are progressive and re-
sponsive see huge increases in revenue
when they are willing to base it on supply
and demand vs. ‘This is what the rate has al-
ways been,’ or ‘We go up $5 every year.’”

According to Lyle, “In this sector it’s a
mind shift. Some people are gung ho, ‘Yes,
that’s exactly what we need. I can’t wait to
try that out and start using it.’ There are peo-
ple who are used to printing their prices in a
directory that will be out there for a year and
people are going to hold them to that price.
They’re used to the ‘fire and forget’ mentality
on pricing. Once they stop publishing a stan-
dard price list on the Internet or in a publica-
tion then they can really reap the benefits to
handle their yield and revenue better.”

Another consideration is the growing
market of Millennials — adults age 18-35
who have been identified as the next key
market for the outdoor hospitality market by
groups like Kampgrounds of America Inc.
(KOA) and the Recreation Vehicle Industry
Association (RVIA).

These young adults are far more likely to
seek online booking, and some of the big
travel portals — TripAdvisor, Expedia, Book-
ing.com — are taking notice of the camp-
ground market, as well as campground
start-up online travel agencies (OTAs) like
Red Rover Camping, RVSpotFinder.com,
CampReward.com and RoverPass.com.

While not all of the cloud-based reserva-
tion providers link to those outside reserva-
tion sources, the ones who don’t are talking
about doing so in the future.

Here’s a look at the key software
providers who help RV park operators fine-
tune their businesses. Some have a long
campground pedigree, others have their
roots in the hotel sector and bring that sec-

Software can make it easier for front-
desk personnel and guests both by
creating a quick, seamless process
for meeting guests’ needs.

Reservation, Front Desk 
Systems Providers Help Park 
Operators Upgrade to Digital,
Streamlined Management Tools 

When it comes to systems for managing campgrounds — handling reservations, processing
payments, running campground stores — there’s a dizzying array of options out there.

While that could sound daunting to anyone considering changing to a new system, it’s ac-
tually good because it means that no matter the size, individual needs or budget of an individual
park, there’s almost certainly an option available that will fit.

Is a cloud-based system — available on any device — the right solution for you, or do you
need software installed on your office computer? Do you accept online reservations, or will
you soon? Do you plan to list your park with various online reservation portals? Do you need
your accounting software to work seamlessly with your system?

Those are just a few of the things campground managers need to consider when looking
for options.

Woodall’s Campground Management talked with several of the key players in the market
today, and they graciously provided more than just a sales pitch — they offered frank advice

Thomas Lyle

Thom Gibb

Ron Medenwald

Tyler Duffy
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tor’s lessons to outdoor hospitality.
The pricing models vary significantly and

depend on each campground’s size and pref-
erences. Although it would be impossible
here to offer helpful pricing comparisons for
everybody, campground operators can plug
in their own information and figure out costs.
We’ll offer basic prices for a 150-site camp-
ground when applicable.

RMS Campground by RMS North America
San Diego, Calif.
858-427-1200
sales@rmsnorthamerica.com
www.rmsnorthamerica.com

This company is a subsidiary of Aus-
tralian-based RMS, which has been around
for 30 years and was developed to make soft-
ware for caravan parks, said Todd Sabo,
president of RMS North America.

“A couple of things that define us and our
software is the ease of use of our software.
Another is we do have interactive maps,”
Sabo said. “We also have a very nice com-
munications module where you can send out
trigger correspondences and set business
rules for email to go out before, during or
after the stay.”

In addition to email messages, “we also
have the ability to text messages to your cus-
tomers either before, during or after. If there’s
an event going on and you want to send a
text-message blast, that’s available in our
system.”

RMS also allows campgrounds to upsell
during booking — for instance, a golf-cart
rental, firewood
delivery to the
site or bicycle
rentals.

“Additionally
we do have
built-in online-
travel-channel
management.
RMS has pio-
neered this
space. We are
connected with
a lot of different
online travel agents — Expedia, Travelocity,
TripAdvisor — and that is built in.”

RMS also has a mobile application for
tablets and smartphones, making camp-
ground operators able to check guests in and
out as well as do meter readings for utilities,
housekeeping and various other tasks.

“We also have a point-of-sale system
that’s built in, either a light version or a full,
detailed version,” said Sabo, whose firm re-
cently introduced RMS University for sea-
sonal-employee training on three self-guided
video training modules. 

RMS offers integration with QuickBooks
and other accounting programs.

The baseline cost is $150 per month. Ad-
ditional concurrent users add $50 a month
and can be added or dropped depending on
the season. Setup fees are $600, including
eight hours of guided setup.

Online reservations are either a flat $2 per
reservation, or $1 per reservation with a
monthly minimum of $35 to a maximum of
$195.

Unlimited tech support calls are included.
Dynamic pricing options are built in, Sabo

said, and reports are flexible.

Sunrise by Campground Automation 
Systems Inc.
Mount Juliet, Tenn.
877-783-2367

info@campgroundautomation.com
www.campgroundautomation.com

“We’ve got a wide variety of things we
do,” said Duffy. “We specialize in real-time
online reservations. We have a customizable
business rules engine that really lets us tailor
the software to each campground’s needs.
It’s very flexible for whatever type of rules
that your campground has.”

Dynamic pricing is a key feature in Sun-
rise, Duffy said. “We also have dynamic
availability. We can actually show the guest
the availability of your park that would actu-
ally maximize your occupancy. For example,
say you’ve got three sites that are available,
and one of them has a two-night gap on it be-
tween two other reservations. If somebody
selects those two nights as the time for
reservation dates, instead of showing all
three sites as available, we would just show
the one that’s going to put them right in that
gap so you don’t block one off for somebody
who might stay a week.”

Sunrise is entirely cloud-based and
there’s no limit to the number of users. Un-
limited support is also part of Sunrise.

“We’re integrated with several credit
card processors. We stay out of the transac-
tion — we don’t touch it. It goes directly to
the processor, who sends it directly to your
bank account.” 

Sunrise isn’t integrated with any OTAs yet.
“The trend,” Duffy explained, “is that Google
and search engine reservations are taking
more of the market. You’ll actually get more
reservations through search engines than
you will through other portals. We think that
eventually someday we might get into that,
but right now our customers are not asking
for it. When we turn on reservations with the
existing online reservations that we provide,
we more than satisfy what they’re looking
for.”

Sunrise recently introduced a recurring
billing module for parks with long-term
guests. 

In addition, “We provide self-check-in
kiosks for late-night arrivals. It’s all tied in live
real-time: the kiosks, online or checking in at
the desk.” 

There’s also an integrated gate system
that provides customers with a gate code in
advance of their stay. When they enter the
code at the gate, the system checks them
into the campground. “That code is unique
for them, it only works for their stay length
while they’re at the park,” Duffy said.

He also pointed to a running-tab feature
in the point-of-sale system. “If you want to
minimize your transaction fees, have your
POS so campers can run a tab, so they can
come in and buy ice or the kids can get
candy bars and put it on the invoice for their
site. That cuts down on your credit-card pro-
cessing charges if they run a tab and pay for
it all at once when they check out.”

For a 150-site park, prices range from $99
a month with a $1,300 setup fee and $3.50
charge per online reservation, to $1,137 a
month with no online reservation charge and
custom setup fees, depending on the fea-
tures chosen.

Hercules 3.0 by Leisure Interactive LLC
Orange, Calif.
888-333-9383
sales@leisureinteractive.com
www.herculesfrontoffice.com

Hercules is a combination of reservation
and campground-management software, in-
cluding payment processing. Leisure Interac-

tive also runs Camping.com, RVParks.com,
KidsCamping.com and PetCamping.com.

“We started off in the industry in 2002”
with a booking engine, Medenwald said.

“We’ve got a marketing channel, we’ve
got a front-office system and a whole lot of
things to help you build your business,” he
continued. “If I was going to go out and buy
a property management system, knowing
what I know as a park operator, as a con-
sumer and as a technology specialist, I
would start off with the booking engine. You
want to begin with the end in mind. The ulti-
mate goal is the consumer: What’s that con-
sumer going to see? What’s their experience
going to be? How smooth is the process?”

On Hercules, he said, interactive maps
are an option, and there are lots of options. 

“We are a software-as-a-service applica-
tion. What that means is we have one set of
code that services all of our customers,”
Medenwald explained. All data are cloud
stored with the system available 99.8% of the
time.

Hercules is touted by Leisure Interactive
for its simplicity in use and in setup, inte-
grated credit card processing and training
and support included with the monthly fees.

ReservationFriend is the online booking
engine offered through Hercules, and it’s of-
fered as a stand-alone option.

Contact the company directly for pricing.

Campground Manager by Mission 
Management Information Systems Inc.
Niagara Falls, Ontario
800-547-9147
peterk@campgroundmanager.com
www.campgroundmanager.com

“My partner started the company in 1992
and he wrote the software for his parents’
campground,” said Peter Kearns, co-owner
and vice president of the company. “I came
on board in ’93 and at that time there were
three of us in the company — and we grew
it to where it is now: 16 employees and over
1,000 accounts.

“After 23 years we’re at a point now
where we offer everything on a receivable
side, from online booking down to account-

ing, to the transfer to the general ledger sys-
tem and everything in-between.”

Campground Manager can either be
cloud-based or it can be installed on camp-
ground computers. “I would say about 40%
of our customers are local installs and we’re
not going to walk away from that,” Kearns
explained. But the growth in cloud-based

customers “has just made life so much eas-
ier. We’ve been at this for six years now. Dur-
ing the last three years people have caught
onto it, realizing that they don’t have to have
their own networking person on call for prob-
lems.” 

In addition to Campground Manager, the
company runs booking portal BookYour-
Site.com, which has an iPhone/iPad and An-
droid app for guests to use to book stays at
Campground Manager’s client parks.

The added advantage is that BookYour-
Site.com works with TripAdvisor and will
soon link with other OTAs.

Right now Campground Manager doesn’t
allow for dynamic pricing, Kearns said.
“We’re launching our new product, Astra, a
complete rewrite. In the next evolution of
Astra later this year it’s going to have dy-
namic product. People want it so we’re going
to include it.”

Campground Manager allows automated
emails to go to customers, and texting will be
coming at some point in the future, Kearns
said.

For credit card processing, Kearns said,
“we don’t store any numbers in the system.
It’s all stored in a PCI-compliant cloud system
by our partners.”

Campground Manager has a full point-of-
sale system that handles inventory and is
scanner adaptable. “The point-of-sale por-
tion is a big, big part of our business. We
wrote it ourselves, fully integrated in the
product,” Kearns said.

Campground Manager has 450 reports,
and in the new Astra, people will be able to
easily define their own reports. 

Training and support are included in the
monthly cost for the online software, but cost
extra for the locally installed version after the
first year.

For a 150-site park with one concurrent
user, the locally installed version costs $2,682
to $4,576, depending on options, while the
online service has an initial cost of $500 and
monthly cost of from $155-$199, depending
on options.

“Our strength is, and always will be, the
support and the knowledge. We own our
own campground, a 289-site park, so we
have a pretty good test site,” Kearns said.

RezExpert by DigitalRez International
Sicamous, British Columbia, Australia & Barbados
800-811-5988
www.digitalrez.com

“DigitalRez entered the campground mar-
ket in 1998,” Gibb said. “The founder and
CEO, Ken Lahoda, saw a need for a comput-
erized reservation system for the camping in-
dustry. At the time — and to this day —
compared to the hotel industry, camping has
few software providers for reservation sys-
tems.”

“RezExpert is a huge saving for resorts as
they no longer have to pay for rapidly depre-
ciating servers and all of the ongoing legacy
and updating issues that entails with hard-
ware and software. It also makes manage-
ment, especially for centralized reservation
management of multiple properties, much
easier,” Gibb said, noting that RezExpert is
cloud-based and constantly backing up,
which helps with security — especially PCI
compliance.

“RezExpert's integrated online booking
engine allows for bookings from the prop-

Peter Kearns

Todd Sabo
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erty’s website. We have recently added the
capability for resorts to access dozens of
large travel portals such as Expedia, Trave-
locity and large networks of travel agents,”
Gibb said.

Like other providers, RezExpert offers
email marketing, and Gibb said a more pow-
erful version of that feature will be coming
out later this year.

Not only does RezExpert integrate with
four credit-card processors that are PCI level
III-certified, Gibb said, “we have just com-
pleted development on a secure credit card
vault for those resorts that do not wish to uti-
lize any of the processors/gateways that we
integrate with. This is another third-party of-
fering from a PCI level III-Certified entity. Dur-
ing all of these processes credit card data is
never stored, entered or processed on our
servers; the resort experiences seamless in-
tegration.”

In addition, he said, “RezExpert has a
highly developed client membership module
that supports unique pricing and member-
ship booking and stay rules tracking every
stay and transaction with a guest. Operators
can also enter extensive reservation and
guest notes that stay in the system attached
to that specific guest.” The company plans
to expand that function later this year, too, he
said.

RezExpert offers dynamic reporting pan-
els that allow operators to deal with any is-
sues quickly and efficiently.

The point-of-sale module is limited at this
point, but allows items to be place onto a
reservation or allows for over-the-counter
purchases.

RezExpert is billed at $1 per site per
month, with discounts available after 40 sites.
Additional modules are available.

“We also have an extensive support web-
site at support.rezexpert.com. Each reserva-
tion interface within RezExpert has page-
and panel-level video and PDF help just a
click away,” Gibb said. “Another unique fea-
ture we provide is a fully-functional
test/training environment where resorts can
test new features and train staff before they
move onto the live website.”

Frontdesk Anywhere
San Francisco, Calif.
415-800-5940
sales@frontdeskanywhere.com
www.frontdeskanywhere.com

“We come from Silicon Valley, and we’ve
been working in the hotel space the last
seven years,” Lyle said. “We’ve seen parks
come to us organically, one by one, seeing
we’re offering a very similar tool, something
they need to be able to compete — which is
revenue management and the ability to con-
nect with online travel agencies.”

Frontdesk Anywhere is a totally web-
based system, easy to use on any device —
an old PC, a Mac, a tablet or even an iPhone.
“You can log in and do everything you need
to do,” Lyle said.

Frontdesk Anywhere also offers email
messages.

“We offer revenue management as a key
feature in our system, and that potentially al-
lows you to take control of your rates and
pricing, adjusting them on the fly automati-
cally based on what’s going on in your park.
If a particular site type is booking out at a
faster rate, you can program it to increase
the price automatically,” Lyle explained.
“Likewise, you can offer discounts if there’s
something going on, low utilization of a par-

ticular site. All that can connect to your on-
line sales channels, your Website booking
engine, travel agencies like booking.com or
review sites like TripAdvisor.

“We have the tools to connect to them
and a direct connection back to your sys-
tem,” added Lyle. “When someone makes a
reservation online, it goes directly into your
system. When you change your price, that
information goes out in real time to the Inter-
net.” 

Another unique feature Lyle pointed out is
that Frontdesk Anywhere also facilitates 
TripAdvisor’s TripConnect, which allows the
consumer to come to your booking engine
from TripAdvisor to avoid paying the commis-
sions that would normally be paid with online
travel agencies.

Frontdesk Anywhere has simple, straight-
forward pricing. It’s $3 per site per month
with no transaction fees, commission or
service/support costs. Training is included. 

“There’s no freeze on licensing,” Lyle
said. “You get as many users as you need.
We encourage that for audit-trail purposes.
You want every user to have their own login
ID.”

Frontdesk Anywhere integrates “with
pretty much any payment processor in North
America,” Lyle said. “We don’t touch your
money, we don’t take any transaction fees on
that.” There’s no setup fee for the property
management system, though tying into other
sites, like Booking.com, does involve a setup
fee, he said.

RoverPass
Austin, Texas
888-637-CAMP
hello@roverpass.com
www.roverpass.com

The newest property management
provider, RoverPass, actually came into this
niche sideways, according to Jake Poterbin,
marketing manager.

“RoverPass is an online travel agency for
RV parks and campgrounds. The website is
taking a consumer approach to online reser-
vations. Instead of asking the campgrounds to
invest time and money into a full suite of front-
desk software, we offer a simple, lightweight

communication tool to streamline an online
reservation,” Poterbin explained. “The beauty
of this system is it already fits with existing
workflows with little learning curve to it.”
Reservation Systems – continued on page 28

Jake Poterbin

Subscribing is simple.
• Log on to the Woodall’s Campground Management
website at: www.woodallscm.com

• Go to the “Campground Management News Delivery”
box on the right side of the page.

• Enter your email address in the box.
• Click on the green “Go” button.
• That’s it — you’re done!
Please note: All subscriptions to woodallscm.com’s
daily email news updates are authenticated by our
subscription service. Once you enter your email ad-
dress and submit the form, you will receive a verifica-
tion message which requires that you respond to it
before your subscription is activated.

Like what you’re reading? 
Want to find the same extensive coverage
of the outdoor hospitality industry found
in this issue of Woodall’s Campground
Management every business day?

The Woodall’s Campground Management website is the “go to” Internet 
news address for owners and operators of North America’s RV parks 
and campgrounds — and now, we’ve made it even easier for you to stay 
current with events that impact your workplace. When you subscribe to
the WCM news feed, we deliver Breaking News directly to your email!

http://dri-dek.com
http://greaterpawv.wish.org
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SMART OPERATIONS

word-of-mouth advertising on steroids.
The term has obvious biblical origins,
where surrogates are engaged to spread
the good news — in this case, regarding
your business. 

Evangelists do not take their roles
lightly — and they do not agree to take
on their responsibilities without first
being truly converted themselves. They
have to really believe in a product or
service before they will agree to act as
voluntary advocates on your behalf. 

Their evangelism can take many
forms, from direct referrals to social
media posts to loyalty programs to
affinity groups (a park’s seasonal
campers might be one such affinity
group). 

The bottom line is that any of these
are unpaid customers who are perhaps
your company’s best possible
spokespersons — primarily because
they are spreading the word based upon
their authentic personal beliefs.

Customer Loyalty
Sharing some characteristics with

both engagement and evangelism, cus-
tomer loyalty is the result of an ongoing
reassurance that your business is meet-
ing the needs of its existing customers. 

A new website, an eye-catching bill-
board or a well-crafted video or TV
commercial can serve to not only gen-
erate new business but to reassure your
existing customers that they made the
right decision in choosing your busi-
ness. 

Make them proud of their decision
and help to give them a sense of be-
longing and involvement. This, in turn,
is an added step toward taking loyalty
to the next step … evangelism.

Lead Generation
Sometimes potential customers are

Peter
Pelland

Successful Park Marketing Requires Long-Term Objectives

For any business, the “home run”
measure of success for any marketing
tool is the generation of an immediate
sale. Sometimes that means the pur-
chase of an item or the ordering of a
service. In the hospitality industry, that
immediate sale translates into a reser-
vation for a stay. Those are the home
runs — but the game is won in multi-
ple innings, the cumulative effect of
singles, doubles, runs batted in, and
strikeouts.

What are those lesser, long-term
measures of marketing success that,
taken cumulatively, can often exceed
the impact of the immediate sales?
Allow me to outline a few of them.

Engagement
Engagement is the encouragement of

long-term customer loyalty. It can be
argued that short-term sales can some-
times be in conflict with the interests of
long-term customer engagement. 

For example, coercing an immediate
sale through the use of deep discount-
ing will almost never lead to long-term
customer loyalty. Rather, it likely leads
to either one-time sales or the develop-
ment of customers who will only pur-
chase again when you offer another
deep discount. 

Customer engagement can be built
through expertise in your field, the
presentation of useful information, the
delivery of frequently updated content
and interaction with your customer
base. 

Brand Awareness
Brand awareness is essentially the

development of a company’s name
recognition and reputation. It is far eas-
ier to accomplish for an established
name brand with hundreds or thou-
sands of locations to build brand
awareness than it is for an individual
start-up business. Think in terms of
McDonald’s versus Charlie’s Burger
Joint. 

Brand awareness goes beyond simple
name recognition. It requires that 
consumers not only recognize your
business name but also that they will 
be more likely to recall the name in 
the future and correctly associate 
it with the special attributes of your
business. 

For example, you might be one of a
dozen-and-a-half campgrounds in the
area, but you want to be remembered
as the place to camp in Myrtle Beach,
S.C. 

I have routinely documented in-
stances where a campground that
changed its name more than 10 years
ago continues to get business from peo-
ple who recall the old business name
(and are directed to the park’s website
via the old URL, which we maintain).

Customer Evangelism
Customer evangelism is good old

not ready to make an immediate 
purchase or buying decision. For exam-
ple, it is not easy to persuade people 
to buy snowmobiles in the summer or
to book a camping trip in the winter.
Beyond the attempt at timing your mar-
keting efforts for when they will be the
most effective, lead generation is a
means of qualifying a broad list of
prospective customers into a narrower
list that is more likely to make a future
purchase. 

Do you ask them to become 
involved? Try to encourage people 
to subscribe to your newsletter, join
your email list or sign up for special of-
fers and incentives. In any case, a 
potential customer who has taken the
initiative of any such “next step” is 
that much closer to becoming an actual
customer.

In summary, do not be discouraged
if every marketing effort does not trans-
late into immediately measurable sales.
Marketing is a cumulative, long-term
effort — not some sort of “all your eggs
in one basket,” “get rich quick”
scheme. Present your business in a pro-
fessional, consistent manner and it will
eventually reap the rewards of a boun-
tiful harvest.

Peter Pelland is the CEO of Pelland
Advertising, 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

www.hireaworkamper.com
www.campgroundmanager.com
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(888) 445-RAIN • www.raindeck.com

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

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

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

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

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

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

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

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

TACO Spring Get-Together Brings 150 
To Texas-Sized Meeting and Tradeshow
Updating members on issues the association has
tackled, Executive Director Brian Schaeffer said
TACO hired attorneys to help members. “We’re
willing to spend some money so people don’t
mess around with you,” he said.

When members of the Texas Association
of Campground Owners (TACO) got together
in Kerrville April 26-28 from across the Lone
Star State, they had a lot to talk about.

The roughly 150 park operators from 70
campgrounds covered a lot of ground — fig-
uratively and literally — in that lull between
the end of the Winter Texan season and the
start of the summer camping months.

The three-day event covered three differ-
ent locations: The Guadalupe River RV Re-
sort in Kerrville, where the auction, meetings
and most of the seminars took place; the Inn
of the Hills, down the road in Kerrville, where
the trade show and one seminar took place;
and the Texas Wine Country Jellystone Park
Camp-Resort in nearby Fredericksburg,
which was the site for the wine-tasting event
and park tour.

Most of the park operators who talked
with Woodall’s Campground Management
said they were coming out of one good sea-
son looking forward to the next.

“Our Winter Texan business was up dou-
ble over last year,” said Doug Jensen of
Texas Lakeside RV Park in Port Lavaca. Al-
though Jensen admitted that’s not hard since
the numbers are still small for the park which
is only a couple of years old, he was

nonetheless encouraged. He said he ex-
pects a strong summer, too.

“We cook for our guests on holiday week-
ends as a way to say, ‘Thanks,’” Jensen said,
and he figures he and his wife, Dana, will be
cooking for capacity crowds.

It was a similar story at Hatch RV Park in
Corpus Christi, a fourth-generation family
park that’s been a fixture in the gulf coast
town since the 1930s. In fact, said Cheryl
McLaughlin, the urban campground is plan-
ning to expand.

While the overall story for Texas tourism
is good — travel was up last year statewide,
putting Texas neck-and-neck with Florida for
the title of second-most-visited U.S. state,
according to Nate Gieryn of the governor’s
office — there is one key area that needs
help in the state that makes up so much of
the border with Mexico.

Ed Welliver of Oleander Acres in Mission,
a border town on the Rio Grande, said his
park has taken a hit thanks to media reports
about cartel violence in border towns.

“Our Winter Texan occupancy was 75%.
A few years ago, it was 100%,” Welliver 

Bob MacKinnon (right) presented representatives of The Vineyards Campgrounds and Cabins
in Grapevine with an award for perfect “A” GuestReview ratings for seven years in a row.

Cheryl McLaughlin

Brian Schaeffer poses with TACO speaker
Nate Gieryn of the Texas governor’s office.
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told WCM.
Welliver’s daughter, Salome, said she and

other officials met with the governor’s office
for help promoting the area, but “they’re
going to do what they’ll do. It’s a big state and
they have lots of areas to worry about.”

Still, that doesn’t mean the family is con-
sidering giving up on their park, and not all
signs are negative. “I grew up down there. I
spent some time in Kansas City, but I came
back. Even though there’s stuff that’s gone
on, it doesn’t change how I feel about the
place,” Salome Welliver said. “I would feel
weird giving up and leaving,” she continued.
“You go back because you love it.”

Her dad said the RV park has felt like
home since he moved to Mission from Mis-
souri decades ago and never looked back.
“The Realtor said, ‘Have I got a deal for you:

I can get you a good house, not only that it’s
going to get you a great income. Work six
months a year, take off six months a year,’”
Ed Welliver related. “It sounded like a no-
brainer. I’ve not found which six months of
the year you don’t work,” he chuckled.

Even the drop in snowbird occupancy

isn’t due to established guests leaving in fear
of cartel violence as much as natural attrition
is leaving holes that becomes harder to fill,
Ed Welliver pointed out.

“This would be the easiest job in the
world if Winter Texans didn’t age,” he said.
“Once we get them in, you really have to mis-
treat them before they leave you. But health
problems, the years catch up. You’ve always
got this big percentage of people who’d love
to come back but just are unable to.”

A byproduct of that age progression, they
said, led them to put in more spacious sites
and rental options. “A lot of times you find
that even people who do want to RV, they
don’t want to deal with the stress of taking
their RV places, especially the Winter Texans
as they get older,” Salome said.

That growth in rental accommodations
was reflected in a few places during the con-
ference, including the trade show. “We’ve
got more park models than we’ve ever had,”
said Brian Schaeffer, executive director of
TACO, which has roughly 400 members.
Those included park model RVs from Cham-
pion/Athens Park Homes in Athens, Texas;
Skyline Corp. of Elkhart, Ind.; and Platinum
Cottages of Malakoff, Texas.

In addition, Schaeffer highlighted for
members the association’s redesign of Tex-
asCabinRentals.net, the site TACO has used
for six years to market campground rentals.

Braden Walker, web director for TXAD
Internet Services — the Crowley-based
company run by Schaeffer — used a big pro-
jector screen during the get-together to
show park operators how consumers can
search for rental accommodations any-
where in Texas simply by entering the name
of a city in the search box.

Consumers can then search for parks
with rental accommodations within 15 to 100
miles of the city they entered. The search

tool lists the parks that are relevant to the
search with descriptions that include the
numbers and types of rental accommoda-
tions available at each park. Campers can
then click on the park name to make their
reservations. TexasCabinRentals.net also in-
cludes a blog and a detailed event listing,
which links consumers with detailed activity
and itinerary sections of TravelTex.com, the
travel planning website for the state of
Texas.

“We’re excited to see what kind of re-
sponse the newly designed TexasCabin-
Rentals.net delivers for our members,”
Schaeffer said.

Seminars Educate Park Operators
Among the seminar presenters at the

conference was Bob MacKinnon of
GuestReviews.com, who filled in park oper-
ators on how best to use his service —
which comes with free or reduced-cost tiers
for TACO members and members of many
other state associations — as well as other
services like TripAdvisor.

Joining MacKinnon were Jeff Crider of
Crider Public Relations Inc. in Palm Desert,
Calif., who filled operators in on effective
marketing and public relations; Gieryn, who
displayed the wide array of the state’s

Among the awards given out during the
meeting, the newest category in the TACO
awards reflected the growth of rentals in RV
parks: Best Accommodations in Texas.

The full list of award winners included:
• Small park of the year — Johnson Creek

in Ingram, Tom and Lisa Cauthen
• Medium park of the year — Texas Lake-

side RV Resort in Port Lavaca, Doug and Dana
Jensen

• Large park of the year — LaHacienda RV
Resort in Lake Travis, Ken and Lydia Butschek

• Top vendor — Utility Supply Group
• Best accommodations in Texas — Bare-

foot Bay Marina and Resort
• Website of the year — Pioneer RV Resort
• Best rack card — Texas Lakeside RV Resort
• Best brochure — Brookeland/Lake Sam Rayburn KOA
• Board service awards went to Terry Munoz and Guadalupe River’s Don Temple, both

of whom reached the six-year consecutive maximum term on the board.
In addition, Bob MacKinnon of GuestReviews.com presented The Vineyards Camp-

ground and Cabins in Grapevine with a special award, not only for being one of only 34
campgrounds to receive an all-around “A” rating for 2014, but for achieving that distinction
seven years in a row.  WCM

Brian Schaeffer (left) and Don Temple (right)
of TACO present Utility Supply Group’s Paul
Crouteau with the “Top Vendor” award.

Parks, Promotions Recognized

Salome (left) and Ed Welliver (right) are
joined by Coinmach’s Sam Sales at the
trade show.

TACO – continued on page 25

www.carefreecommunities.com
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When the Good Sam RV Travel & Sav-
ings Guide recently released its list of the
30 best waterfront RV parks in the United
States, it wasn’t surprising to find Califor-
nia and Florida parks among the top hon-
orees. But the awards were spread across
a dozen more states, with parks from
Michigan, New Jersey, Texas and Georgia
also listed in the top 30. 

In order to qualify for the list, parks
had to be located on or near a river, lake,
creek or ocean beach. They vary widely in
their other features and attractions.
Woodall’s Campground Management
reached out to the owners and managers
of six parks to get their take on why they
deserved to be called one of the best wa-
terfront parks in America. We also asked
them what makes a great waterfront park
— besides the old adage “location, loca-
tion, location.” 

Newport Dunes Waterfront Resort and
Marina, Newport Beach, Calif.

Wrapping around a lagoon off Newport
Harbor, Newport Dunes takes full advan-
tage of nearly a mile of beach, from ac-
commodation options to activities. The
resort, with 382 RV sites and 24 cottages,
bills itself as the premier RV park and ma-

rina in Southern California. 
“We’re a destination,” said Andrew

Theodorou, vice president and general
manager of the resort.  “We basically have
everything here at the resort and everything
around us. Not only do we have our own
beach and lagoon, we also have our local
beaches. If you want to dine, we have our
own bistro so you don’t have to leave,” he
continued. “If you have a boat and you
want to launch it you can do that here, and
if you want to keep it here, we can do that
for you.” Newport Dunes even offers room
service at RV sites, most of which have a
view of the water and are only steps from
the beach.

Guests can enjoy the beach with swim-
ming and the Pirate Park Playground.
There’s a water playground open from late
spring through early autumn. 

The resort also offers rentals of  sailboats,
pedal boats and electric boats, as well as
guided kayak nature tours. It even offers six
group tent camping sites on the beach.
Events go all year and include summer
movies on the beach, volleyball, luaus,
cardboard boat regattas, lighting of the bay
and more.

Earning the recognition by Good Sam
was a proud moment for the staff and the

owners, Terra Vista Management and
Goldrich and Kest. “We have incredible
staff members, some of them have been
here for years,” and they help provide the
guests services and activities — many of
them centered around the water — that
keep guests coming back. 

Palms River Resort, Needles, Calif.
Snowbirds and outdoor enthusiasts

flock to the Palms River Resort in Califor-
nia’s Mojave Desert for its great weather and
year-round recreational opportunities. The
resort is right on the Colorado River and
has a boat ramp for people interested in
kayaking, water skiing, jet skiing or just

taking a lazy float on the water. Several
places to take all-terrain vehicles lie on the
other side of the highway. 

Victoria Brennan with Horizon Home
Center, the managing agency, told WCM
that Palms River Resort underwent a huge
renovation when it was purchased in 2007.
They paved all the roads, added the boat
launch and dock, and are currently building
RV spaces and indoor storage units. The
property is fully gated (except for the river
side). People who want to stay within the
park’s boundaries will find two swimming
pools, two spas, a beachfront area, a full
gym, a game room, tennis courts, horse-
shoes, a scenic river walk, and barbeque

On the WaterfrontOn the Waterfront

Whether a river or the ocean, RV and tent sites
overlooking water can serve as a big draw for
guests — and also bring in a premium price

Palms River offers a desert oasis, giving guests not
only pool access but also Colorado River access.

All of Newport Dunes’s sites offer
easy access to the water and
many have a good view of it.

Campers love water, and resorts like Newport
Dunes Waterfront Resort and Marina deliver
excellent waterfront accommodations.

Waterfront parks have a major attraction built right in — but they also come with some
added challenges. Waterways can mean flooding, a risk of drowning and added govern-
ment regulation. What do you need to know if you’re thinking about buying or managing a
waterfront RV park? 

“Hurricanes can come and create a surge over the highway and onto our property,”
said Neil Sorrellwith Carrabelle Beach RV Park in Florida. “We have to be prepared for
that.” While this is less on an issue on the west coast, owners there need to consider what
to do in case of a tsunami. The biggest part of being prepared is having a good evacuation
plan that can easily be communicated to guests. 

Sorrell also noted that insurance can be more expensive in disaster-prone areas. In
some cases, it may be hard to get at all. Major insurance providers stopped writing policies
in Florida after Hurricane Andrew and other disasters. The Florida legislature eventually
stepped in and set up the Citizens Property Insurance Corp., which provides wind and hur-
ricane insurance to people who can’t buy it on the open market. If you are having trouble
finding insurance, check to see if your state has a similar program.  

Government regulations can play a bigger role at waterfront RV parks. Local, state and
federal officials may exert a lot of control over rivers, ocean beaches and other waterways.
“If you’re buying a park on the water, find out who controls the water and what they may
or may not allow you to do with it,” said Shirley Temming with Columbia Riverfront RV
Park in Washington. 

When Carrabelle Beach went through a major renovation recently, the local govern-
ment required the park to build settling ponds for water runoff. The purpose of these ponds
is to catch motor oil and other contaminants before they can make it to the ocean or a
nearby river. These types of stormwater regulations are becoming more prevalent, espe-
cially for sites near major waterways. 

Guests visiting waterfront parks also may have different expectations about what is
available onsite. “Storage is a huge thing for us because people don’t want to haul their
boats back and forth,” said Victoria Brennanwith Palms River Resort in California. 

Maintenance needs at waterfront parks also can be different than those at inland re-
sorts. “If you’re on salt water or real close to it, metal parts on things like ceiling fans can
rust,” said Sorrell. Those parts will need to be replaced more often, or managers will need
to find suitable alternatives.—Sophia McDonald Bennett  WCM

Tips on managing waterfront parks
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“Definitely keep it clean. Nobody likes to
see bottles thrown around.” She has several
benches on the beach for people who want
nothing more than to sit and watch the
world — and the ships — go by. “Many
people are grateful to go down to the beach
and not have to carry chairs.” —Sophia
McDonald Bennett  WCM

and picnic areas. A children’s area offers a
shallow pool, water slide, playground and
bounce houses. There aren’t a lot of stores
nearby, so the park has a full general store. 

Palms River Resort’s onsite managers or-
ganize weekly bingo and poker games, and
they arrange other events on a regular basis.
“It really creates a sense of community and
allows everyone to get to know each other,”
Brennan noted, which is important in a
place where so many people are coming
and going. 

Otter Lake Camp Resort, 
East Stroudsburg, Pa.

Year-round fun is also available at Otter
Lake Camp Resort in Pennsylvania’s
Pocono Mountains. The family-owned,
family-oriented campground has a heated
indoor pool with a sauna and two
whirlpools that is great in the cooler
months. An outdoor pool area has a diving
board, water slide and splash pad. The
campground employs a full-time activities
director who arranges archery lessons, soft-
ball games, ceramics classes, dances with
live music and much more. People who
prefer to do their own thing can play on the
lighted tennis and basketball courts, pitch
horseshoes, or challenge someone to a
game of racquetball or shuffleboard. 

Sixty-acre Otter Lake is privately owned,
which gives the campground control over
how it is used. “One of the big things is that
you don’t need a fishing license to fish in
the lake,” said co-owner Leslie Baum.
“That’s a big savings for people.” Baum and
her team aerate the lake, which helps the
fish thrive and creates some eye-catching
water features in the shallow pond.
Human- and electric-powered boats are al-
lowed, although gas motors are banned.
Forty of the campground’s 300 campsites
are lakefront, but everyone has access to the
lake, which Baum feels is very important.

“Everything we do, we try to do it to the
best of our ability.” Her family built the
campground from scratch 46 years ago, and
they’ve worked very hard to make it a great
destination for overnight guests. Baum’s
children are now involved in managing the
park, which means a third generation will
be on hand to ensure the family’s legacy of
quality and caring continues. 

Carrabelle Beach RV Resort, 
Carrabelle, Fla.

Pictures of Carrabelle Beach RV Resort
show white sandy beaches with emerald
water, bright sunshine and few people.
That’s how the shoreline looks most of the
time, said Manager Neil Sorrell. People
hoping to avoid the crowded parts of
Florida’s gulf coast will cherish this state-
of-the-art RV park, which is located an hour
from Tallahassee. 

“We’re trying to redefine camping,” said
Alex Embry, vice president of marketing
with RVC Outdoor Destinations, owners of
Carabelle Beach RV Resort. “We take hotel
hospitality and ideas and apply them to our
outdoor destination company.” 

The resort has a concierge service that
recommends interesting local attractions,
restaurants off the beaten path and other
places to give guests a real taste of the re-
gion. All RV spots have concrete pads with
full hooksups, including cable and Wi-Fi.
People without RVs can rent cottages, cab-
ins or houses on stilts. 

Amenities within the park include a gen-
eral store, pool, laundry rooms, dog area,
horseshoes, playground and other activities.
Adults can gather in the game room to shoot
pool, while kids can hook up the Wii when
the weather is bad. And, of course, there’s

the beach, which lies directly on
the other side of the highway. 

Pine Mountain RV Park, 
Pigeon Forge, Tenn.

Pine Mountain RV Park is rela-
tively new to the RV scene, but it
makes a big impression on every-
one who visits. “Guests really like
the park,” said General Manager
Dwayne Ogle. “We get a lot of
positive reviews online and a lot of
return guests. They stay with us
because they just don’t want to stay
anywhere else.”  

What’s their secret? Much of it
is good management, Ogle said.
People appreciate that the park is
clean and well-maintained. All the
roads were paved when the 61-site
park was built in 2008. The camp-
ground offers a couple of cabins
for people without RVs. 

The location doesn’t hurt anything ei-
ther. Pine Mountain RV Park sits along
Middle Creek, a tributary to the Little Pi-
geon River. Within the park campers can
play in the splash pool, do laundry and eat
at the snack bar — and when they’re ready
for some entertainment, Pigeon Forge has
plenty of options within walking distance.
The town is home to Dolly Parton’s Dixie
Stampede Dinner Attraction, a museum de-
voted to the R.M.S. Titanic, several go-cart
tracks and arcades, and an outlet mall. 

Great Smoky Mountains National Park is
only 10 miles away and offers fishing, white-
water rafting and other activities for people
who want even more time by the water. 

Turtle Rock RV Resort, Gold Beach, Ore. 
The “gold” in Gold Beach refers to the fact
that precious metals were once abundant in
southern Oregon’s rivers and creeks. Today, it
could refer to the quality of the beaches and
amenities found at Turtle Rock RV Resort.
“There’s something for everyone,” said co-
owner Kachina Starr. “You can go from tent
camping to a luxury cabin.” 

The resort boasts 15 cottages with hot
tubs, decks and barbecues; six top-end RV
sites with the same special features; 90 RV
sites with full hookups; and a few tent sites.
The park also has a group facility that can
hold up to 80 people. 

The beach is only a short stroll away. Vis-
itors can fish for salmon right from the sand
or watch for whales and otters. A nearby
business offers horseback riding, and peo-
ple can rent sea kayaks for a trip out on the
water. A local microbrewery and other

restaurants are within walking distance.
The staff organizes potlucks on many holi-
days and offers a concierge service if folks
need advice on local attractions. 

While there aren’t a lot of activities
within the park, most people are pretty con-
tent to just enjoy the sights, sounds and sea
air, Starr said. “People really like being at
the coast. The ocean is such a draw.” 

Columbia Riverfront RV Park, 
Woodland, Wash.

A lot of qualities draw people to Colum-
bia Riverfront RV Park in southwest Wash-
ington — but if owner Shirley Temming
had to choose just one thing that keeps vis-
itors entertained, it would be the enormous
boats cruising up and down the scenic Co-
lumbia River. “The ship traffic is a big fea-
ture,” she said. Tankers and barges regularly
make the journey from the Pacific Ocean
inland. Even the occasional cruise ship has
been known to float by. 

Columbia Riverfront RV Park has 76 RV
spaces. Twenty-two are adjacent to a lawn
that leads to 800 feet of beach. Besides full
RV hook-ups, the park has a play structure,
shuffleboard, horseshoes, a pool and a
small clubhouse for events. 

Although the site is only three miles
from Interstate 5, it stays very quiet, which
Temming said people appreciate. Good ac-
cess to the freeway means it is easy to do
day trips to Washington and Oregon desti-
nations such as Mount St. Helens, Seattle,
Portland and Astoria. 

“When you’ve got a waterfront area, make
it as usable as possible,” Temming advised.

Guests at the riverfront sites at Columbia Riverfront
RV Park often get great views of ships passing by.

The pool deck at Caravelle Beach RV Resort gives
views of the pool and of the Atlantic Ocean.

California:
• The Lakes RV & Golf Resort, Chowchilla
• Pomo RV Park & Campground, Fort Bragg
• Riverwalk RV Park & Campground, Fortuna
• Palms River Resort, Needles
• Pirate Cove Resort, Needles
• Newport Dunes Waterfront Resort & 
       Marina, Newport Beach
• Pismo Sands RV Park, Oceano
• Campland on the Bay, San Diego.
Florida:
• Carrabelle Beach RV Resort, Carrabelle
       Beach
• Beverly Beach Camptown RV Resort, 
       Flagler Beach
• Indian Creek RV Resort and Manufactured
       Housing Community, Fort Myers Beach
• Red Coconut RV Park, Fort Myers Beach.
• Destin West RV Resort, Fort Walton Beach
• Marco-Naples RV Resort, Naples.
• Emerald Coast RV Beach Resort, Panama
       City Beach.
• North Beach Camp Resort, St Augustine.
Georgia:
• River’s End Campground & RV Park, 
       Tybee Island
Maine:
• Wild Acres RV Resort & Campground, 
       Old Orchard Beach
Massachusetts:
• Peters Pond RV Resort, Sandwich.
Michigan:
• Harbortown RV Resort, Monroe
• Traverse Bay RV Resort, Traverse City
Missisippi:
• Cajun RV Park, Biloxi.
New Jersey:
• Lake Laurie RV Resort and Campground,
       Cape May
• Seashore Campsites & RV Resort, Cape May
North Carolina:
• Frisco Woods Campground, Frisco
Oregon:
• Beach Resort at Turtle Rock, Gold Beach
Pennsylvania:
• Otter Lake Camp-Resort, Stroudsburg
Tennessee:
• Pine Mountain RV Park, Pigeon Forge
Texas:
• Island RV Resort, Port Aransas
Washington:
• Columbia Riverfront RV Park, Woodland

Good Sam Guide’s List 
of Top Waterfront Parks



VENDORSCAPES
New Accessories and Services,
From Aerial Parks to Craft Kits

ABEE 
Adventure Based Experiential Educa-

tors (ABEE) Inc. is a full-service aerial
park, challenge course and canopy/zipline
tour company specializing in course de-
sign, construction, training and inspection.

ABEE President Ryan Olson said aer-
ial parks actually work better for most
campgrounds than high-maintenance zi-
pline tours. “It’s a lower price point,
higher through-put, less staffing and
often less upfront investment,” he ex-
plained, saying guests attend a 20-minute
safety training session and then head
through the self-guided ropes course
themselves with park monitors providing
lifeguard-like supervision. 

“We’ve had really good feedback from
campgrounds so far, and it seems like it’s
what they’re looking for,” said Olson. “At
the right park, we’ll do a concession.”
Most recently, ABEE started Heightened
Adventures Aerial Park at Chula Vista
Resort & Waterpark in Wisconsin Dells
(www.HeightenedAdventures.com).

Experience and expertise are impor-
tant to have in an adventure-course
builder, he said. “We’re not a new com-
pany. We’ve been around since 1986,”
Olson said. “There are a lot of brand-new
companies out there jumping on the zi-
pline bandwagon, but we’ve been doing
this forever; we’re just modifying a com-
mercial application to recreation venues.”

More information is available at
ABEEinc.com, 800-273-7172 or
ryan@abeeinc.com.

Mod-U-Dock Lake Swim Enclosure

Mod-U-Dock Inc. of Nashotah, Wis.,
now offers its brand-new offshore pool
structure for an enclosed swim area in
natural waterways. Its mesh lining al-
lows water to flow through freely, pro-
viding a mud- and seaweed-free lake
swimming experience at a consistent
shallow depth. 

“Our new Swim Enclosure is a great
way for lakeshore properties to more easily
keep an eye on swimmers,” said sales rep-
resentative Ryan Waldorf. “It’s also self-
sufficient and low-maintenance. The liner
comes out so you can scrub it down if need
be, or you can clean it in place as with any

sort of pool.”
The movable, expandable enclosures

come in a variety of standard or cus-
tomized sizes and depths. ADA-compliant
nonslip decking in solid or open tread
comes in three colors.

Call 877-746-7056, email ModU-
Dock@ModUDock.com or visit ModU-
Dock.com for details.

Swank Motion Pictures 
Any movie shown outside the home to

a public audience, whether or not admis-
sion is charged, requires a public perform-
ance license, which campgrounds can now
obtain for Disney and Lionsgate films
through movie licensing company Swank
Motion Pictures Inc. of St. Louis, Mo.

Swank’s new exclusive licensing capa-
bility is a recent move, and they’re looking
to inform and assist park owners. “We
want to help campgrounds use movies to
increase guest satisfaction, but also do it
the right way and at an economical rate,”
said Jack Rhodes, specialty markets busi-
ness development. He said Swank’s $215
six-month option and $305 annual option
translate to licensing for around a dollar a
day, “so everybody wins.”

Rhodes is a type of middleman, but sees
himself more as a “fun broker.” 

“We work for the studios, but we want
to make sure our customers get value out
of our products; so we’re not just a licens-
ing company, we’re a programming part-
ner,” he said. “That’s how we want to be
looked at.”

For more information, call 800-876-
5577, visit www.swank.com or email
Rhodes at jrhodes@swank.com.

North Woods 
North Woods chemicals by Superior

Chemical Corp. of Sheboygan, Wis., are
easy-to-use, environmentally-safe cleaning
products for grounds, system and facility
maintenance, according to sales represen-
tative Joel J. Kiefer II.

“One thing all my campgrounds like is
our Shower Foam bathroom cleaner,”
said Kiefer, who said it’s popular for both
how it cleans and how it’s used. “You pour
it into the Jet Neat spray container, hook
it up to your garden hose and spray it.
Then after 10 minutes you just rinse it
down the drain, and your whole bath-
room’s clean.”

For more information, call 800-242-7694,
visit www.northwoodstm.com or email
Kiefer at jjkII@northwoodstm.com. WCM
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• Real Rustic Log Cabins
• Turn-Key!
• Durable and Appealing
• Highly Profitable
• Pays Off Within 1-3 Years

Amish Built Park Model Log Cabins

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

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

Cabin Kits 
starting at 
$8,900

www.checkboxsystems.net
http://dogipot.com
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tourism marketing pushes; keynote speaker
Craig Dietz— a Pennsylvania attorney and
competitive athlete featured on ESPN who
was born with no arms or legs — and Mark
Douglass of RVing Accessibility Group of
Pagosa Springs, Colo., both of whom brought
to the forefront ideas about making camp-
grounds more accessible to everyone.

“It’s not disabled people who are com-
plaining,” said Douglass, “It’s attorneys out
to make a buck.”

Douglass, who has suffered from ex-
tended periods of access limitations himself,
said nothing makes him angrier than attor-
neys who take advantage of the ADA’s re-
quirements for their own personal gain. But
park operators, he said, can start to protect
themselves from complaints by developing
written plans that explain how and when
they plan to make the necessary improve-
ments that will ensure that their parks are
accessible to people with disabilities.

Park operators, Douglass suggested, also
need to realize that they will only benefit from
making their parks more accessible to peo-
ple with disabilities, adding that one in five
Americans has a disability — and that’s not
counting injured servicemen and women.

“If you make your park more accessible,
you’re going to create more demand for your
park,” he said.

The simplest test? Go rent a wheelchair
for $15 and see how well you get around your
park, Douglass said. “Your whole camp-
ground doesn’t need to be accessible,” he
pointed out. “Every site, every fire ring, every
bathroom doesn’t need to be” in order to
meet ADA requirements he noted, merely a
percentage that will allow people who need
simpler access to enjoy the campground.

Members also heard TACO-specific up-
dates from Ron Hinkle, TACO’s legislative
consultant, and from Schaeffer.

Schaeffer talked about how the associa-

tion hired former Texas Deputy Attorney
General Bill Cobb, now in private practice,
to deliver a similar message to business op-
erators and government agencies that do not
deal fairly with the association’s members.

“We’re willing to spend some money so
people don’t mess around with you,” Scha-
effer told TACO members, adding that the as-
sociation has tripled its budget for legal
services.

TACO has adopted a similar “don’t mess
with us” stance on the legislative front, as
evidenced by the association’s proactive ef-
forts to defeat legislation that is unfriendly to
park operators. 

To that end, Hinkle discussed how he
worked with TACO’s partners in the travel in-
dustry to defeat nine separate bills during the
current legislative session that attempted to
allow earlier school-start dates. The bills,

one of which advocated moving the annual
school-start date to the last week of July,
would have dramatically reduced the sum-
mer travel season.

Hinkle said TACO and its travel industry
partners are trying to convey to legislators
that more can be achieved by improving the
quality of classroom instruction than by ex-
tending the number of weeks children are in
school. TACO worked with its partners in the
tourism industry and school officials several
years ago to set the statewide school-start
date as the fourth Monday in August.

“This was a compromise between the ed-
ucation community and the tourism indus-
try,” Hinkle said, noting that early
school-start dates were eating into the sum-
mer-travel season. Hinkle added that the
Texas camping and tourism industry loses
$800 million a week for each week that the

school-start date is moved earlier into Au-
gust. “It’s incumbent on us to tell that story
to legislators,” he said.

TACO is also working to pass legislation
that would provide consistent and up-to-date
rules governing the construction of RV parks
in Texas. The Texas Recreational Vehicle
Park and Construction Act would ensure that

there are consistent building standards for
RV parks in Texas moving forward, Hinkle
said.

It’s those efforts that were the focus of the
annual TACO auction. This year’s auction, the
15th TACO auction handled by auctioneer Dan
Kruse, raised $33,000 for the association’s leg-
islative and legal efforts, Schaeffer said.

Diana LeBlanc, past president of the
Texas Recreational Vehicle Association,
was also on hand for the meeting. “I’m a
huge supporter of TACO,” said LeBlanc,
head of PPL Motorhomes in Houston, Cle-
burne and New Braunfels. LeBlanc said it’s
important for all businesses involved in the
RV lifestyle to work together and promote
each other. “We’ve got to all work together,”
she said. “It’s about everybody helping the
customer get that experience. It’s a lifestyle.”
—Justin Leighty  WCM

Brian Schaeffer pauses with keynote
speaker Craig Dietz.

Inn of the Hills in Kerrville was one of three
venues for TACO's annual meeting.

TACO —from page 21

mailto:sales@bbelec.com
www.bbelec.com
www.pelland.com
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HOSPITALITY TECH

Deb
Kohls

Managing Booking Engines and
Your Reservation System

For parks outside the Snowbird belt,
the season is here. You have your market-
ing strategies all in place … and then,
POW! Up pops a new idea — a phone
call, a presentation — and suddenly you
begin to rethink everything you thought
you knew. All those educational seminars
and tradeshows you’ve attended and net-
working with your fellow business opera-
tors and now there’s a new marketing
channel to think about.

What do I mean?  Let me explain.
Recently I’ve had the opportunity to

speak with several of the new online mar-
keting websites in our industry who are
directly targeting the road-traveling, vaca-
tioning RVer. 

It is awesome that young entrepreneurs
with new, fresh ideas are genuinely and
excitedly focusing on this category of trav-
eling consumer. These people are creating
business models that invite campgrounds
to participate and take advantage of their
approach to deliver a consolidated travel
planning service to the traveler. Better yet
for your business, if you can leverage their
market presence to increase visibility to
the consumer, it’s a good thing.

While this month’s issue of Woodall’s
Campground Management takes a look at
property reservation systems, let’s exam-
ine the trend of online reservation capa-
bility and the multiple reservation
booking engines that are being introduced
to the industry.

Recent entrants to the outdoor hospital-
ity/travel industry — CampReward.com,
RVSpotFinder.com, RedRoverCamping.
com, RoverPass.com — are to our indus-
try what Booking.com, Expedia, and
Travelocity are to the general travel indus-
try. So in the true sense of the word, they
are OTAs (or online travel agencies) for the
outdoor hospitality industry.

With slightly different approaches to
connect with consumers, all are focused
on instant interaction with the consumer
by inviting a transactional relationship
that puts RVers in your park. In other
words, real-time reservation capability.
Yes, an online reservation system. 

But they need campgrounds to partici-
pate. Obviously they want to help you sell
and book reservations in your property
and they have slightly different ap-
proaches to connect with the
camper/RVing consumer.  Building a loyal
following of outdoor enthusiasts, you
need to consider participating to take ad-
vantage of their online market presence.

How can you make the most of — and
successfully navigate — the landscape
now is much different than it was a few
years ago when online directory listings
were the marketing strategy.

Back then it was easy enough to give an
online website your park information, a hy-
perlink to your website, maybe pay a small
advertising fee and then let it go, reviewing
it annually for accuracy and relevancy. 

Now, these new market brands are
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moving to provide what consumers have
come to expect  — instant results by com-
pleting the entire trip planning online.
These new sites are aiming to deliver —
and that means the landscape for manag-
ing your inventory is changing.   

While online booking engines do not
propose to be full property-management
systems for your business (though, for in-
stance, RoverPass recently launched a bare-
bones property-management system to help
campgrounds that don’t have one), they are
positioned to become an important market-
ing channel for selling your inventory. Mir-
roring the technologies in the hospitality
industry, connections to your property-
management system will be a key factor to
fully realize the value of these OTAs.  

Like hotels, campgrounds need to wisely
distribute inventory through multiple OTA
channels so that properties are able to main-
tain control of availability, rates, policies and
payment terms. To streamline management
of inventory both for the property owner
and the marketing channel, online booking
engines in general hospitality have success-
fully connected inventory to the property-
management systems either directly or
through channel managers. This allows
both the property management team and
the online marketing channel to be success-
ful in streamlining process on both sides.

Our industry will need to do the same
— by successfully connecting consumers
to inventory availability. 

Because technology connections are im-
portant to the success of marketing channels
and enterprise property-managements sys-
tems, all of the technology industry players
— property-management systems, reserva-
tion systems and online booking systems —
need to work together to make camp-
ground/park inventory easy to manage.

Park owners shouldn’t be afraid to get
involved and voice support of initiatives
that encourage collaboration of solutions
that provide easy-to-use systems.  

And in the meantime, consider these
OTAs as a new outlet to connect with con-
sumers — who appreciate the ability to
plan, search and instantly book online.

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

http://southeastpublications.com
www.fluidmfg.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

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 po-
tential managers to join our professional
management team as operations man-
agers 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!

MANAGEMENT TEAM NEEDED
for mid-size park in the Fishing Capital of
the Northwest. Previous experience pre-
ferred. Located in  Warrenton Oregon at the
mouth of the Columbia river. Open all year,
with permanent tenants, short term RV,
cabin or tent camping. Two bedroom home
provided with salary. Please respond with
resume to columbiatvlbur@yahoo.com.
Attention: R.M.Paavola

MICHIGAN CAMPGROUNDS FOR SALE
SEVERAL CAMPGROUNDS AVAILABLE

Including in North Central, South

East and West Michigan Regions

BRIGGS REALTY
www.briggsrealtyonline.com
616-942-1071

TO PLACE YOUR 
AD IN THIS 

SPECIAL SECTION:

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

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


CALENDAR OF EVENTS

AUGUST

4-6: Tennessee Association 
of RV Parks and Campgrounds 
Conference & 
Trade Show
Clinton/Knoxville KOA
Clinton, Tenn.
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
Owners Association 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, Ken.
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, N.Y.
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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Poterbin, who used to work for ARVC, said
RoverPass built its online-reservation tool pri-
marily with small- to medium-sized camp-
grounds in mind — the ones that may not need
the fully featured property-management soft-
ware. RoverPass is also working to plug into
existing reservation systems and will announce
those integrations as they become available. 

“To be listed on our directory and accept
customers,” he said, “it’s completely free (with
some limitations). However, we offer a premium
listing that will attract more customers through
our website and the affiliates we intend to work
with, as well as convert the potential customers
into paying customers.”

Premium pricing is 10% of a reservation
made on RoverPass up to six days. If the reser-
vation length is between 7 and 30 days, it’s 5%
of the reservation. Anything beyond that is 3%.
“It’s one of the most efficient ways to spend ad-
vertising dollars, since a park knows every
penny spent with RoverPass is on an actual
customer,” he noted.

“RoverPass is a consumer product that
makes it incredibly easy to book a campground,
and it’s a business product that makes it incred-
ibly easy for campgrounds to attract new cus-
tomers and receive online reservations,” he
added. “We’re a small group of technologists
with a passion for the outdoors and think we
can make a positive difference in an RV park’s
bottom line as well as give them more time to
focus on park operations rather than worrying
about Internet marketing.”

Also Available:
CampsiteReports.com by Campsite Reports

LLC offers a free online campground 
reservation system for campgrounds to use. For 
more, go to www.campsitereports.com/
htm/free-campground-reservation-system.php,
email info@campsitereports.com or call 612-
812-7524.

CampWorks by VisualWorks Inc. of
Hutchinson, Minn., offers campground man-
agement and reservation software. Pricing is
based on number of sites and add-on features
like point-of-sale, online backup systems and

live website reservation options. For info go
to www.campworks.us, email sales@camp-
works.us or call 320-300-4157.

Vestivo RV by Recreation Management
Solutions Inc. of Bryan, Texas, offers online-
based front office, online reservations, point-
of-sale, automatic check-in/check-out,
automated gate system and custom soft-

ware options for RV resorts, RV parks and
campgrounds. Visit www.vestivo.com, email
info@vestivo.com or call 936-333-5168.

Premier Campground Management by
Stainless Software Inc. of Baton Rouge, La.,
is a cloud-based complete property-man-
agement and online-reservation system soft-
ware option with lots of marketing and
reporting options built in. Visit www.premier-
campground.com, email sales@premier-
campground.com or call 855-522-4369.

CobaltSilver by Arzada LLC of Phoenix of-
fers a flexible system that handles camp-
grounds from 15 to 400 sites and works for
operators with multiple campgrounds. It of-
fers online reservations, booking restrictions,
daily sales reports and a built-in payment
module. Visit www.cobaltsilver.com or call
844-883-8500.

Campground Masterby Cottonwood Soft-
ware of Litchfield Park, Ariz., features maps,
online reservations support through Leisure
Interactive, integration with credit card
processors and a point-of-sale option as well
as free support for the locally installed soft-
ware. Visit www.campground-master.com,
e-mail web3@campground-master.com or
call 913-522-0717. —Justin Leighty   WCM

Reservation Systems —from page 18

Software providers have tons of options to
help tailor services to the needs of each
individual RV park and campground.

http://www.go-usg.com
www.phelpshoneywagon.com



