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Holy cow, here we go again — convention season in the camp-
ground and recreational vehicle sectors, which, along with so many
business-oriented agenda items, means that it’s again time for the
staff of Woodall’s Campground Management to pay attention to
our charitable pursuits.

We do it every year — donate money to a worthy cause, although
not to the extent that some industry firms do — companies like
Southeast Publications, which announced that it had raised $35,000
for KOA Care Camps (also WCM’s charity of choice) during its 2015
National Awards and Training Conference in April in New Orleans,
La. The money was raised from its sales associates during the 
conference at Southeast’s annual auction, with the amount then

matched by CEO Wally Warrick. “While Southeast Publications’ legacy continues to be the 
industry leader in producing millions of guest guides each year for RV properties across the 
nation,” said Warrick, “our company is honored to support KOA Care Camps. Over the years, our
associates have given $595,000 to support the KOA Care Camps.”

So, too, are we honored to support this extraordinary charitable program set up to provide
week-long summer respites of fun and recreation for thousands of kids with cancer at 112 U.S.
and Canadian camps — an outgrowth of a KOA Care Camp Trust that over the years has grown
for a small campaign fueled by campground barbecues and pancake breakfasts to become 
the official charitable mission of the KOA Owners Association and corporate KOA and, truth be
told, the pride of the industry to an extent in both the RV and campground sectors with regard to
selfless giving.

Last year’s efforts, boosted in large part by dollar donations for each $27 KOA Value Kard sold
by franchisees, company-owned parks and KOA corporate, totaled a million dollars. And this
year’s goal, spurred along again by the auction that will be held during the last phase of the 2015
KOA Convention & Expo, Nov. 16-19 in Daytona Beach, is $1.5 million. And KOA, typically, is 
already looking ahead.

“We’re probably helping all of the camps that we can right now,” says KOA Vice President of
Communications Mike Gast. “We’re at more than one hundred. That’s a lot — and we want to make
a bigger impact on the camps that we help, so I don’t think that number’s probably going to go up
much. But one of the ways I think we’re going to end up having more impact is opening the charity
up to the involvement, hopefully, of other companies that are already in the industry we’re in. We’re
talking to some large manufacturers about it because companies like to have causes — and this is
kind of a natural fit for a business, too. So, we’re always looking for more corporate money.” WCM

Convention Time, for Some, is Also Charitable Time
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Serenaded by an impromptu bag-
piper, a record crowd of 325 people
was on hand Aug. 3 as the RV and
manufactured housing industries 
officially inducted 10 new members
into the RV/MH Hall of Fame in
Elkhart, Ind.
The event also featured a State of

the Hall of Fame address by Presi-
dent Darryl Searer, who reported
the facility is in “the best shape it’s
ever been in.” Its debt has been
pared down to $1.4 million – com-
pared to $5.5 million just three years
ago – income is up 3% and ex-
penses are down 8%, said Searer,
who also bestowed the Hall of Fame
Spirit Award to Don Magary in
recognition of his contributions to the
hall’s website and public relations efforts.
Of course, the highlight of the evening

was the induction of the Class of 2015 into
the Hall of Fame, including: Bert V.
Alanko, MBA Insurance; Patrica A.
Fiederer, Latham Oneota Homes; 
Sherman Goldenberg, G&G Media Group;
Paul E. Hanser, HWH Corp., Jerry W.
James, Franklin Homes, Inc.; Joe Kelly,
Iowa Manufactured Housing Associa-
tion; Richard A. Mendlen, Manufactured
Housing: Marlene A. Sine, Marlene Sine
& Associates, Inc.; Bill Thomas, Bill
Thomas Camper Sales; and Robert West,
Affordable Community Living.
Goldenberg, the publisher of RVBusi-

ness and Woodall’s Campground Man-
agement magazines whose longtime
journalism career includes the Fort

In recent years, Halloween-themed week-
ends have become an increasingly important
source of revenue for the Jellystone Park in
New Jersey and other locations across the
country as families look for fun activities to do
with their children. “Our Halloween-themed
weeks are really a huge portion of our revenue
for the year,” Newcomb said. “You figure six
weeks of 100% occupancy.”
Of course, not all of those campers are fam-

ilies coming in for a single weekend. Growing
numbers of them are RV enthusiasts who rent
a campsite for the whole camping season.
And those guests get to decorate their

campsites for all six Halloween-themed week-
ends, including George Testa, a seasonal
camper who has rented a campsite at the Tall
Pines Jellystone Park for the past five years.
“Families here love the idea of having their kids
trick or treat in the daylight on a Saturday af-
ternoon,” he said.

Far Horizons 49er Village Resort in Ply-
mouth, Calif., was sold out by early September
for the last three weekends of October because
of popularity of its Halloween-themed events,
which include a “best scream” contest.
Families also create haunted campsites and

the campground invites drama students from
neighboring Amador High School to come over
and read scary stories to the younger campers.
“Private campground operators have real-

ized they can extend their season simply by of-
fering fun things for people to do,” said Debbie
Sipe, executive director of the California Asso-
ciation of RV Parks and Campgrounds, adding
that fall activities are not limited to Halloween-

Fall events from pumpkin carving to shooting zombies
have increased business for many campgrounds.

‘Private campground operators have realized they can 
extend their season simply by offering fun things for 
people to do,’ said Debbie Sipe, executive director of 
California Association of RV Parks and Campgrounds.

The Fall Shoulder Season Can Mean Big Crowds 
— and Extend RV Park and Campground Income

Wayne Journal Gazette where he 
covered “everything from triple murders
to old men with little dogs,” likened 
the RV industry to his fraternity days at 
Indiana University.
“In a sense that so many people –

high-powered execs and line workers –
in this industry are eligible members of
our fraternity. All you have to do is tell the
truth, help make a profit and when called
upon look out for your fellow man,” said
Goldenberg.
He then concluded his remarks by

saying he “didn’t know how to play it
straight” and, catching everyone by sur-
prise and in a nod to a tradition fostered
at the RVBusiness annual party during
the National RV Trade Show in Louisville,
Ky., welcomed a bagpiper to join him on
stage for the playing of “Amazing
Grace.” WCM

Fall Shoulder – continued on page 4

Campers continued to enjoy
Kampgrounds of America Inc. (KOA)
locations throughout North America
in huge numbers throughout the
Labor Day Weekend, according to an
announcement from KOA. 
The final tally shows Labor Day

Weekend 2015 had 5.4% more
camper nights than Labor Day
Weekend in 2014. That strong holi-
day showing brought KOA’s total
short-term nights for 2015 to 9.5%
over last year’s total over the same
period.
KOA’s peak summer season (May

1-Sept. 6) finished up more than 12%
in camper nights over the same 
period in 2014. 
The Billings, Mont.-based fran-

chisor also announced the addition
of a new location, the Gila Bend KOA
Journey in Arizona. The camp-
ground, 65 miles southwest of
Phoenix, is owned by Scott Swanson
and his mother, Sandy Catalana.
The campground had been known

as Augie’s Quail Trail RV Park until 
recently being acquired by Swanson
and Catalana. The two are experi-
enced RV park owners. They also
own the Leaf Verde RV Resort in
Buckeye, Ariz.
“Both my mother and I have been

actively overseeing the day-to-day
operation of the Leaf Verde RV 
Resort and have enjoyed this indus-
try so much, we decided to pursue a
second RV park,” Swanson said.
They plan to convert the 129-site

Gila Bend location into a KOA Jour-
ney campground. KOA Journey is
one of three new KOA brands 
designed to help campers select just
the right KOA campground to fit
their needs. Other brands include
KOA Holiday and KOA Resort. 
“The new Gila Bend KOA location

is a perfect fit for our 485-park KOA
system in North America,” said KOA
President Pat Hittmeier. “It’s conve-
niently located along Interstate 8,
and gives our campers a great option
in their travels through — or to —
southwest Arizona. Having experi-
enced owners like Scott and Sandy
join us is a huge boost for the KOA
family.”
“Although we have been success-

ful with the Leaf Verde RV Resort as
an independent park for the past 30
years, we’re excited to join forces at
Gila Bend with KOA and the other
campgrounds in the KOA system,”
Swanson said. WCM

Labor Day Weekend Numbers, New 
Park Extend KOA’s Growth Streak

WCM Publisher Goldenberg Among
RV/MH Hall of Fame’s 2015 Class

While camping is winding down across
much of the northern U.S. and Canada, many
RV parks and campgrounds have managed to
add activities to turn the fall shoulder season
from a sleepy time to a string of weekends with
100% occupancy.
Of course, Halloween is a big draw in Octo-

ber, and fall foliage can help bring in guests.
But the offerings go far beyond that.
For instance, Tall Pines Yogi Bear’s Jelly-

stone Park Camp-Resort in Elmer, N.J., fea-
tures a Zombie Hunt with paintball guns and
walk along a haunted trail along with six Sep-
tember, October and November weekends
with trick-or-treating, costume contests and
campsite decorating contests.
“We will also do carnival activities with

pumpkin painting and face painting so kids
don’t have to be surrounded by scariness,”
said Park Manager Brian Newcomb.

Hershey Show Claims 
Record Gate at 52,191
Benefiting from cloudless skies and

continued strength in the RV marketplace,
“America’s Largest RV Show” eclipsed last
year’s attendance record as the host Penn-
sylvania RV & Camping Association
(PRVCA) reported that 52,191 people
passed through the gates during the
show’s Public Days, Sept.16-20 at the Giant
Center in Hershey, Pa.
“We couldn’t be more pleased,”

Heather Leach, marketing director for
PRVCA, told RVBUSINESS.com, sister
publication to Woodall’s Campground
Management. Leach reported that this
year’s total topped that of 2014, which
posted a then-record attendance figure of
46,143. “Every day was strong this year,”
Leach said. 
Exhibition space also posted a new high

as 47 manufacturers and 152 supplier ex-
hibitors covered the expansive Giant Cen-
ter grounds with more than 1 million square
feet of indoor and outdoor exhibit space.
Leach emphasized that in addition to

strong traffic, dealers were reporting “peo-
ple were here to buy.”
“I heard from a lot of dealers that open-

ing day was the best they ever had,” she
said. “Sales seemed to be strong through-
out the show. One good gauge for how
things are going is that there were very few
dealers in the show office. If things weren’t
going well we would have heard about it.”
She added, “It was a really great mix of

people. We had attendees from all over
North America and as far away as Alaska
and Quebec.” WCM

Sherman Goldenberg



Campendium Adds ‘For 
Sale’ Listings for Parks

Campendium, the web app that
lets users find, review and virtually
visit campgrounds, announced that
it is now also a resource for those
looking to buy and sell RV proper-
ties.
With expanding inventory and

more than 40,000 monthly visitors,
Campendium’s RV Parks for Sale lets
RV park sellers easily find potential
buyers for their properties, and intro-
duces investors to RV parks around
the country.
Co-founder and President Brian

Easterling said, “68% of Camp-
endium visitors are an in-market au-
dience for real estate, and
Campendium is a trusted review site
for nearly 22,000 campgrounds. We’re
excited that we can introduce RV park
sellers to the perfect audience, on
one of the most-trafficked campsite
apps on the web.”
Campendium currently has more

than 57,000 photos and 2,500-plus
reviews, making it the most compre-
hensive campsite review app on the
market. RV Parks for Sale not only
provides a new channel for property
investors and sellers, but broadens
Campendium as a one-stop re-
source for all things campground-
related.
Customized to match camp-

ground buyers with sellers, RV Parks
for Sale listings currently include:
• Unlimited photos and space for

additional property details.
• Option to hide the physical 

address.
• A contact form for private com-

munication between buyer and
seller.
• All listing pages optimized for

SEO.
Upcoming features include:
• Exclusive filtering and sorting

functionality.
• Individual campsite listings.
To list a park, go to their Sell Your RV

Park site: www.campendium.com/
sell-rv-park.
Campendium bills itself as the

complete campground research des-
tination for modern RVers and tent
campers. Covering RV parks, state-
and national parks, U.S. National
Forest locations and U.S. Bureau of
Land Management land, Camp-
endium provides outdoor lovers
with all the information they need to
make smart camping decisions. In
addition to the website, you can find
Campendium.com, on Instagram,
Facebook and Twitter. WCM

Recycled Mulch Plant Threatens Popular Phoenix Snowbird Parks
Carrie Dumont of Alberta loves

Desert’s Edge RV so much she’s spent the
past 10 winters in the park in Phoenix, Ariz.

But Dumont and other snowbirds may
not be coming back this winter after
Phoenix officials allowed Green Earth
Waste Recycling to commence mulching
operations on property adjacent to the
award winning 203-space RV park, which
is home to more than 500 people during
the winter season.

Desert’s Edge RV, which brands itself as
“The Purple Park” because of its purple
fencing, furniture and unique “putting
purple,” is consistently rated one of the top
RV parks in the nation. But park manager
Saundra Brynworries that the fumes and
particulate pollution from the Green Earth
Waste Recycling plant are driving away the
snowbirds that help sustain her business
and the Phoenix economy during the win-
ter months.

In fact, Dumont and other snowbirds
say the fumes and particulate pollution
from the plant were so severe in recent
months that they won’t be coming back to
Desert’s Edge RV — or other Phoenix area
RV parks this winter — unless the city
shuts down or orders its relocation of the
recycling plant to a more appropriate area.

A flurry of complaints by local residents
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Fall Shoulder —from page 3

themed events.
“Campgrounds are offering everything from

outdoor concerts to guided nature walks to 
Oktoberfest celebrations to potluck cookouts
where campers get together to share their best
recipes,” Sipe said.

Campland on the Bay in San Diego, for 
example, has numerous scheduled activities
throughout the fall including games of capture
the flag, dodgeball and pickleball. The park also
has arts and crafts classes, tie dye T-shirt
classes, kayaking classes and adult dart tour-
naments. 
On the weekend of Oct. 23-25, Frandy Park

in Kerrville, Calif., will serve as a base camp for
the Kernville Fall Festival, which has a haunted
maze, vendors and games. 
At Lake Rudolph Campground & RV

Resort in Santa Claus, Ind., fall is a major
time, with seven Halloween-themed
weekends starting in mid-September. The
15th Annual Lake Rudolph Halloween
Weekends will feature games for all ages
including the Rudy’s kid’s carnival, Hadi
Shrine Clowns, pumpkin decorating and
Hallo-TEEN games.
Kids staying at the campground can

trick-or-treat on Saturday evening. Other
events include a site decorating contest,
Halloween dance, costume contest, fright-
ful film classics, ghostly golf car glow 
parade and Rudy’s haunted hayrides. The
RiverTown Story Tellers will host Bonfire
Ghost Stories each Friday evening. 
North of Santa Claus in Bloomington, Ind.,

the Jellystone at Lake Monroe started in
September with a tailgate party and contin-
ues fall and Halloween events across six
weekends. However, it’s not just about week-
ends at the park.
“We ramped up our activity schedule this

year because we want to provide a place for
families to visit during school fall break,” 
said Rachael Stine, Jellystone Park general
manager. “We’ve also introduced a Fall Break
Special — stay three nights in a cabin or
campsite and get the fourth night free.” 
Daily activities will include wagon rides,

arts and crafts, visits with Yogi Bear, Boo Boo,
and Cindy Bear, plus games and entertainment.
Guests also have free access to park amenities

such as a jumping pillow, playground and
recreation center
In Coshocton, Ohio, the owners of Colonial

Campground added a giant corn maze this
year.

Ryanand Camille McPeek, owners of Colo-
nial Campground, recently teamed up with
Maize Quest Fun Park to bring this experience
to the area.
“This is a large, four-acre corn maze with a

dinosaur theme designed by maze-master de-
signer Dave Phillips from Maize Quest,” Ryan
McPeek said. “It was exciting to see it all go
from drawings on paper to the corn field.”
McPeek said they wanted to create a fam-

ily-friendly atmosphere at the corn maze and
campground area, so it’s not a spooky, scary ex-
perience. “Along with the corn maze, we have
hay rides, pumpkins, fun games, campfires,

Whit’s Custard, hot foods, flashlight nights and
more to make this a perfect fall family activity.”
They are even prepared for young children

with the addition of a mini maze where kids
won’t get lost, with a fun game to play while
completing the kids’ maze.

Lake Minden RV Resort in Nicolaus, Calif.,
has fall activities which include a “Fly and
Float” weekend in which resort guests can
watch radio-controlled planes take off and
land on the lake. The park is also planning a
pre-Halloween themed weekend with fall
crafts and a ghost-and-goblin scavenger hunt.
On the weekend of Oct. 30-Nov. 1, the park is
planning a “scarier by the hour” movie
marathon, Halloween candy bingo, an ice
cream social and trick-or-treat hayride. 

At Woodland Campground in Woodland,
Pa., the first weekend of October is a Fall Fun
Weekend featuring chances for campers to
make fall decorations and caramel apples, all
while enjoying cider and donuts. The following
weekend is Halloween at Woodland, with
pumpkin decorating and trick-or-treating as
well as a haunted hayride and party. The 
following weekend is a seasonal farewell
“Thank You” dinner for guests.
At the Williamsport South/Nittany Moun-

tain Kampgrounds of America in New Colum-
bia, Pa., October includes the “It’s a Great
Pumpkin Weekend,” followed by a “Fall Festiv-
ities Weekend,” and wraps up with two Hal-
loween party weekends. The campground
closes its season Oct. 30-Nov. 1 as a “close up
and clean up weekend,” enticing guests to
help clean out the last of the ice cream and

snacks in the store.
Brook n Wood Family Campground in

Elizaville, N.Y., offers a sports-themed
weekend Oct. 2-4, then Halloween events
over Columbus Day weekend. The camp-
ground rounds out October focusing on 
fall color and the festivals throughout 
the area.

Lake of the Springs RV Resort in Ore-
gon House, Calif., plans a Fall Line Dance
Festival Oct. 19-21. Oakzanita Springs RV
Resort in Descanso, Calif., will have an
Oktoberfest weekend Oct. 10-11. The
park will offer beer tasting, as well as
sausage and kraut.
Even in Maine, campgrounds are 

getting in on the fall excitement, with Hal-
loween and Thanksgiving arriving several
weeks ahead of schedule at the Yogi Bear’s
Jellystone Park Camp-Resort in Madison. The
35-acre campground had Halloween-themed
weekends the last two weekends of Septem-
ber with campsite decorating, family-themed
costume contests and trick-or-treating. The
park will celebrate Thanksgiving on the first
weekend of October with a turkey dinner for
park guests, who are invited to bring side
dishes to share. Other Thanksgiving weekend
activities include pumpkin carving, scarecrow
making and a harvest dance. The weekend of
Oct. 11-12 will be a “Hibernation Weekend,”
when children and their families read bedtime
stories to Yogi Bear and Boo Boo, then tuck
them in for their long winter nap. WCM

Costume contests and trick-or-treating are fall staples that
help bring guests to campgrounds while school’s in session.

and some businesses
prompted a Phoenix
hearing officer to deny a
three-year temporary-
use permit for Green
Earth on July 8. But
Green Earth submitted
an appeal July 16 and
filed documents with the
city denying that its op-
erations emit odors,
dust, smoke or cause
other negative effects on air quality. Mean-
while, mulching operations at the facility
are continuing.

A Phoenix Board of Adjustment hearing
was to be held in September in the
Phoenix City Council Chambers, during
which time Bryn and other business oper-
ators and local residents planned to voice
their opposition to Green Earth’s mulching
operations. However, due to a clerical
error, the hearing was delayed to October.

Meanwhile, snowbirds in Canada and
across the U.S. are telling Bryn they will de-
cide whether to return to Phoenix area RV
parks or go someplace else based on the
outcome of the hearing. Most snowbirds
make their winter reservations by August
at the latest. Bryn added that the plant,
whose mulch is visible using the street

view function on Google Maps, has been
steadily increasing its mulching activities
since last summer.

Complaints about the recycling plant
are not limited to Desert’s Edge RV Park.

“Many of our guests came into the 
office to complain not only of the horrid
smell, but of severe respiratory problems,
breathing issues, laryngitis, cough and 
inability to sleep with the windows open
because of the odor,” Diana Ellis, resident
manager of Phoenix Metro RV Park, wrote
in a June 8 letter to the Phoenix Planning
and Development Department.

“Several of them told me they would
not be returning to our park next winter if
something was not done to put a stop to
this health hazard,” Ellis wrote.
—Jeff Crider  WCM

Desert’s Edge RV Park reports that its business has been seriously
impacted by a nearby recycler’s mulching operations.
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LSI, Jellystone Franchisees Gear Up 
For November’s Annual Symposium

The 2015 edition of the annual Leisure
Systems Inc. (LSI) Symposium, which is Nov.
8-12 at the Embassy Suites Hotel Cincinnati -
RiverCenter in Covington, Ky., is once again
expecting a great turnout, said officials with
LSI, the franchise company for Yogi Bear’s

Jellystone Park Camp-Resorts.
The annual Symposium is an opportunity

for park owners and operators to attend 
educational seminars, buy Yogi Bear mer-
chandise for the next season, visit with trade
show vendors, network with other attendees
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The annual Leisure Systems Symposium in Covington,
Ky., is a chance for franchisees to network with each
other and touch base with the franchisor’s staff.

and get re-energized for the 2016 camping
season. 

Dean Crawford,
LSI executive vice
president, said the
company typically
has about 95% of its
franchisee parks in
attendance as well
as a number of
other park owners
who are exploring
whether to join the franchise. 
“All the parks look forward to the end of a

long, busy summer. I mean, they’re still going
to be busy in the fall with Halloween weekend
and all, but they are definitely looking forward
to — and are very excited about — the 
annual Symposium because they get 
together and meet up with old friends and get
re-energized and psyched up for the next
year,” Crawford said.
While highlights include the keynote 

presentation, trade show, silent auction, 
educational seminars and an awards show
and dinner, each day the Symposium offers
something diferent for participants.
The Yogi Advisory Council (YAC) will be

meeting all day Sunday, Nov. 8, including a
working lunch. Franchisees are welcome to
attend the meeting in the afternoon; however,
discussions will be limited to YAC members
and LSI staff. Yogi Bear merchandise will be
set up in the morning and available for 
purchase in the afternoon.
On Monday, Nov. 9, Yogi Bear merchan-

dise will again be available to view and order
throughout the morning and afternoon. At 3
p.m., LSI is hosting a ‘rookies and newcom-
ers’ meeting for new park owners and YAC.
YAC’s general session will follow, and then
everyone is welcome to attend the evening
welcome reception with drinks and light hors
d’oeuvres.
The Symposium kicks off the morning of

Tuesday, Nov. 10, with a welcome address,
LSI updates, SureVistaupdates and the travel
log, which features photos from each Jelly-

stone Park. The 2 p.m. keynote speech will be
followed by the opening of the trade show,
which features a full slate of 75 vendors.
Wednesday, Nov. 11, is set aside for the

trade show, which will be running from 9 a.m.
to 5 p.m. at the convention center. At 6 p.m. 
is the silent auction and social with hors
d’oeuvres and drinks.
The final day of the Symposium, Thursday,

Nov. 12, features a choice of educational
seminars throughout the morning and after-
noon. Early that evening, franchisee pictures
will be taken at the convention center from 
4-5 p.m., followed by the awards presentation
and dinner. The night is capped off by enter-
tainment from Piano Fun! 176 Keys.
Crawford said LSI realizes that many of its

franchise parks are family owned and oper-
ated, so hosting Kid’s Camp — open to chil-
dren up to 12 years old — at the Embassy
Suites is another way to help park owners get
the most of their Symposium experience.

Kelly Jones, LSI director of franchisee 

development, said the Symposium’s educa-
tional seminars this year are focusing on
marketing, personnel and ancillary income
options. Attendees will have their choice of
three different seminars at each of the three
sessions the seminars are offered.
The first session features “Hospitable 

Wi-Fi: Creating a Fantastic Guest Experience
with Wi-Fi” by Eric Stumberg, CEO of 
TengoInternet; “Service That Sells: Turn Your
Staff into Selling Pros” by Doug Fleener, a 
retail and customer experience expert,
speaker and consultant; and “Developing
Your Emergency Action Plan” by Bethany 
O’Connell, a member of the Sherman Fire
Protection District.
The second session includes “How to

Work with Your Chamber of Commerce to
Drive Business” by Me-Me LeBlanc, owner
of Yogi Bear’s Jellystone Park in Robert, La.;
“Raise the Bar! How to Coach Your Team to
Higher Performance and Results” by Fleener;
and “Stop Complaining and Start Solving:
How to Help Staff Become Solution Focused”
by Susan Fee, a therapist, author, and 
national trainer based in Cleveland, Ohio.
The final session offers “Innovation or

Stagnation: How Small Business Can Grow
and Profit Through Practical Innovation” 
by Fleener; “Establishing and Maintaining
Professional Boundaries” by Fee; and a
“YACker Barrel” with YAC board members.
Jones said it’s often a balancing act when

determining the slate of educational semi-
nars because LSI wants to make sure there’s
something for everyone.
“Especially since we have so many differ-

ent experience levels among our 
franchisees,” Jones pointed out. “So we try
and make sure that someone who is brand
new to the industry as well as the franchise
system gets as much as someone who’s been
in the industry for 20-plus years.”
Jones said participants, especially those

coming to their first Symposium, should come
with an open mind, an open notebook and a
willingness to network with others. She also
suggested people compile a “keeper page.”

“Sometimes if you take too many notes
you walk out feeling too overwhelmed, so I
like to keep what I call a ‘keeper page.’ Those
are just the ideas that you know you could im-
plement right away and hit the door running
instead of feeling overwhelmed by the whole
process,” she explained. “Bring a notebook,
but definitely put together a keeper page to
kind of sort out, while everything is fresh in
your mind, things that you’re going to be able
to implement easily or things that you know
are important to tackle right away.”
The keynote speech — “It’s Not Who You

Know, It’s Who Knows You! How to Build Your
Business by Building Your Brand” — is being
presented by internationally renowned busi-
ness marketing speaker and author David
Avrin. In his eye-opening, energetic and en-
tertaining signature presentation, Avrin will
reveal what it truly takes to recognize and
promote a business’ true competitive advan-
tage while building a category-leading brand

‘We try and make sure that someone who is brand new to
the industry as well as the franchise system gets as much
as someone who's been in the industry for 20-plus years,’
said Kelly Jones, LSI’s director of franchisee development.

Dean Crawford

The tradeshow floor is a busy place for dozens of vendors
and Yogi Bear’s Jellystone Park Camp-Resort owners.

LSI Symposium – continued on page 28
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MODERN MARKETING

Evanne 
Schmarder

Narrowing Down Media Choices to Focus Marketing Dollars

As an industry marketer and con-
sultant, I’m often asked advice on the
most effective methods to digitally
market an outdoor recreation busi-
ness. While over the years we’ve seen
platform changes, adopter uptake and
lots of new lingo, smart park marketers
continue to strive to deliver relevant
content and customer engagement
while keeping a sharp eye on their
budget. 
I recently heard from a park owner

trying to find the right advertising/
marketing mix. She asked: 
“We have owned our campground

going on four years and are still having
trouble sifting through the quagmire of
social media, print advertising and the
number of new camper-centric website
“invitations” that keep popping up in
our inbox. We are only human and cer-
tainly not made of money. We can’t do
everything. What strategies are there for
narrowing down the most effective
media to focus our marketing dollars?”

Here’s My Advice…
Reaching consumers, targeted con-

sumers, in today’s marketing environ-

ment can present a real challenge for
even the most seasoned marketers.
Careful consideration must be given to
maximize every single dollar spent. A
high return on investment (ROI) is the
goal. Keep in mind that dollars spent
aren’t always a fee for service — social
media, email marketing and visual
marketing may not have a hard dollar
layout but certainly have a cost in time,
learning curve and effort.
Begin by identifying your target

market. What are their age groups and
do they respond better to tech (social,
email, blogs, etc.) or touch (magazines,
directories, flyers, etc.)? Do your guests
travel many miles to visit your park or
are they “just around the corner?” What
type of camping do they prefer — pam-
pered or rustic? Do you engage a more
seasonal crowd or is your guest roster
more transient? Do you offer/host 
special events or activities?
Each of these answers will bring you

one step closer to discovering the most
effective manner of reaching your tar-
get market. Add to your market re-
search with this no-brainer: “the ask.”
Any time a customer or prospect calls
your reservations line or comes in to
register for the evening, ask them how
they heard about you. Add this as a re-
quired field in your online reservations
page. In a few short weeks a pattern
should begin to emerge. If a particular
camper-centric website or blog begins
to come up in several mentions, I’d 
advise looking into participating — 

especially if the cost is only your time,
or with a bit more scrutiny on ROI if
there’s a fee associated with it. 
To help cut back on the last-seen

media reply, you might consider using
unique “coupon codes” in targeted
communications. For example, “men-
tion coupon code XYZ at check-in and
receive a free (fill in the blank).” Make
the reward something your guest will
value enough to remember to mention
the code — an ice cream cone or a dis-
count on firewood. Use a different
coupon code in each advertisement or
platform and track the response. This
will help you determine where your
business is coming from. While there’s
a small dollar cost associated with this
technique it does work and will guide
you when making next year’s market-
ing decisions. 
Track the effectiveness of your on-

line efforts via website analytics. If you
are unsure of how to do this, work with
your website developer or your web
host. Google Analytics (GA) is an en-
terprise-level (and free) tool to con-
sider if you do not currently have
analytics. Access GA reports via your
private and personalized dashboard to
discover how visitors found your web-
site, referring websites, device usage
and even those coveted demographics
including age and gender.

Digital Spending
Coming under the heading of “time

is money,” you’ll want to spend some
of your marketing budget online. Your
website, email communications and
time (yours or a staff member’s) spent
in the social-media marketplace all
have a cost associated with them. De-
termine those real costs, the revenue
they return and an acceptable ROI. 
You don’t need to conquer the entire

digital-media universe in one fell
swoop. Instead choose a few areas to
focus upon based on your research re-
sults. In my experience working with
parks of all sizes and economic situa-
tions, I’d recommend having a pres-
ence on Facebook, squeezing out every
single drop of Google My Business
juice possible and developing some
type of visual presence either via
YouTube or Instagram. 
While it’s not the preferred method,

you can link social media accounts to
post an update from one platform to
all. But remember, posting is just part
of the picture: You must respond and
engage. That’s the “social” part of social
media. Smart content planning can
help but you’ll still need to put in the
time to make it happen. 
In addition to participating on net-

works, pay close attention to review
sites. You can see what’s being said
about you, your park and the industry
via Google Alertsor other similar tools.
Use the great reviews on your website.
Professionally respond to less-than-
stellar reviews online if possible as well
as with the individual if you feel that’s
necessary. 
Consider hiring an experienced

search-engine optimization (SEO)
master to spend some quality time
with your website, maximizing your
content and backend site components
for search engines. In conjunction with

strong SEO, look into adding a Google
AdWords expert to your team. They’ll
examine your site and your analytics,
offering strategic pay-per-click adver-
tising recommendations to increase
your website’s visibility and click-
throughs.
If I had a little extra money left over,

I’d hire a community manager to man-
age my content, cross-platform posts
and customer engagement. I might
even hire them to write a brief email
blast or newsletter to be released on a
regular basis. The consideration here is
what the real cost of your time is to
manage your social presence. Are 
you more valuable and could you be
amping up your bottom line elsewhere
in your operation?

Real World
Set aside a piece of your budget to

participate in trade shows. Working in
tandem with your association is espe-
cially cost-effective. Many offer a
brochure-distribution service if you
can’t be there in person. Consider
sending brochures to visitor centers.
Take part in a brochure distribution
service such as the well-known and
highly effective Anderson’s Brochure
Distribution Service. 
Directory ads are big bucks. Talk

with your peers and ask them for feed-
back. If they work with the directories
do they see measurable results from
their paid advertisements? Support
your state association with an ad in the
state campground directory, often cir-
culated to visitor centers in your state
as well as distributed through your
state association’s marketing channels. 
Consider local print ads, as well, if

you are hosting a special event and are
looking to bring in a day crowd in 
addition to overnight guests. 
In a nutshell, understand your cus-

tomers — who they are and where you
can reach them. Deliver content they
enjoy that matters in their world — be
it a short video, an informative
brochure or a simple ad. Make it meas-
urable and don’t forget “the ask.” 
Set specific goals for your time and

money spent, track your results quarter-
over-quarter and don’t be afraid to shift
course as the data dictates. After all, the
one thing we can count on in our mar-
keting efforts is the change that comes
along with continuous improvement.

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

http://ownakoa.com
www.minigolfinc.com


WOODALLSCM.com October 2015  -  9

www.rviashow.org


10 -  October 2015                                                                                                                                                                                         Woodall’s Campground Management

Manufacturers of Quality Recreation FUNniture
www.ParkEquipment.com

1-800-376-7897
2061 Sulphur Springs Rd

Morristown, TN 37813

INSITES

today is certainly uncertain. I hope
to have the opportunity to serve on
the board and use my experience
and industry knowledge to help the
association become stronger in the
coming years. However it turns out,
I’ll still be around and working to
strengthen the industry and help
clients and friends become even
more successful.

Disruptive Technology
Ever hear the term? It’s using tech-

nology applications to change (dis-
rupt) the traditional business model
in an industry. It’s also sometimes
synonymous with the “shared econ-
omy” where individuals can share
their assets with others to generate
revenue from those assets.
Examples?
Uber and Lyft are extremely well-

known companies that are disrupting
the traditional taxi- and car-ride in-
dustry using technology to empower
individuals to use their own vehicle
(an asset) and their own time to gen-
erate revenue by offering a ride serv-
ice. The technology is amazing — you
download the company application
(or app), provide a credit card num-
ber for payment, enter your location
and destination and hit submit. Al-
most immediately you get a response
with the name and photo of your
driver and the car, the number of
minutes until pickup, the estimated
fare and then you can track the

David 
Gorin

driver’s progress to your location — a
little car moving along the map show-
ing you where your driver is. The
driver arrives, takes you to your loca-
tion and you’re done. Payment is 
automatic and you get a receipt and
a request to review the driver by
email.  Try it. You will like it.
The other well-known disruptive

company is Airbnb. This company
uses a technology platform to allow
individuals with rooms to rent to
make those rooms available to travel-
ers looking for a unique and (most
often) less-expensive accommoda-
tion when they’re on the road. As with
Uber and Lyft, the system is based on
technology that matches the host
with the traveler, allows for back-and-
forth communication, reviews of
both parties for others to see and a
seamless payment transaction. As an
alternative to a traditional hotel
model, Airbnb empowers the hosts to
use their assets (rooms or space) to
generate revenue — while enabling
travelers to secure reasonably priced
accommodations that otherwise
might not be available.
Is disruptive technology coming to

the campground and RV park busi-
ness? You bet it is. At least two com-
panies, RVwithme.com and
Hipcamp.com are already out there
providing rural and backcountry
camping opportunities.
And word has it that another new

company, byoRV.com, is about to hit
the street as well. This company is fo-
cused on using technology to allow
RVers to locate RV overnight parking
in suburban and urban areas where
generally there are no campgrounds
that provide easy access to these pop-
ulated areas. byoRV will use its tech-
nology to pair property hosts with
parking space for an RV with RVers
looking for space in close proximity
to populated areas — cities, major
tourist attractions, hospitals, festi-
vals, sporting events and family fes-
tivities. Here, too, the transactions
and interactions between the prop-
erty hosts and RVers will be handled
online, with direct communications
before the reservation is made and
post-stay reviews, both critical to the
smooth operations.
I would expect that some camp-

ground owners might anticipate that
this model will be disruptive to their
business. In the case of Uber and
Airbnb, the systems have become so
popular worldwide that the compa-
nies are being widely accepted in 
almost every location. Just last week,
Sarasota, Fla., removed most city reg-
ulations from traditional taxis when
they tried to apply those regulations
to Uber. Uber threatened to pull out
of the market if they were forced to
adhere to taxi regulations. Rather
than lose Uber, the Sarasota City
Council removed almost all regula-
tion from all ride services.
How do you feel about these busi-

ness models? What do you think
about the byoRV.com model? Invest-
ments in many disruptive technolo-
gies have proved to be extremely
strong. byoRV.com is raising funds
and looks to expand worldwide —

It’s Fall — and a Happy Halloween
to all. As we head into the winter, I
thought I’d share some thoughts
about the park industry and some
things I'm currently involved in that
may be of interest.

National Association of RV Parks
and Campgrounds (ARVC) Board    
Having been associated non-stop

with the park industry since 1987,
there are very few hats I’ve not worn
at one time or another — from serv-
ing as ARVC’s president to Virginia
Campground Association’s executive
director to park owner to consultant
to founding Best Parks in America to
being ARVC’s lobbyist and Washing-
ton representative. So, it seemed to
me it was time to take on some 
voluntary role with the industry. In
September, I threw my hat in the ring
for an ARVC board of directors seat
representing the Supplier Council.
By the time you read this, my in-

dustry political career will either be
over — or just beginning. With four
highly qualified candidates running,
as in politics generally, the outcome

Will ‘Disruptive Technology’ Impact the Campground Industry?
wherever RVs are sold and used,
byoRV will have potential customers.
I would love to hear any comments
from readers. Reach me at
david@davidgorinassociates.com.

Marketing & Discounts
Most park owners know the vari-

ous ways to market and advertise
their parks: Social media via Face-
book, TripAdvisor, Twitter and 
Pinterest; former guests and other
email addresses from shows or phone
inquiries get an e-newsletter promot-
ing special events; some print adver-
tising in state and maybe a national
directory or two; listings on a few
websites like GoCampingAmerica.
com; state tourism office websites;
local chamber or tourism websites;
and maybe RV and camping shows in
primary markets.
Within all of these marketing 

avenues, the one feature that seems
to be consistent is the inclusion of a
discount of some sort to attract
campers. No matter how successful
the park, no matter the location, no
matter how good the reviews, pricing
still seems to get the most attention
of the park owner and the potential
guest.
With this in mind, a new website is

about to make its debut in the park
business — campgrrounddis-
counts.com. This will be a central on-
line catalog or compendium of
campgrounds that offer discounts on
a regular basis (i.e. Good Sam or a
regular mid-week discount), on a 
select basis (Passport America or a
special park promotion), or to special
audiences (military, seniors). Parks
using the site to promote their 
discounts will be able to post last-
minute specials as well as ongoing
discounts. 
RVers will be able to search for

parks on devices based on their loca-
tion as they travel or by city and state
search.  
Be on the lookout for the introduc-

tion of this new marketing venue. If
there’s anything RVers like better than
RVing, its RVing at a discount! The
new site is being managed by David
Gorin Associates.

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
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Kampgrounds of America (KOA) fran-
chisees have had, by and large, a banner
year. And while the fall camping season is
here, KOA owners won’t be letting up on the
gas until after the race-themed 2015 KOA
Convention & Expo in Daytona Beach, Fla.
The event’s racing theme — “On the Right

Track” — will be carried throughout the
event, which runs Nov. 16-19.
KOA will start off big, with an opening re-

ception at the famous Daytona International
Speedway. While most campground conven-
tions are a chance to rub elbows, this one
may be more of a chance to trade paint, at
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its growth.
The convention, of course, will offer plenty

of intel on what KOA is doing for franchisees,
how the branding and marketing efforts are
going, and will offer educational sessions on
everything from assessing one’s business to
planning capital improvements, improving
guest service and attracting new customers.
Registrations were on pace to surpass last

year’s attendance in Charleston, S.C., which
was second only to KOA’s 50th Anniversary
convention in Orlando three years ago.
“I don’t know if we’re going to pass 

Orlando, but we’re going to be nudging its
bumper,” Huck told Woodall’s Campground
Management.
Last year saw more than 600 attendees

from 280 campgrounds. As of mid-September,
registration was up by 150 attendees com-
pared to the same point in 2014. Huck attrib-
utes that to a mix of the excellent year across
much of the KOA system and a sunny setting.
“It’s Florida, so that helps. A lot of people

are coming to spend some extra days and
make a mini vacation out of it,” she said.
Whatever the reason, attendees will find

a fun event, Huck said. 
This year KOA is bringing in more expert

guest speakers for the conference.
“I’m bringing in Rich Kaiser and Geor-

ganne Bender, speaking on merchandising at
your camp store and how to better merchan-
dise to your consumer side,” Huck said. “I’m
also bringing in an expert, Gina Hall, on hiring
and training good employees.”

In addition, Jamie Bianchini, author of “A
Bicycle Built for Two Billion” and co-founder
of a bike expedition, will talk about his tandem
bicycle trip through 79 countries. In the
process he helped donate bicycles to impov-
erished people, provided malaria medication
and fresh water to communities needing
them and started a school for AIDS orphans.
He’s embarking on a book tour across the
U.S. in an RV.
KOA franchisees and staff members will

also hear from Dennis Snow, who spent 20
years at Walt Disney World, working in vari-
ous capacities from attractions operator up
through the Disney Institute and Disney Uni-
versity, coordinating the Disney Traditions
corporate training program. He’s now a full-
time speaker, trainer and consultant and au-
thor of the books “Unleashing Excellence:
The Complete Guide to Ultimate Customer
Service” and “Lessons from the Mouse: A
Guide for Applying Disney World’s Secrets of
Success to Your Organization, Your Career
and Your Life.” “I’m thrilled to have him as our
keynote speaker,” Huck said.
It’s not just conference attendance that’s

up this year, either. The exhibit floor will have
more exhibitors offering products and 
services.
“With 121 already signed up, we have

more vendors in the exhibit hall than last year,

least at the start. Attendees at the opening
reception will get to experience the Velocito-
rium, “an interactive attraction where you will
find the merging of history, technology and
velocity in an arena where the racing legends
of the past trade paint with the heroes of
today,” according to KOA.
In addition, KOA worked with partner

Geico Insurance to get the NASCAR Geico-
sponsored car into the Velocitorium for the
opening, said Stacey Iverson Huck, KOA’s 
director of training and events.
The rest of the convention will take place

at the Ocean Center near the beach. While
the main venue is less about racing, the con-
vention will still serve as a checkered flag for
members of the 485-strong KOA system,
which reported revenues up for 90% of the
campgrounds this year and a total rise in
short-term camper nights of 9.5% through the
end of the summer. And that’s following years
of strong growth, marking the fourth year of
a surge in camper nights and revenue. “Re-
sults like these in this business are just phe-
nomenal,” said KOA President Pat Hittmeier.
It was also a year in which the Billings,

Mont., franchisor published its 2015 North
American Camping Report, a groundbreaking
study that delved into the motivations of
campers across North America, not just in
the KOA system.
The research KOA did through Cairn 

Consulting showed that there’s potential for

camping business in general, and of course
KOA’s business, to keep growing. “It’s putting
a face to the camper and the character be-
hind it,” Chairman and CEO Jim Rogers said.
“We’d sure like to create more campers and
see that grow.”
The report opened the eyes of KOA lead-

ership to some trends that the biggest brand
in camping plans to tackle in order to extend

KOA Expects to ‘Nudge the Bumper’ of its
All-Time Con/Expo Attendance at Daytona
KOA Expects to ‘Nudge the Bumper’ of its
All-Time Con/Expo Attendance at Daytona
KOA Expects to ‘Nudge the Bumper’ of its
All-Time Con/Expo Attendance at Daytona

‘With 121 (exhibitors) already signed up, we have
more vendors in the exhibit hall than last year, and
we still have two months to go,’ reported Stacey
Iverson Huck, director of training and events.

KOA will again offer educational sessions for its franchisees
at the 2015 convention in Daytona Beach.

KOA President Pat Hittmeier addresses
attendees at the 2014 convention.

KOA Convention – continued on page 30

http://ownakoa.com


What are you doing to manage guest
experience? Do you have a regular
process and tool for collecting guest in-
formation? I’m not talking about your
reservation system. 
Challenge question: If you had more

information about your guest that you
could easily tap into, can you imagine
ways to increase revenue through up-
selling, added services or activities? Do
you know how to target customers with
similar ‘likes’ and preferences? 
CRM is a short-cut term for software

that enables Customer Relationship Man-
agement of an enterprise’s customer data
including marketing, sales and customer
service. Perhaps you’ve heard of Sales-
force. Some of you may even have a few
shares of Salesforce in your investment
portfolios because it has become arguably
the world leader in CRM software.
But, what is CRM meant to do? Simply

stated, it’s a tool that enables your busi-
ness to focus on the customer by deliver-
ing value-based services while increasing
profits and revenues to your bottom line.
If you believe that customer satisfaction
is a given but that customer delight is es-
sential to maintain a profitable business,
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Deb
Kohls

Using CRM Software to Manage Your Guests’ Experiences
then you understand how important it is
to learn over a period of time what is 
important to your guests. 
Because of the hospitality industry’s

unique product, customers actually have
to come to us to consume our services.
Unlike online businesses, we can only de-
liver when the guests come to us. This
gives us an opportunity to engage the
guest by asking questions, personalizing
the experience and utilizing tools that can
provide us information pre-stay, in-stay
and post-stay.
Of course, gathering the key informa-

tion requires establishing good business
processes throughout your organization,
from the front desk to the maintenance
staff. For instance, you can capture guest
preferences about what type of site or cabin
is preferred. Close to the pool? Easy access
to the restroom? A view by the water?   
How does all this contribute to rev-

enue? Consider the pre-stay communica-
tion that can upsell a guest to a luxury
cabin by the water or the pull-through site
close to the children’s playground. 
When you’ve captured preferences,

you have a marketing arsenal that not
only satisfies but delights your guests. Or
suppose you have extra availability in the
next week and want to offer a geo-target
of guests to take advantage of your incen-
tive offer to stay with you. 
Think, too, about all the revenue pos-

sibilities that can come through the 
in-stay communication with your guests.
For instance, the ability to send text 
messages while they’re on-site allows you

to offer special activities that will generate
more revenue.  
Meanwhile, the post-stay completes

the lifecycle of the guest experience. By
inviting them to leave reviews on TripAd-
visor, GuestRated and RV Park Reviews,
you are engaging the personal experience
and also monitoring your business.  
That said, are you tired of pulling re-

ports from one system only to upload to
another — for example, downloading
from reservation system, then uploading
to an email marketing system?
CRM systems are built to seamlessly

collect information from websites, staff,
reservation systems, online travel 
agencies (OTAs) and any other way that
you gather information. Using the tool to
segment guest information, push notifi-
cations and communicate at the right
time to the right guest is important for
generating additional revenue. Wouldn’t
it be exciting to be able to have this infor-
mation flow move from one system to the
other so that all your marketing team
would have to do is push a button and
make it happen?  
The beauty of CRM systems built specif-

ically for the hospitality industry is that best
practices are already focused on the guest
experience. These systems improve the
business process for communicating via
email, text or phone. Even more exciting is
that they are integrating with reservation
systems so information is shared. CRM 
systems like Revinate, GuestFolio and 
HotelSalesProare all delivering systems to
help your team focus on the most impor-

tant asset in your business: Your guest.
That, in turn, means revenue.
But how do you get started with imple-

menting a good process for collecting 
information?  Here are some ideas to help
you start thinking. 
• Perform a review of all the guest

touchpoints in your business. Include
website visits, reservation confirmations,
pre-stay notifications, check-in, in-stay
and post-stay.
• Review how you approach revenue

effectiveness  (analytics, reports, dash-
boards, yield management tools).
• Brainstorm ideas on how you and

your staff can customize the experience
for your guests by collecting new 
information.
• Evaluate your current tools to 

optimize new processes.
As you move forward into 2016, I rec-

ommend careful consideration about how
you can incorporate new processes in your
business that will allow you to maximize
the guest experience and drive increased,
profitable revenue to your bottom line.

Deb Kohls is a Business Development and
Outdoor Hospitality consultant for Frontdesk
Anywhere, an industry leader in cloud based
hospitality software and system solutions.
She is also a board member of Camp Califor-
nia, a wholly owned subsidiary of CalARVC
where she actively participates in advising on
strategic market planning that connects con-
sumers with outdoor hospitality businesses.
She can be reached at 714-269-1264 or
debk@frontdeskanywhere.com WCM
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When members of the National Associa-
tion of RV Parks and Campgrounds (ARVC)
gather at the Ocean Center in Daytona
Beach, Fla., Nov. 3-6, they may encounter
their best Outdoor Hospitality Conference &
Expo (OHCE) yet.
This year’s conference will feature more

in-depth and focused education included
with registration, a robust trade show and, of
course, a chance to get together, share sto-
ries and compare notes with campground
owners and operators from across the United
States.
Networking, of course, is the magic.
“The No. 1 feed-

back we hear from
our conference is
the rubbing of el-
bows — ‘How’s
your year gone?’
‘What are you doing
to succeed?’ All
those little stories
that occur in the
corner of the tradeshow floor, in the educa-
tional seminars, people really cherish that
networking aspect, being able to come 
together and talk,” said Paul Bambei, ARVC
president and CEO.
Ask Barb Youmans, ARVC senior director

of education, what
she has in store for
members, and she
laughs. “Lots. What
don’t we have in
store? We’ve added
opening and closing
keynote speakers
— both of whom
are exceptional
speakers — as well as a state leadership
keynote for the state executive directors and
state boards.”

Lee Silber, an author, surf shop owner and
award-winning speaker, will deliver the
opening keynote address at lunch Nov. 3, giv-
ing attendees useful help with “How to Think
on Your Feet to Impress Your Guests.” The
closing keynote will happen at lunch Nov. 6,
when Dave Pangrac of Pangrac Develop-
ment Co. will dive in with “Television and 
Wi-Fi Alternatives for Your Park.” 

Jennifer Schwartz, ARVC vice president
of marketing, said the closing address is a
concerted effort to provide useful information
to park owners. “It’s
hot buttons on Wi-Fi
and the telecom is-
sues people are
seeing and are
being challenged
with. It’s not going
to pinpoint absolute
solutions, but it’s
going to be an open

exchange of ideas so people can be aware
of the alternatives out there as cable compa-
nies are forcing digital migration and network
bandwidth constraints and costs become
more prevalent. We’re trying to have our top-
ics be something that is happening today that
is a concern that can overall help camp-
grounds improve their businesses, either 
efficiency or effectiveness.”
Of course, helping park owners is the point

of the entire event.
“We have 50 educational sessions,” 

explained Youmans. “We have cracker bar-
rels as always, we have a National School 
reception where we’re going to recognize the
efforts the school’s made over the last few
years. This year we’re doing workshops that
are included in their registration. They’re not
extra-cost workshops, they’re half-day work-
shops — some on food safety, pool safety as
well as a couple of business topics. From an
educational perspective, there’ll be tons
going on.
“Then we have the expo which is going on

for two-and-a-half days. It’s growing rapidly
and the spaces are limited,” she said. In fact,
by early September, the expo floor was nearly
sold out — Schwartz said attendees will find
more than 100 vendor booths — and general
OHCE registration was ahead of last year’s
robust pace, ARVC staff members reported.
The OHCE also marks the kickoff of ARVC’s

50th Anniversary celebration, Bambei said,
with members getting to hear at the confer-
ence what’s in store for the association’s
golden anniversary.
For the educational opportunities,

Youmans said there’s a mix of fresh topics
and popular returning subjects. “What did
people want coming back from previous
years? We have a ‘back by popular demand’
category for seminars that last year people
said were great but were completely filled.
We also added new seminars, for example,
‘what’s the difference between SEO and
Google Analytics?
“But we’ve also noticed in our Outdoor

Hospitality Education Program that we’re 
really for the first time bringing in employees
of parks and not just the owners and 
managers,” Youmans said. “We’re offering a
series of one-on-one classes so the 
employee will have a series of classes they
can attend, too. There’s a wide variety. We’ve
really looked at who’s attending and who’s
coming and asked ourselves, ‘How do we
focus in on them and how can we make it so
it meets the needs of our members?’”
Perhaps most interesting from an educa-

tional standpoint, though, is that the ARVC
Foundation is working on an accreditation
program through the International Associa-
tion of Continuing Education and Training.
“The foundation and ARVC are working very
carefully to try to get that into place by spring

Strong Vendor Show, Lots of Education on Tap for
ARVC’s Outdoor Hospitality Conference & Expo

ARVC will offer attendees 50 educational seminars at this year’s Outdoor Hospitality Conference & Expo.
The association also will be rolling out an accreditation program through the International Association
of Continuing Education and Training and a new online platform it will be using for teaching online.

Jennifer Schwartz

Paul Bambei

Barb Youman

www.muttmitt.com
http://ownakoa.com
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of next year,” Youmans said. “For this year,
this is our test run. It demonstrates the quality
of the education program and the value of the
education we’re able to provide. 
“In addition,” she added, “it helps us when

we want to work with universities and col-
leges. There’s a lot of people who go through
hospitality programs at universities who don’t
quite understand what outdoor hospitality is.
They don’t look at that as a piece of the pic-
ture. Through this program we’re hoping to
engage more of the younger, educated peo-
ple to come into our industry as well, to see it
as a viable alternative. We’re looking at doing
some internship programs with a couple of
universities as well as having our classes be
part of their program,” she said.
ARVC will also introduce a new method for

education.

“We’re going to be rolling out at confer-
ence this year the new online platform we’ll be
using and the classes we’ll be teaching on-
line,” Youmans said. “We’ll have several on
risk management, we’re doing a couple on

ADA (Americans with Disabilities Act) compli-
ance, a lot of social media, food safety, SEO.”
And while there will be a variety of rele-

vant topics, Youmans said they’ll be put 
together in an easy-to-digest form so park
owners and operators and their staff mem-
bers can work education easily into the real-
life situations involved with campground
operations. “They’ll be online in short snip-
pets. It’s not going to be where you have to
sit online for an hour and watch a video. It’s
going to be anywhere from five minutes to
half an hour, but they’ll be shorter little pieces
so people can go on quickly, focus in on what
they want to learn and pick up a piece.”
Yet another new feature this year in con-

junction with the conference is the ARVC
Foundation Leadership Institute.
The newly created institute focuses on the

essential knowledge required to develop per-
sonal and business leadershjp skills. The first
class of the institute will take place Nov. 2 and
3. For details on that event, which requires a
separate registration, go to www.arvc.org/ed-

ucation/foundation_at_ohce.
The OHCE will also feature two Successful

Park Operations Tour options Nov. 2, which
require separate registrations. The large-
park tour will take attendees to Orange City
RV Resort, Wekiva Falls, Southern Palms RV
Resort and Olde Mill Stream RV Resort. The
small-park tour will go to Sugar Mills Ruins
Travel Park, Daytona Beach Carefree RV 
Resort, Beverly Beach Camptown RV Resort
and Ocean Grove RV Resort.
To register for the OHCE, go to

www.arvc.org/OHCEregistration or call 303-
681-0401.—Justin Leighty  WCM

According to Jennifer Schwartz, ARVC vice president of marketing, the November event will feature
upwards of 100 vendor booths in the expo portion of the conference.

OHCE Schedule at a Glance 
Monday, Nov. 2
8 a.m.-6 p.m.
Successful Park Operations Tours
8 a.m.-5 p.m.
Leadership Institute class
Noon-5 p.m.
Hospitality desk open

Tuesday, Nov. 3
7 a.m.-6 p.m.
Hospitality desk open
8 a.m.-noon
Leadership Institute class
8 a.m.-noon
Education workshops
Noon-2 p.m.
Opening luncheon
2:30 p.m.-5:30 p.m.
Education workshops
6 p.m.-7:30 p.m.
Cracker barrel
7:30 p.m.-8:30 p.m.
National School of RV Park and 
Campground Management reception

Wednesday, Nov. 4

7:30 a.m.-5:30 p.m.
Hospitality desk open
8 a.m.-noon
Education workshops
Noon-12:45 p.m.
Lunch
1 p.m.-5 p.m.
Education workshops
5:30 p.m.-6:15 p.m.
Voting area caucuses
6 p.m.-9 p.m.
Expo welcome reception

Thursday, Nov. 5
8:30 a.m.-5:30 p.m.
Hospitality desk open
7:30 a.m.-9 a.m.
Annual membership meeting and 
breakfast
9 a.m.-3 p.m.
Expo
Noon-1:30 p.m.
Expo lunch
3:30 p.m.-5 p.m.
Education workshops
6 p.m.-9:30 p.m.
Awards of Excellence reception and
dinner and ARVC Foundation auction

Friday, Nov. 6
7 a.m.-9:30 a.m.
Foundation Walk for Disaster Relief
8 a.m.-12:30 p.m.
Hospitality desk
8:30 a.m.-9:30 a.m.
Expo breakfast
8:30 a.m.-11:30 a.m.
Expo
Noon-1:30 p.m.
Closing luncheon
For the full schedule, go to
www.arvc.org/about_arvc/full_
conference_schedule.aspx WCM

www.raindeck.com
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What’s the Single Most Important
Amenity For Guests — and Frustrates
Campground Owners the Most? Wi-Fi.

The RV lifestyle and the expanding number of guests renting accommodations
at campgrounds increasingly demand strong Wi-Fi.

If it’s been more than five years since
you installed a Wi-Fi (wireless local area
network) system at your property,
you’re basically working with Stone Age
tools, according to the experts in the
field. 
Well, maybe it’s not so extreme as

that, but many Wi-Fi vendors we spoke
with from coast to coast said that recent
leaps in cell phone and computer
streaming technology have dramati-
cally changed the Wi-Fi landscape and
may be contributing to frustration
among guests and owners at outdoor
properties. They also shared insight into
how Wi-Fi has evolved in the outdoor
hospitality sector, what questions own-
ers should ask when shopping for 
systems or upgrades and how some
“guest education” can keep things 
flowing smoothly.
Over the last decade, much has been

made of the growing importance of
making Wi-Fi available even at remote
campgrounds and outdoor resorts —
and that guests view it as a must-have,
rather than a bonus amenity. According
to the 2015 North American Camping
Report survey commissioned by Kamp-
grounds of America Inc. (KOA), slightly
more than half of all campers go online
at least once a day while camping and
four out of 10 (41%) say that having free
Wi-Fi influences their decision to stay at
a campground. When selecting a camp-
ground, free Wi-Fi ranks as the third-
most-important amenity, behind only
clean bathrooms and a kid-friendly 
environment, and rates above access to
recreational activities such as a camp-
ground store, cabins and even safety
lighting. 
The good news, according to the out-

door Wi-Fi experts who talked with
Woodall’s Campground Management, is
that most owners in the campground
industry are on board with the impor-
tance of Wi-Fi and have invested 
accordingly. 
“I don’t think

you have to sell
anybody in the
campground in-
dustry that Wi-Fi is
important,” said
Eric Stumberg,
CEO and founder
of TengoInternet
Inc. based in Austin, Tex. “They hear it
at their front desk and they see it on
their ratings.”

Jim Ganley, founding partner of
Portland, Maine-based Checkbox Sys-
tems, agrees that
facility owners
have seen the
light. “In the last
couple of years, I’d
say it’s really be-
come part of the
infrastructure of
properties,” he
said. 

One Movie Versus 4 Million Emails
But now that most of the convincing

is over, there’s a new hurdle. In the last
10 years, computer- and cell-phone
technology has made leaps and
bounds, putting more devices and new
Wi-Fi-guzzling capabilities like video
streaming in the hands of millions more
people. 
“If you go back seven or eight years

ago, we never dreamed that we’d be
watching TV on our laptops and our

‘We’ve seen Wi-Fi usage double and triple in most places,’
said Jim Ames of Airwave Adventures. ‘There are just
more and more devices that are connecting. Equipment
from three years ago is not going to handle it.’ Eric Stumberg

Jim Ganley
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phones,” Ganley pointed out.
“There’s just

more demand for
Wi-Fi than we’ve
seen before,” said
Jim Ames, co-
founder and CEO
at Napa, Calif.-
based Airwave
Adven ture r s .
“We’ve seen Wi-Fi
usage double and triple in most places.
We had one campground where a year
ago, they were averaging 30 to 35 people
online at any one time. This year, they
had an average of 80 people online.
There are just more and more devices
that are connecting. Equipment from
three years ago is not going to handle
it.” 
To understand how Wi-Fi works and

how tripling consumption leads to 
issues, Ames said it’s helpful to use a

water analogy. “It’s a lot like a watering
system,” he said. “You’ve got so much
pressure going through the water pipe

— that’s like the bandwidth available 
on the system — and every time a 
customer hooks up their computer, the
pressure drops.”
To help others understand the scope

of streaming, Ganley puts it this way.
“Watching a two-hour Netflix movie is
roughly the equivalent of receiving 4
million emails,” he said. “So if you put
that in perspective, watching ‘House of
Cards’ for a couple hours, that’s cool,
but there’s four million people waiting
to send email because you’re watching
your show. Most travelers don’t have to
think in those terms. If you live in an
urban or suburban area, you probably
have pretty good bandwidth — but
more importantly, you don’t have to
share that bandwidth with 200 other
campers when you’re at home.”
Another issue facing aged Wi-Fi net-

works is the massive uptick in smart-
phone usage, because they tend to have

smaller, less-powerful receivers than
laptops. 
“In 2011, 80% of the devices connect-

ing to Wi-Fi networks were laptops,”
Stumberg said. “In 2015, 80% are smart-
phones and tablets. So a network de-
signed to connect to laptops won’t work
very well for phones and tablets. Due to
these changes, if you built a network be-
fore 2013 or you had an Internet circuit
installed before then and haven’t done
anything about it, then it probably

doesn’t work very well. It’s not a mobile-
friendly network and doesn’t have the
capacity to meet the number of and
type of devices out there now trying to
connect and stream.”

Dealing With the Drain
There are several methods available

for dealing with the new Wi-Fi reality in

One RV Park Wi-Fi Provider Now Offers an ISP Brokerage Service
While it can be expensive to provide high

quality Wi-Fi service, there are ways to mini-
mize the costs.

TengoInternet, for example, now offers a
service to help parks obtain the lowest-priced
Internet data plans. 

Instead of simply having parks contact
AT&T, Verizon, Time Warner or other major
broadband service providers, TengoInternet
contracts with Englewood, Colo.-based
Serviam LLC to find the Internet Service
Providers (ISPs) that can provide the best
deals for its clients. This is a valuable service
for TengoInternet’s clients because there are
literally hundreds of ISPs across the country
— far too many for most parks to contact on
their own, even if they knew which companies
offered the best prices in their area. 

For example, through its partnership with
Serviam, TengoInternet recently found a
broadband service reseller that was able to in-
stall a fiber optic line for the 312-site Santee
Lakes Recreation Reserve in Santee, Calif. for
half the price of AT&T’s quote. 

This was significant because Santee Lakes
had struggled to keep up with the ever-ex-
panding Wi-Fi needs of its guests, most of
whom are urban San Diego County residents
who expect to have the same kind of Wi-Fi 
experience camping that they have at home. 

However, to keep up with its guests’ Wi-Fi
demands, TengoInternet estimated that San-

tee Lakes would have needed to install a fiber
optic cable line that would provide 12 times the
amount of data as the DSL line that the park
originally installed to support its Wi-Fi system.

Santee Lakes held off on upgrading its 
Wi-Fi system for a couple of years, however,
because park officials didn’t think they could
afford a fiber optic line after discussing their
needs with AT&T.

But as camper complaints about their Wi-
Fi system intensified, Santee Lakes eventually
made some budget cuts in other areas of park
operations to upgrade their Wi-Fi system.
That’s when TengoInternet gave Santee Lakes
the good news.

“We didn’t realize that TengoInternet had
the ability to help us purchase broadband
service at reduced rates,” said Cindy Smith,
Santee Lakes’ parks and recreation supervi-
sor. “This opened up a whole new world for
us.”

In fact, the park was able to install addi-
tional Wi-Fi transmission towers, which 
further enhanced the quality of Wi-Fi service
for guests throughout the campground.

“We pride ourselves in providing great
service for our clients. And our ISP brokerage
service is one way we aim to provide signifi-
cant savings for our customers that they can-
not achieve on their own or through other
companies,” said Kevin Lloyd, TengoInternet’s
director of sales and marketing.  WCM

Plenty of access points are needed to provide guests the Wi-Fi access they want,
as shown on this TengoInternet map of Normandy Farms in Massachusetts.

Jim Ames

www.jamestownadvanced.com
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a smartphone-laden, streaming-video
world. The first place property owners
should start, our experts agreed, is to
decide what type of experience they
want to deliver to guests and whether
it’s realistic based on budget and band-
width available.
“It used to be the only guest question

was, ‘Do you provide Wi-Fi?’” Stumberg
said. “Now the questions are, ‘What
level of service do you want to provide
your guests? Do you want to provide
them a mobile-friendly network that 
allows them to do basic things like
check e-mail, or do you want to provide
them a mobile-friendly network that 
allows them to stream like at home?’
That’s been the big change in our 
conversation with customers.”
In staying with the watering analogy,

owners can start by looking for a bigger
pipe coming into the facility. That would
be the amount of bandwidth available
from an Internet Service Provider (ISP)
like Comcast, Verizon, Frontier, AT&T
and CenturyLink among many others.
The bandwidth coming in is measured
in megabits per second (Mbs), which,
again, is akin to water pressure, with
lows running from seven Mbs up to
highs of 300 Mbs. Bandwidth can be
brought in via phone, cable or fiber-
optic lines or cell phone tower signal
where available, or via satellite. 
However, in many cases, switching

providers may
not afford any
more bandwidth.
In those cases,
that’s where the
Wi-Fi hardware
and installation
comes in. Bryan
Slayman, prod-
uct line manager
at Costa Mesa Calif.-based EnGenius
Technologies, said that recent dual-
band developments in user devices and
Wi-Fi hardware can help. Wireless sig-
nals, he noted, travel on two broadcast
frequencies: 2.4 gigahertz (GHz) and 5
GHz. Until recently, all laptops and
smartphones operated on one band: 2.4
GHz. The problem with that, Slayman
said, is that the 2.4 band gets crowded. 
“The 2.4 GHz frequency is becoming

very saturated,” he said. “There’s a lot of

interference on 2.4 with cordless
phones and microwaves. That’s where 5
GHz comes into play. Our devices use a
feature called band-steering which 
allows it to take a client’s dual-band 

device and steer it over to the 5 GHz side
that is less saturated, has more channels
and more non-overlapping channels.
That is a cleaner environment. At the
end of the day, that’s just a better expe-
rience all around for the user.” 
Although EnGenius sells Wi-Fi hard-

ware and does not perform Wi-Fi instal-
lation, Slayman said they do offer
planning and pre-design services. 
For their part, installers can use a 

variety of tactics to pump up band-
width, including aggregating multiple
ISP sources and beaming bandwidth in
from nearby Wi-Fi towers.
“For example, at one campground,

we went in to a nearby campground
that was four miles away with two 
85-foot towers and just beamed it over
to them,” said Ames at Airwave Adven-
turers. “That allowed us to get up to 200
Mbs.”
Ames said that Airwave assumes

most user devices are still only 2.4GHz
capable so they don’t beam to users on
both frequencies in their installations,
but they do use 5GHz as a “backhaul”
frequency between towers. 
In addition, installers can design new

mobile-friendly installations with 
upgraded equipment to better accom-
modate smartphone users. 
“In building a mobile-friendly net-

work, you’d want to have the latest Wi-
Fi access point technology — either the
802.11n or the more current 802.11ac
standard — and you need to have your
access points closer to the guest,” Stum-

berg said. “For larger properties, replac-
ing wireless repeaters with dedicated
backhauls may also be necessary for in-
terference management and capacity.”
While surveys confirm that most

guests expect basic Wi-Fi for free, for
those parks that have the capability to
install mobile-friendly, streaming-
friendly networks, there is also the 
option of charging guests for premium
service.
“Some of our customers have de-

cided to provide ‘fremium service’ with
basic mobile-friendly Wi-Fi free to
everybody,” Stumberg said. “But if a
guest wants a premium Wi-Fi service
with streaming capabilities, then the
guest can pay for it. That allows our cus-
tomers to afford to offer that premium
amenity.” 

Questions to Ask When Shopping
As mentioned, the most important

question for owners to ask when 
installing or upgrading is, what type of
Wi-Fi experience do we want to deliver
to guests? Here’s a list of several more:  
• What bandwidth is required for me

to deliver the guest experience I want?
• Can that be obtained from available

ISPs and at what cost?  
• Do I want to provide Wi-Fi support

to guests and contact ISPs should prob-
lems arise? 
• If not, can the installer design a

turnkey system that they will operate for
our park? 
• Who provides tech support if the

system stops functioning? 
• When is tech support available? 
• What will be the ongoing costs for

the network?
• Will the installation be designed to

be mobile-friendly for smartphones
and tablets?
• Will the installation be designed to

handle an average of 2.5 devices per
guest? 
• What are campgrounds nearby

doing for Wi-Fi? How is their Wi-Fi
working for them?
• How quickly would equipment be

replaced in case of a fire or lightning
strike? 
• If streaming-capable, will users be

able to roam (walk through the property
while streaming without logging back
in)?
• What happens if you terminate

working with the vendor? Will the 
system shut down or is it independent?
• Will the system have the capacity to

identify certain users if they are break-
ing copyright infringement laws? 

• If not streaming friendly, how will
we ensure that one or two users don’t
hog all the bandwidth? Can that be 
automated?
There’s another option afforded to

park owners who may not have the abil-
ity or budget to install a mobile-friendly,
streaming capable network. In our
water analogy, it would be educating
consumers about conservation and 
setting expectations, guidelines and
policies regarding consumption. 
“The biggest thing we teach park

owners is, if you have low bandwidth,
make sure customers know what expec-
tations are when they come in,” Ames
said. “Don’t use it in heavy periods, like
6 a.m. to 9 a.m. and after 5 p.m. Try to
do Skype calls at a different time. It will
really help to make sure customers have
the right expectations regarding what
your system can do.” 
“We do work with the properties to

try and make the most of the bandwidth
they have,” said Ganley at Checkbox.
“And then we try to put policies and
controls in place so everyone can have
fair access, rather than one user who is
using all the bandwidth. There is a
struggle to educate users and help
shape expectation while trying to meet
and exceed their expectations.”

Costs of Upgrading
When it comes to upgrading older

Wi-Fi systems, there is some good news
in terms of cost. Each unique set-up will
vary, of course, but a general range
starts at a few thousand dollars to 
upwards of $20,000 for some sites. At
Airwave Adventurers, Ames uses $1,000
per tower and an average of $1,000 for
installation as a baseline.
“On the positive side of things, I

would say the cost of the equipment be-
tween now and five years ago has de-
creased about 50%,” Ames said. “It does
depend on the equipment you’re using.
But just this week one of our camp-
grounds had a lightning strike that took
out their whole system. When they put

their system in five years ago, it cost
them $30,000. I just quoted him $5,000
for installation and everything.”
Ganley added that barring unfore-

seen technical leaps in computing,
users should get decent mileage out of
a strong Wi-Fi network upgraded or 
installed today. 
“I would say that if you take what you

need today and overbuild your system
a bit, you can probably future-proof
your system for five to seven years,” he
said. 
It’s important to remember that the

cost of Wi-Fi network installation
doesn’t include the ongoing costs of
network and guest support or paying
ISPs for monthly service. Cable-based
connections are generally the least ex-
pensive, Stumberg said, starting around
$250 a month for 100Mbs, while fiber
optic at 100Mbs can run about $1,000
per month.
For estimating total cost, Tengo’s rule

of thumb is a per-site estimate. “If you
build that network and operating cost
into a 48-month lifespan, we basically

Bryan Slayman

While the outside equipment is important for providing good guest Wi-Fi, it’s only part of the
equation, with the inside equipment, all of this from Airwave, being equally important.

Providing good Wi-Fi coverage can also require indoor antennas, like this one installed by TengoInternet.

CheckBox HSv4
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see that it runs anywhere from $4 to $6
per site per month,” Stumberg said. 
He added that a couple of Tengo’s cus-
tomers have decided to forego provid-

ing cable television services, substitut-
ing premium Wi-Fi. “When you look at
it, why pay bulk rate cable for $12 to $15
per site per month for something that
most of your guests don’t want, when
you can deliver premium Internet for 
$7 a month and actually charge some
people for it?” he said.
From most installers, the gist is this:

If a property’s Wi-Fi network hasn’t been
looked at in more than three years,
there’s probably a lot more to gain 
from an update than there will be in 
expenditures.
“There are some parks that will say,

‘Yeah my system is eight years old but I
can’t get anymore bandwidth than I
have right now, so what’s the point in
updating?’” Ganley said. “The impor-

How — and Why — One Park Cut the Cable
At the turn of the century, Carolyn Strong

closed Sundermeier RV Park in St. Charles,
Mo. and installed cable television lines to
every RV site.

But if Strong were building a new park
today, she wouldn’t bother to install cable tel-
evision lines. Instead, she’d invest the money
in a better Wi-Fi system.

Why?
Because technology changes, and Wi-Fi

technology has evolved to the point where it
can now deliver television programming, 
bypassing the need for costly underground
cable lines to every RV site.

Moreover, the cable television industry’s
ongoing conversion from analog to digital tech-
nology has created so many logistical prob-
lems for parks that it’s proving to be easier —
and more cost effective in the long run — to
simply invest in a Wi-Fi system that’s strong
enough to provide television programming.

Strong originally invested in cable television
in 1999 and 2000.

Her local provider, Charter Communications,
furnished the cable lines, but Strong had to pay
for all of the trenching so that cable lines could
be provided to each RV site — a major invest-
ment that prompted Strong to also install new
water and electrical lines at the same time to
make best use of her investment in trenching.

Charter’s cable system was a worthwhile
investment until February 2014, when the com-
pany converted from analog to digital technol-
ogy — a technology change that made
Strong’s costly underground cable wiring ob-
solete while also ushering in a host of logistical
problems and customer-service headaches.

Charter provided Strong with converter
boxes and related equipment for each guest to
ensure they could access her cable system
with the new digital signal — but this created
a whole new set of problems, ones faced by
campground owners across the country.

“We had to give each guest a converter
box, a remote control, a two-foot cable wire
and a power pack, and we had to charge a $35
deposit for this equipment because if we didn’t
get it back we’d have to pay Charter for it,”
Strong said. 

While guests didn’t complain about having
to pay for a deposit, they did have to call Char-
ter on their own to initialize their equipment —
a time-consuming process in itself — and they
often had difficulties trying to connect the
equipment. 

“The problem is that a lot of the RVs have
built-in TVs,” Strong said. “So you can’t even
get to the back of the television unit to connect
the lines because they are built into the RV.”

The questions from guests, some of whom
needed additional explanations and help in-
stalling the equipment, consumed vast
amounts of front desk staff time. The converter
boxes also created an insurmountable problem
for late-arriving guests, who could not watch
cable television programming upon their 
arrival. “People would be very upset in the

morning,” Strong said. “They would come in
and yell at us because they couldn’t get cable
because they didn’t have the converter box
and the equipment.”

In addition to the added workload and
guest-relations problems that resulted from the
converter boxes, Charter also doubled the cost
of its cable service from $6 to $12 per site.
Charter offered to continue providing Strong
with an analog signal, but at the digital cable
price. “I said, ‘You’re giving me old technology
and charging me twice as much.’ But they
wouldn’t work with me,” Strong said.

Meanwhile, Strong discovered through her
own research that Wi-Fi technology has pro-
gressed to the point where it can now deliver
television programming — not every channel
that’s available on cable networks, but enough
channels to satisfy most guests.

Strong originally had not planned to up-
grade her Wi-Fi system. TengoInternet installed
her Wi-Fi system in 2007 and, for the most part,
it worked fine. “We had very few complaints,”
Strong said. “Even during storm times, when I
had a lot of insurance adjusters here using Wi-
Fi all the time, I got very few complaints.” Most
of the complaints were from people who didn’t
know how to log on, Strong said. “So I thought,
why spend the money to upgrade the Wi-Fi
system when I wasn’t getting complaints?”

So after Charter converted to digital tech-
nology, Strong effectively had two choices: Pay
double what she had previously been paying
for cable television and endure the logistical
and guest relations and problems with convert-
ers, or spend money on Wi-Fi upgrade that
could bypass problems with cable television
altogether.

After enduring nearly a year-and-a-half of
the problems with digital cable, Strong opted
for the Wi-Fi route. She’s happy she did. “I
haven’t had any complaints about not having
cable television,” she said.

Strong added that that cost of the Wi-Fi up-
grade will pay for itself in two years — and will
not only provide guests with television 
programming, but provide the highest quality
Wi-Fi signal for everything from email, social
media and music to video games.

Strong said she thinks it’s just a matter of
time before other RV parks and resorts across
the country reach the same conclusion — 
particularly for parks in or near cities that have
a high bandwidth capable of supporting the
strongest Wi-Fi networks.

The move to provide television with Wi-Fi
networks also makes sense, Strong said, be-
cause growing numbers of RVers are subscrib-
ing to satellite networks such as DirecTV or
Dish Network which can provide programming
for RVers as they make their way across the
country.

RVers can also access TV with a simple an-
tenna. “We are fortunate to be located just 20
miles West of St. Louis and people can bring in
20 to 22 channels with their antenna,” Strong
said. WCM
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Q&A CONVERSATIONS

WCM: What is your perspective on
the status of the camping sector
today as the 2015 summer season has
ended?

Bambei: It’s very positive. You look at
any indicator of success, whether it’s
economic or RVs rolling off the 
production line, and generally it
equates to people coming to our
campgrounds. The weather has been
generally good, though there have
been some difficulties. But based on
the input we get, generally through 
anecdotal calls from campground
owners, I haven’t had one tell me that
it hasn’t been a great year.

Schwartz: And I’ve spoken to a lot
more people this year who are devel-

oping a park new from the ground, up,
which was pretty unheard of over the
last five years. I’ve probably talked to
10 folks (new entrants) interested in
coming to the conference. It’s Florida
to New Jersey to the Midwest to 
Oregon. I definitely think something’s
welling up. 

WCM: What’s your read on this in-
flux of new park operators?

Bambei:You have a price-value thing
going on where buyers are paying very
handsome prices for parks. I think that
word is getting out, whether it’s on Wall
Street or through our own trade chan-
nels, and it’s attracting entrepreneurs
who want to get in. 
There’s also the mystique of being

ARVC Executives Weigh In On the Expanding
Focus of the National Campground Association

outdoors, being in a very consumer-
friendly business, a great place to raise
a family. Those things enter into it as
well.

Schwartz: People are seeing it as a
great opportunity that consumers are
using it as more of an option as a lodg-
ing alternative. The opportunities that
RV parks can provide to consumers are
much more broad than maybe they
looked at before. A lot of parks have
golf courses, spas, waterparks. It’s a
completely different experience than
consumers might have thought about.
It’s a little different than the family
camping experience you had as a kid.

WCM: What are the demographics of
the growth in the consumer market?

Schwartz:We did some research on
that last year. We found the things we
think we know about our current 
customers are pretty well spot-on. We
understand what those needs are and
how they’re evolving and we’re doing a
good job of meeting and exceeding
those wants and needs. 
What was also interesting was in

the government camper sector —
those that hadn’t visited private parks
— we found good news. Some 60%-
plus look almost identical to our con-
sumers, which means there’s a huge
opportunity. We just need to get out
there and get in front of those folks,
many of whom really watch the 
Internet. An online presence is super,
super important.
The other thing we found in our 

research in the outdoor-enthusiast
market is that these folks love to be
outside, they just don’t want to sleep
there. The potential of the park model
RVs or even to experience a spa treat-
ment or go play golf, suddenly they
had an overwhelming response
among those people. They said they’d

stay in a private campground, they just
didn’t know about the opportunities. 
That marketplace is skewing

younger. You’re still where 35 to 45
(years old) is the meat of the market,
the family market with kids. But we’re
seeing some skewing to the younger
side, that 25 to 35 age group we previ-
ously had written off. Some 20% of our
potential market fits into that age
group, and that’s a good thing. We can
appeal to that younger audience and
lock them in and have an engaged
consumer for a longer lifecycle.

WCM: You talked about the impor-
tance of an online presence. Are on-
line reservations a key part of that?

Schwartz: They’re looking for their
information online, so it’s important
for campgrounds to have information
available in a variety of ways. I encour-
age them in every possible way to use
every channel out there. You have
Facebook, you have your website, but
make sure you’re ‘liking’ people in
your same category, that you’re taking
advantage of opportunities like on 
GoCampingAmerica, where one of the
opportunities they have as a member
is a free listing. As many channels as
you can have a presence on, do it. 
In itself, that doesn’t require a lot of

expense. We’re trying to educate our
members on how to make the most of
their online presence, what they can
do with social and digital media. 
It’s not necessarily online reserva-

tions, as long as you’ve got an online

Led by President & CEO Paul Bambei, staff members of the National Association of RV
Parks and Campgrounds feel they’ve gotten a pretty good handle on member’s legislative,
educational and benefit needs — all while keeping pace with a consolidating marketplace

Jennifer Schwartz

Nestled among professional office buildings in the south
Denver suburb of Centennial, Colo., sits the main office of
the National Association of RV Parks and Campgrounds
(ARVC), a trade organization dedicated to the overall well-
being of some 3,000 private U.S. park operators.
Led by Paul Bambei, the organization’s president and CEO

now completing his fifth year on the job, ARVC’s nine staff
members have a wide variety of responsibilities but one focus:
“Everything we do is with the focus of helping and continuing
to meet the needs of our members,” Bambei explained during
a recent visit from Woodall’s Campground Management.
“Our members are our customers, and they get platinum care.
That’s something I’m a stickler about. Everything we do here
is going to come back to that central focus.”
The staff — rebuilt over the past five years — includes 

Jennifer Schwartz, vice president for marketing; Barb
Youmans, senior director of education and head of the ARVC
Foundation; Jeff Sims, the director of state relations and
program advocacy, who works from Branson, Mo.; and
Christine Krumholz, the director of accounting and admin-
istration, who Bambei credits with not only staying on top
of the association’s books but also finding many ways to im-
prove efficiency.
Rounding out the staff are Lisa Maurer, the smile at the

front desk and the friendly voice who fields calls; Candra 

Talley, membership program manager;
Erica Owens, senior manager of mar-
keting communication and events; and
Molly Martin, a marketing coordinator
dedicated to helping member parks
navigate digital media.
These key staff members, along with

a healthy number of volunteer ARVC
members who serve on boards and
committees, make the association work.
They do everything from the annual 

Outdoor Hospitality Conference and
Expo (OHCE) and the two sessions of
the National School of RV Park &
Campground Management, to the
ARVC member site at arvc.org — which
includes the ARVC Exchange, an online
get-together place for members to share
ideas — and the consumer-oriented site
GoCampingAmerica.com. 
They also publish the ARVC Voice

newsletter magazine and help state 
associations in a variety of ways.
“Our mantra in the last year or so is

we’re a network of resources, and what-
ever those resources might mean to a
member, they can get it here,” Schwartz

said. “I think one of the most valuable benefits of an associa-
tion is the networking and sharing stories and experiences.“
ARVC, according to its senior staffers, has been working

over the last several years to improve its game in all aspects.
They’ve piled on more and more educational opportunities
at the OHCE and added a second session of the National
School, introducing a western campus in Denver this year.
The association is also getting ready to roll out online learning
opportunities for members, while at the same time seeking
education accreditation through the International Associa-
tion of Continuing Education and Training (IACET)— not
only promoting professionalism in the education program
but also potentially opening doors to attracting park 
managers who learned about outdoor hospitality through
ARVC’s work with colleges and universities.
In little things, too, ARVC is trying to stay up with the times,

introducing online ballots for elections and awards and
working to keep ahead of regulatory issues — again, all to
help members. “We’re not just ‘winging it’ out here,” Bambei
said, “we have people who are running it like a professional
organization should be run.” 
On a recent visit to ARVC headquarters, WCM Editor Justin

Leighty sat down with Bambei, Schwartz and Youmans —
with Sims participating on the phone — to talk about the
campground market and ARVC’s role in it.

ARVC staff members (from left, front) Candra Talley, Erica Owens, Barb Youmans (back) Paul
Bambei, Lisa Maurer, Jennifer Schwartz and Christine Krumholz pause outside their office.
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Jennifer Schwartz (from left), Barb Youmans and Paul Bambei, working in ARVC’s Centennial,
Colo, headquarters, say their focus is on top-notch service to their members.

Jeff Sims

presence and someone can call and
make a reservation, although I think
online reservations are becoming
more and more important because of
that convenience factor. But I think it’s
still a challenge in the RV park situa-
tion. It’s not as easy as ‘I want a single
queen bed in a hotel.’ It’s not as 
cut-and-dried. There needs to be some
interaction for some consumers to
make sure they’re comfortable with
the choices they’re making. I think it’s
an evolution that’s going to happen
more and more, but I don’t know that
it’s an absolutely necessary require-
ment for someone to come to your
campground.
We have campgrounds that do on-

line reservations and do an amazing
job getting people in and out, and we
have campgrounds that still have a
whiteboard system that do a fabulous
job, too.

WCM: Is ARVC’s increased political
activity on the legislative front a pos-
itive trend?

Bambei: Certainly, it was last fall
when we went to the grassroots cam-
paign to alert HUD to the opposition
we had to that governmental agency’s
potential park model regulatory
changes.

Sims: The park-model RV segment
of our industry has been a high-growth
area. As a result of that, we had to de-
velop some position statements on
park model RVs to assist our members.
We’ve had some pretty high success
rates at the local and state levels with
park model RVs like the issue 
with HUD, where they tried to redefine
the definition of square feet to include
the porch, which would have nullified
their current definition as a recre-
ational vehicle.

That posed a major issue for our
members because 60% of those (units
currently in members’ parks) fall
under that category. Many of them,
their business licenses don't allow
them to have anything other than
recreational vehicles.
We were successful through our

coalition partners, RVIA (the Recre-
ation Vehicle Industry Association)
and RVDA (the Recreation Vehicle
Dealers Association), along with ARVC.
Our members sent in nearly 2,800
messages to 336 members of 
Congress. As a result, HUD decided to
rescind their earlier interpretation and
has agreed to push forward on 
that definition in the regulations that
we think should be favorable in the 
industry.

WCM: Did that whole HUD issue
strengthen ties between ARVC, RVIA
and RVDA?

Sims: Absolutely. We’ve been work-
ing together ever since I came on
board, but it solidified the focus of our
relationship collectively. When we
bring the manufacturers, the dealers
and the parks all into the mix, it’s a
much more successful campaign.

Bambei: I think we opened a lot of
eyes to the juggernaut of the lobbying
power that our 3,000 members can
have on any one issue that affects not
just us as park owners but RVIA and
the dealers as well. They don’t have the
numbers that we bring to the table. I
think the collaboration worked great
last fall.
There’s other ways we can cooper-

ate with RVIA, and I look forward to ex-
ploring those with Frank Hugelmeyer,
RVIA’s new president. He and I have
had a couple of conversations. He’s
coming to our conference in Daytona
Beach at my invitation. 
There’s a lot of things we can do to-

gether, especially with marketing.
They do such a good job with Go
RVing, but it’s a wide net they put out.
We sit on the Go RVing board and stay
close to what their mission is. What
we’re trying to steer them, consider
putting the shotgun down and let’s
get the rifle out and start targeting
some groups we know we have co-
interest in.

WCM: The so-called “Tiny House
movement” played into the political
conversation, didn’t it?

Sims: We stay away from anything
that uses terminology like “house,”

mailto:pilotrock@rjthomas.com
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“home,” or “residence.” We have
pushed our efforts into developing leg-
islation — we were very successful last
year in Missouri — that it is a transient
guest relationship. As long as the unit
is built to standards that fall under 
a recreational vehicle and they are 
licensed and titled like that.

Schwartz: Tiny houses are not park
models. But the tiny-house movement
might be useful in opening people’s
eyes to park models because it’s a sim-
ilar experience. But tiny houses are to
live in. Park models are to rent. I think
it could cause a little confusion or con-
cern for the industry, but it could also
stimulate some interest. For the most
part, though, I think it’s a separate
marketplace.

WCM: Go RVing is introducing a
focus on destination camping, largely
targeting that Millennial audience.
How does that align with ARVC’s mar-
keting goals?

Schwartz: A lot of those Millennials
don’t want to rent an RV. What we saw
in our research is they are interested in
coming to a park and experiencing a
stay in a park model. It’s hard for a
manufacturer to try to do some sort of
consumer campaign to visit a park and
stay in what we call an RV, but what
they view as a cabin. 
Manufacturers need us and we

need them. That’s where it makes
sense to do some collaborative 
marketing to introduce consumers to
the market’s opportunities.
We see our markets overlapping in

some areas, although the Go RVing ini-
tiative has a far broader market reach
focus versus where we see the discreet
application in the private camping 

environment. We just want to work
with them more closely in general to
make that (overlapping marketing)
piece more cohesive than it has been
in the past.
It’s been interesting to see parks

doing things to increase adult interac-
tion — wine tastings, barbecue con-
tests, cooking classes, art classes, spas,
even mystery weekends or teaching
you how to quilt. They’re trying to
build that broader audience so that
when the family aspect is gone in that
person’s life, they can still experience
camping in a new way. People are
using new ways to try to bring 
consumers in. They’re tapping into
unique experiences that can help 
people continue to patronize them
and enjoy the camping experience.

Bambei: Those are the themes we
like to promote through our public re-
lations efforts. It’s getting those com-
mon themes that lift all boats in the
harbor, getting consumers to wake up

and say, ‘Gee, I didn’t know I could go
out and have a stargazing weekend.’
Over the last year we’ve been on the

cover of Parademagazine. We’ve been
in just about every one of the Gannett
family of newspapers which ran a mul-
titude of our stories. At 
GoCampingAmerica, consumers can
search by theme, by amenity. It all
works together. People can read about
what they can do, they go to 
GoCampingAmerica and it leads them
to the doorstep of our members.

WCM: So now, taking a look at your
organization, how is ARVC doing?

Bambei:When I hear that question I
first think, are we financially stable?
The answer’s yes. We’re not aiming to
be ultra-profitable, but we want to put
some rainy-day money on our balance
sheet, and we feel very stable in that
regard. 
The age-old question ‘What keeps

you up at night?’ — not that I’m losing
sleep over this — is I guess I see the
enormous potential to attract more
parks throughout North America. I feel
pretty good that we’ve got 3,000 in 
our stable. But there’s a potential for
another 6,000.

Schwartz: It’s so very difficult to de-
fine that. You hear the number 15,000
or 12,000. That includes the Army
Corps of Engineers, the Christian
camps, the Boy Scout camps and the
Girl Scout camps. I think there’s a 5,000
to 6,000-member core audience the
association can best serve.
We continue to grow the programs

and evaluate their effectiveness.
Things that aren’t utilized very heavily,
we move out. We get a very positive 
response from folks on the programs

we’re offering today.
WCM: You’ve put a lot into expand-

ing education over the last several
years. Is this a big value for ARVC
members?

Youmans: Definitely. And members
are seeing it’s not only a big value to
them, to the managers, but to the staff
as a whole.
We’re also very focused on develop-

ing an online curriculum so people
who can’t come to the conference or
can’t come to the school have an alter-
native opportunity.

Schwartz: We’ve engaged not only
our campground members but also
our vendor members in facilitating
that educational process, partnering
who folks who clearly are experts in
their field and experts that can influ-
ence and educate our members. We’re
trying to inject them into the educa-
tion process, whether it’s via webinar
or presentation. They’ve always been
involved, but not always put into that
position. They’re the experts. Why 
be looking outside the association?
We’re having those folks write articles
for the Voice and do other things to
help educate members and create that
broadening network of information
exchange.

WCM: How is the relationship be-
tween ARVC and the affiliated state
groups?

Bambei: It’s excellent. One of our
main goals is to always strive for better
collaboration, and just like we do
everything for the value of the mem-
ber, we also keep that state executive
in the same scope. We try to make their
lives easier. For instance, we’ve had a
database here called Weblink for a

Paul Bambei
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couple of years, a common source for
all to use. It’s a little difficult at times to
open the eyes of some state executives
to see what a great convenience that
can be if we’re all using the same com-
mon data. Some have seen that light
and are using it today. Others want to
continue to use their own system.
That’s just one example of how we can
facilitate collaboration.

Youmans: I’m working with them
(state groups) on education. If they’re
having problems finding speakers on
a specific topic, I can direct them and
also help them with their learning ob-
jectives and getting their descriptions
down for classes. Ideally, long term, 
regardless of whether it’s a state or 
national ARVC, the ARVC Foundation
can help get their classes so they 
can receive accredited continuing-
education credit for those classes.

Sims: I think we’ve also enhanced
the relationship with our affiliated
state associations through our moni-
toring of state legislation and regula-
tions through our StateNet program,
which enables us to review proposed
legislation and regulations. Already
this year we’ve reviewed more than
7,000 pieces of legislation and 1,400
regulations.
It’s especially important to those

that don’t have lobbyists. We have
seen, since we started this program in
2011, several (state associations) have
now added lobbyists. I work very
closely with those individuals. We plug
them into our tracking system and 
notify them when there’s a hearing on
a bill. That has given our states a real-
time look at what’s going on in their
states.

ARVC and RVIA have come together
to help several affiliated state associa-
tions, clear down to the county and
local level, on issues specifically on
park model RVs. We’ve been able 
to work with the state association 
and bring the weight of two national
associations with them and assist
them on this.

Bambei: Then there’s the marketing
and administrative support we pro-
vide. We turn 20% of our dues back to
the state associations for marketing.
When we see opportunities out there
— and we see them all the time — to
grow and enhance the membership
base, we want to be a partner to those
state associations to do that. They’re
on the local front. They’re closer to the
action. We have an unbelievable mar-
keting resource here through Jennifer
and her team. We’ve seen the mistakes
being made over the years in other 
industries we’ve worked in and have a
pretty good idea how to use the funds
most efficiently and effectively.

WCM: What do you see as the future
for the RV park and campground
market?

Bambei: We see a powerful lobby
coalition on any issue that can come
up of national import through these
alliances that we’ve built. 
Education-wise, we’re just begin-

ning with our accreditation through
this IAECT program. We’re building
management ranks for anybody who
needs better-qualified managers out
there.
We’re keeping pace with consolida-

tors, companies like Sun Communities
and ELS (Equity LifeStyle Properties
Inc.) and others that are growing com-

panies around acquisitions they’re
making. They’re acquiring from entre-
preneurial park owners who’ve been
around for decades that, for whatever
reason, don’t want to be in the busi-
ness anymore. My goal is to keep those
parks in our association through the
relationships we’ve built with these
consolidators. That takes a lot of time
and effort. We do it through our ARVC
Business Forum, which has been

growing quite nicely over the last two
or three years. We’ve got the attention
of CEOs of these companies to collab-
orate, be a part of ARVC, to engage 
by being part of the ‘think tank’ of our
industry. 
These are powerful, important peo-

ple who previously were disconnected
from ARVC. Through the effort of
bringing them into our fold through
the business forum, they’re now 
connected. There’s a well-balanced
group here of independent park 
owners and park consolidators. That

balance is important.
Three, four years down the road

these people are going to contribute
strategically to a lot of the things that
are important to our industry and
we’re at the center of it.

Youmans: I think moving forward
what you’ll see in the industry is parks
will be more identifiable by what they
offer and what they do, more focused
on their target markets and what those
needs are — not trying to appease the
masses but getting their parks to
where it is focused in on who their
guest is and how they can serve that
specific guest.

Schwartz: We saw the interest last
year at the show and we’re seeing it
again this year with the TripAdvisor
and Booking.com. They are under-
standing the significance of that out-
door hospitality element and are
looking at how they can get into that
consumer demand. I hope some of the
credit is due to us and the two years
we’ve been investing in trying to create
more of a brand in the marketplace for
the PR we’ve been doing to establish it
as a viable alternative for consumers
— not only existing consumers 
but reaching out into related and
emerging opportunities.
I think it’s going to thrive. It’s some-

thing people hold dear to their hearts,
and we’re opening the eyes of new
markets because of the opportunities
that are being afforded like a park
model experience. I only expect to see
those grow.

Sims: We’re in a great position. Peo-
ple have a need for recreation. Our job
is to get them focused on the outdoor
recreation lifestyle. WCM

Barb Youmans
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‘Growing up on the campground, then owning it as an adult, has really created a bond to this
property,’ said owner Eric Anderson. ‘We make a good living doing what we genuinely enjoy
while working with great employees and serving guests who appreciate what we have to offer.’

The heated indoor pool is a popular amenity at Sky High Camping
Resort, which continues to grow 52 years since it started.

Wisconsin’s Sky High Camping Resort Achieves New Heights

CAMPGROUNDPROFILE

pop-ups and smaller travel trailers. 
“In Wisconsin, private campgrounds

fill the niche for RVs, while tenters first
think of using state parks,” said Eric 
Anderson. “Because we get overflow 
visitors when Devil’s Lake is full, we cre-
ated this section to kind of replicate the
experience.” 
Today, the campground consists of

the tent sites, 240 RV and seasonal sites
as well as 12 cabins, some with gas-fired
stoves for ambiance. Anderson is looking
at adding another seven to eight sea-
sonal sites after consolidating a few
smaller sites into larger ones a few years
ago. 
Anderson and his wife, Barbara,

bought the campground from his par-
ents in 1995. They make a great team.
Barbara works behind the scenes to han-
dle bookkeeping, taxes, scheduling and
payroll. Eric is the public face of the busi-
ness and oversees all maintenance on
the grounds, the store and day-to-day
operations. 

The Anderson Family (from left) Stian, Lars, Eric, Barbara
and Hanne have all been involved in the family business.

Although he tends to have more inter-
action with guests, he relies heavily upon
Barbara’s instinct to ferret out bad ideas
and keep his dreams grounded a bit.
The campground, which is within

walking distance of nearby ski slopes, is
open year-round, although only 16 sites
have water during the winter months.
The cabins are usually all rented on
weekends during the summer season,
but they are also very popular among
scouting groups that use them for winter
outings. 
Sky High converted the original family

farmhouse into a multi-story rental unit
that can accommodate up to 24 people.
Each side of the house has three 
bedrooms and a bathroom, which
makes it the most popular rental on the
campground, said Anderson. 
“It’s larger and closer to the recreation

facilities,” he explained. “It is very popu-
lar with family reunions because we can
park other RVs right next to the house to
keep everyone close together.”
Sky High currently has 35 acres of un-

developed property, but Anderson is also
contemplating acquiring some nearby
property just to protect his campground

The resort offers a variety of settings and accommodations for people
to enjoy, from basic state-park-like tent sites to rental cabins.

You could say Eric Anderson grew up
at Sky High Camping Resort in Portage,
Wis. 
Situated on a bluff overlooking the

Wisconsin River valley, the property was
a farm until 1963 when the owner, John
Forster, converted part of it into a camp-
ground. Anderson’s mother, Darlene,
worked with the sister of the owner at a
hospital in Illinois.
When Forster died suddenly in 1965,

his family sold it to Anderson’s parents. 
It was a bare-bones operation back 
then with spots to pitch a tent or park a
small RV. The only “amenity” was the
outhouse. 
But, the campground was a short 

distance from the Wisconsin Dells as well
as Devil’s Lake State Park, one of Wiscon-
sin’s largest. That made Sky High a 
popular destination, so Darlene and her
husband, Kenneth, began to expand and
upgrade the facility.
The outhouse became an actual 

restroom with showers. Water and 
electricity were added to the campsites.
New sites were added in stages:
• Hawk’s Haven is a mature oak forest

with grass sites that are ideal for groups
desiring three to four RVs in a cluster. A
canopy of shade trees makes it a popular
section.
• Whitetail Run accommodates larger

sites and includes a mixture of seasonal
campers and short-term guests. It is 
especially popular with big rigs because
there are few trees and plenty of open
space.
• Sunrise Circle was built in the 1980s

and is used primarily by overnight guests
and a few seasonal campers. 
• The “state park” section is eight years

old and features sites situated similarly
to what people expect at state parks:
Semi-private sites surrounded by trees
with water and 20/30-amp electric only.
There’s a picnic table at each site, and 
the area can only accommodate tents,
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Campground Overview
Name: Sky High Camping Resort
Address: N5740 Sky High Drive,
Portage, WI 53901
Number of Sites: 366, 240 of them
for RVs, plus 12 cabins
Physical description: Divided into
four separate sections with the 
Sky High Barn in the middle, the
campground sits on the Baraboo
Bluffs and overlooks a valley, sits
next to the woods and offers hiking
trails all around and rock climbing
Season: Open all year
Rates:Tent are $28-36 depending
on season, full-hookup sites are
$30-$48 depending on season, pre-
mium pull-through sites are $30-52,
cabins range from $70-175; they
offer monthly and seasonal rates
Website:
www.skyhighcampingresort.com
Contact information: 608-742-2572

from residential encroachment, which
he said has doomed many other RV
parks around the country.
“If we buy the parcel we’re looking at,

we’ll eliminate the risk of people buying
land, building homes and then com-
plaining about the noise or traffic,” he
explained. “It would give us an added
buffer, protect our views and allow us to
create some spectacular hiking or cross-
country skiing trails throughout our
campground.”

Keeping Guests Relaxed and Active
It’s a paradox that people visit a camp-

ground to “get away from it all,” but then
want to keep active when camping — at

least the children want to keep active. 
Anderson’s parents added the first

above-ground pool back in the 1960s,
which was an instant hit. But, as the
campground grew, so did the facility. An
in-ground pool with sunning deck was
added in the 1970s and has been up-
dated three times since. 
“We get close to 1,000 people using

our campground on a summer week-
end,” said Anderson. “The pool is kept at
84 degrees via solar heat and LP gas. That
allows us to open it well before Memorial
Day and keep it open as late as Nov. 1.”
Other amenities include a children’s

wading pool and playground, sand vol-
leyball, basketball, nine-hole miniature
golf, outdoor movies, shuffleboard and
horseshoes. 
A separate recreation area offers a

place for kids to create crafts and play
games. It also serves as a meeting place
for large groups. Although the shelter has
open walls, canvass rolls can be lowered
to provide a buffer against wind and rain. 
Although reservations have been

climbing consistently, the average stay
has been decreasing just as steadily over
the years as families opt for shorter
three- and four-day weekends rather
than the one- and two-week vacations
people enjoyed in the ’70s.

Automating the System
The first day he took over the camp-

ground from his parents, Anderson 
created a computer network and imple-
mented software to help manage the
business.
Today, Sky High Camping Resort em-

ploys Mission Management’s software
system to simplify back-end systems and
allow customers to make online reserva-
tions, something he said is growing in
popularity. 
Finding software was a challenge. 

The system the campground relied upon
for more than 20 years converted to a
cloud-based system a few years ago and
Anderson felt it lost a great deal of 
its functionality. He finally settled on
Campground Manager for its ability to

integrate products
and services and
manage online reser-
vations. 
“We had a power-

ful desktop system
before, but Camp-
ground Manager pro-
vides that as well as a
much-needed online
reservation system,”
he explained.
Sky High Camping

Resort also is a mem-
ber of theWisconsin

Association of Campground Owners
(WACO), something Anderson described
as the “most awesome organization I
have ever been involved in.”
The group’s annual convention is one

of the best in the nation, he said, and
gives him an opportunity to network
with other dedicated campground own-
ers. The fact that other owners try to help
each other is a big plus, especially since
he considers those campgrounds not to

be in direct competition. 
The campground industry is not at all

like the hotel industry, he noted, where
businesses are pretty much the same
from property to property. Camp-
grounds have the opportunity to create
a niche with just about everything from

amenities to policies to activities to staff
interaction.
However, like the hotel industry,

sometimes finding the right people to
staff the park can be tough. Growing 
up at the campground was a different 
experience for Anderson than it is for his
children, he explained. 
“Our parents relied on us more and it

was just assumed and expected that we
would help run the business,” he said.
“Barbara and I never wanted to force our
kids to work here. We always gave them
the option.”
Anderson started mowing grass when

he was 10 years old and was allowed to
go out for one fall sport a year in high
school. His kids, on the other hand, are
involved in three different sports during
the school year. That has made it chal-
lenging for the Andersons to tend to
campground duties while shuttling the
children 10 miles to various activities,
practices and games.
“I loved raising our kids here and I

hope their experience will someday draw
them back to the campground,” he
added, noting his oldest son is studying
electrical engineering at the University of
Wisconsin in Madison.
Currently, the campground employs

high school and college kids during the
summer. More importantly, they are
trained and empowered to act on their
own to resolve customer issues. 
“These are smart kids and we’ve often

known them for years. They are the
brightest kids in the Portage school 
system and super friendly to our guests,”
he explained. “We set up a playbook,
train them on our procedures and allow
them to follow it. They actually run 
the park most days and call me when

something comes up they can’t handle.”
There is always at least one adult

working at all times. But, employing
teens has also changed since he was a
teenager when the expectation was that
if a teen wanted a job, he or she worked
when told. To keep a quality staff, the 

Andersons have to work around their
staff’s various schedules. The best way
they’ve found to do that is by allowing
team members to choose their own
schedules before the final schedule is
posted. 
“That ensures we have a great staff

and a great reputation. We actually turn
away applicants because so many of the
kids stay with us through high school
and college,” he explained. 
Anderson has tried hiring work

campers, but the experience didn’t work
for him. 
The challenge in hiring students

comes when school starts and everyone
vanishes when there are still weekends
left in the camping season. Anderson 
reduces that problem by offering bonus
money to entice them to work Labor Day
weekend and beyond.
With his youngest child about to start

her sophomore year in high school, An-
derson isn’t planning on retiring anytime
soon. In fact, he hasn’t really considered
an exit strategy. He enjoys running 
the campground so much that he can’t
envision life without it. 
“Growing up on the campground,

then owning it as an adult, has really cre-
ated a bond to this property,” he ex-
plained. “We make a good living doing
what we genuinely enjoy while working
with great employees and serving guests
who appreciate what we have to offer. It
would be hard to top that at any age.” —
Greg Gerber   WCM

The barn serves as the recreational hub for the 366-site camping resort.

Miniature golf is one of the
recreational draws for the
campground, and the course
is a short walk from the pool.

The pool table overlooks the
pool in the park’s old barn.

There are several different areas of rental cabins at Sky High.
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Wi-Fi —from page 19

tant thing to remember is that your
system has 200 users and it doesn’t have
enough bandwidth, so it has to fend off
the attack from those users and priori-
tize. That can take a lot of processing
power out of the system. Even if you
don’t have more bandwidth to hand
out, you have more people trying to 
get on your system and you need 
a more robust front end to process 
and prioritize those people and try to
maximize what you have. Just doing
that can make a difference.”

the latest product offerings
in the Wi-Fi world that are
now being deployed at
campgrounds. They pro-
vide owners with surveil-
lance in remote areas
where there are no other
options. For exampe, 
EnGenius Technologies is
currently offering two sys-
tems, the EDS 8012, which
operates on 2.4GHz, and
EDS 8015, which operates

on 5GHz. Both systems are built on 1mp
bullet camera. 
“They can be used indoors or 

Should You Charge for Wi-Fi?
While park operators increasingly realize they

need to improve the quality of their Wi-Fi systems
to keep up with guest demands, many do not
have the financial ability to pay for the necessary
improvements all at once even with the recent
drop in costs.

In these situations, it’s imperative that park
operators communicate their systems’ capabili-
ties and limitations as much as possible —
through their print advertising, brochures, hand-
outs, websites and verbally at check in — so that
guests clearly understand what they can and
can’t do online.

“You have to set the correct expectations
with people so that you can meet those expec-
tations,” said Eric Stumberg, president and CEO
of Austin, Texas-based TengoInternet.

“For example,” he said, “if you only have
satellite Internet service, you may be better off
providing hotspots in key areas of the property
and offering Wi-Fi service for free. You could say,
‘We have free Wi-Fi. It’s basic, and it’s free in
areas where we have hotspots. But there is no
video streaming.’ Other parks may have mobile-
friendly Wi-Fi with basic service, but can’t
stream. You have to be willing to tell your guests
this is all you have right now if this describes your
system’s capabilities. Don’t be silent, because
people will expect more.”

Of course, one way to accelerate the pace of
Wi-Fi upgrades at your park is to charge guests
for Wi-Fi service. 

“Every park would love to give it away 
for free, but oftentimes it’s not economically 
feasible,” said Kevin Lloyd, director of sales and
marketing for Tengo.

He added that across the country, there is a
growing awareness of the benefits of at least
charging for premium-level Wi-Fi service 
because this enables parks to begin recouping
the cost of their investments to provide the kind
of service their guests demand.

Normandy Farms Family Camping Resort in
Foxboro, Mass., upgraded its Wi-Fi system last
year and now offers complimentary Wi-Fi service
for general Internet browsing, but charges a fee
for premium-level service for streaming videos or
downloading large files. 

“Guests can try out the premium service for
free for one hour,” said Kristine Daniels, 
Normandy Farms’ general manager. “Then they
can elect to purchase it for 24 hours, three days
or one month.”

Interestingly, Daniels said, simply telling
guests that they would need to pay the premium
for video-streaming capability seemed to reduce
the number of guests automatically trying to
steam videos — so it had the effect of helping the
park better manage its bandwidth usage. 

Normandy Farms also offers Wi-Fi fee refunds
on a prorated basis if a guest signs up for extended
Wi-Fi time and is dissatisfied with the service.

For its part, Champagne Lakes RV Resort in Es-
condido, Calif., offers high-quality Wi-Fi service for
free to overnight guests who pay nightly or weekly
rates. Park guests who stay at the park and pay a
monthly rate pay the park’s provider, TengoInter-
net, directly for the service. But TengoInternet
shares a portion of the fee with Champagne Lakes,
which helps it recover the costs of its Wi-Fi system
improvements, said Storrie Hockenson, a book-
keeper for Champagne Lakes, which has 140 
full-hookup and 20 partial hookup RV sites. 

Of course, not every park operator is ready to
charge for premium Wi-Fi service just yet. 

“Eventually, we may need to go to the pay and
free model, but for the latter half of the summer
things have been working very well the way it is,”
said Mike Gurevich, co-owner of Cherry Hill
Park, which recently upgraded its Wi-Fi.

“The major systemic reason we do not charge
for Wi-Fi is that we would have to change the way
people log on to our system,” Gurevich said. “Be-
cause of the high number of users and the short
time people are here — the average is about five
days — we do not require people to register. Just
click to connect. To charge with our current sys-
tem we would need everyone to register, which
would lead to more people needing support.”

Not Just for Access: 
Wi-Fi Surveillance Systems

Wi-Fi Surveillance systems are one of

EnGenius EDS8015
WiFi Surveillance
System

www.campgroundmanager.com
mailto:salestower@comcast.net
www.towercompany.com
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outdoors,” Slayman said. “For example,
in a campground area if there’s an area
of the park that they can’t reach with a
typical Wi-Fi camera, they can use this
surveillance system to achieve that re-
mote area. The long range can be up to

three or four miles. In the short-range
distances what this system provides is a
better connection, a better wireless
connection. That translates to better
through-put speeds to be able to handle
video.”
Slayman said the systems also have

the capability to download and 
save video on a hard drive for archival
purposes. —Ty Adams   WCM

Tengo’s Eric Stumberg recommends putting
access points as close to guests as possible,
like in this installation.

Leavitt Recreation & Hospitality Insurance
(LRHI) announced that Patrick Powers has joined
the Sturgis, S.D., agency as a claims coordinator.
He will assist clients with claims and enhance the
agency’s social media communication.

Powers brings more than six years of experi-
ence mediating claim disputes between insurers
and consumers for the State of South Dakota’s 
Division of Insurance in both property and casualty

insurance and life and health insurance.
“I look forward to, and appreciate the opportunity to join the Leavitt

family of companies,” said Powers.
“It’s important for any growing organization to have a good social media

presence,” said Chris Hipple, LRHI managing general partner.  “Pat 
recognizes the opportunity to help educate our clients and improve lines
of communication through social media.”

LRHI is part of Leavitt Group, one of the largest privately-held insurance
brokerages in the nation. The agency provides a consultative approach to
employee benefits, property and casualty insurance, and risk management.
Leavitt Recreation & Hospitality has local, on-the-ground agency owners.

Powers Joins Leavitt Insurance

www.pelland.com
www.freestyleslides.com
mailto:info@freestyleslides.com
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LSI Symposium—from page 6

identity.
Crawford added that while the Symposium

is all about learning new ideas of how to 
improve your business, it’s also about having
fun with fellow park owners who’ve become
friends over the years.
“We have a good time. We have a lot of

good workshops and, as you can see, we
have a keynote speaker coming in. They walk
away from the Symposium all energized and
charged up for the next year,” Crawford
pointed out. “They just get together and net-
work and what’s really nice is we have a lot
of new faces and new parks on board and

they get to network with the old timers and the
parks that have been around for a while. It’s a
good learning experience for them, too.”—
Rick Kessler  WCM

LSI Symposium Schedule at a Glance 
Sunday, Nov. 8
Embassy Suites
8 a.m. - Noon
Yogi Advisory Council (YAC) Committee
Meetings
Noon - 1 p.m.
YAC Working Lunch
1 p.m. - 5 p.m.
YAC/LSI Meeting

1 p.m. - 5 p.m.
Merchandise Purchasing

Monday, Nov. 9
Embassy Suites
9 a.m. - 5 p.m.
Yogi Bear Merchandise Purchasing
3 p.m. - 3:45 p.m.
Rookies & Newcomers Meeting with
YAC Board and LSI
3:45 p.m. - 4:30 p.m.
YAC General Session
6 p.m. - 8 p.m.
Welcome Reception

Tuesday, Nov. 10

Embassy Suites
8:30 a.m. - 6:30 p.m.
Kid’s Camp
12:45 p.m. - 1:45 p.m.
Lunch
Convention Center
9 a.m. - 10 a.m.
Welcome/LSI Updates
10:15 a.m. - 11 a.m. 
SureVista Updates
11 a.m. - 12:30 p.m.
Travel Log
2 p.m. - 3:30 p.m.
Keynote Speech: David Avrin
4 p.m. - 8 p.m.
Trade Show Opens

Wednesday, Nov. 11
Embassy Suites
9 a.m. - 5 p.m.
Kid’s Camp
Convention Center
9 a.m. - 5 p.m.
Trade Show
11:30 a.m - 1 p.m.
Lunch at Trade Show
6 p.m. - 10 p.m.
Auction/Social

Thursday, Nov. 12
Embassy Suites 
8:30 a.m. - 8:30 p.m.
Kid’s Camp 
Convention Center 
9 a.m. - 10:30 a.m.
Workshops
10:45 a.m. - 12:15 p.m.
Workshops
12:15 p.m. - 1:30 p.m.
Lunch
1:30 p.m. - 3 p.m.
Workshops
4 p.m. - 5 p.m.
Franchisee Pictures 
5:30 p.m. - 7 p.m.
Awards Presentation
7 p.m. - 8 p.m.
Awards Dinner 
8 p.m. - 10 p.m.
Entertainment WCM

KOA, Airstream Giving
Away Travel Trailer

Campers may already be planning
a final camping trip this fall, but one
lucky Kampgrounds of America
(KOA) camper will be making that trip
in a brand new Airstream travel
trailer, according to an announce-
ment from KOA Inc. KOA and
Airstream — two of the most iconic
names in camping — have partnered
for the 2015 “What’s Behind The
Sign?” giveaway. The grand-prize win-
ner will receive a new 2015 Airstream
16-foot Sport travel trailer, along with
a $100 KOA gift card.    
Campers can enter the contest

once each day through Oct. 31 on the
KOA Facebook page or at www.be-
hindthesigngiveaway.com. The con-
test is open to residents of all 50 states,
the District of Columbia and all Cana-
dian provinces, except Quebec. WCM

www.yourelectricalsolutions.net
mailto:sales@yourelectricalsolutions.net
www.bookyoursite.com
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SMART OPERATIONS

Peter
Pelland

How to Determine What Camping Shows You Need to Attend

The fall campground industry con-
vention season is soon to be upon us,
when industry vendors from around the
country — and beyond — make an 
effort to introduce you to their products
and services, explaining how your busi-
ness might benefit from what they have
to offer. From old standbys to the latest
innovations, you owe it to yourself to
stay on top of the supply curve. 
The convention season is soon fol-

lowed by a full schedule of winter camp-
ing and outdoor shows, when it is your
opportunity to shine in the spotlight.
From Fort Myers and Tampa to Quebec
and Montreal — and major cities in be-
tween — there are shows where your
presence is desirable, if not a necessity.
When thinking about going to 

consumer shows, there are two key is-
sues that I would like to address. This
time we’ll talk about how to choose the
markets for shows to attend. In my next
column, I’ll talk about how to stand out
from the crowd once you’re there.

Which Shows Make Your Final Cut?
When it’s time to choose which

shows to attend, there are many factors

that come into consideration. First and
foremost, there is the expense — no-
body can afford to be everywhere, and
the expenses are far greater than simply
the costs of exhibition. Secondly, there
are the logistics of overlapping sched-
ules and the necessary transportation
and travel time. Finally — and not 
insignificantly — the camping shows
are primarily being held in your off-sea-
son, when you really deserve some time
off from those 60- to 80-hour weeks that
you probably work throughout your
prime season. Clearly, you cannot 
afford to select shows based upon 
random choices — and you do not want
to continue attending shows without
seeing measurable results. 
It is time to turn to Google Analytics

for validation.
Rather uniquely, the contacts that

you make with prospective guests at
camping shows are generally going to
be vaguely measured as “direct traffic”
in your overview of website traffic ac-
quisition. Most of these people will be
typing your Web address into their
browser while reading it from your
brochure, rack card or other literature
handouts. Some, on the other hand, will
enter your campground name into a
search box. Either way, the most impor-
tant measurement for our purposes will
be found in Google Analytics under Au-
dience > Geo > Location, where you can
then click on the United States (or other
countries) to get a more detailed break-
down of states and even cities. You will

also want to choose a custom date
range to show the entire previous year
of traffic, rather than the default range
of 30 days, then also set it to compare to
the same previous period (in this case,
the previous year). That comparison 
allows you to view year-to-year trends.
For example, when looking at the an-

alytics of one of our clients, a large
campground in the Northeastern
United States, I noted some remarkable
increases in international traffic over
the past year — particularly from the
Western European countries of Portu-
gal, Spain, Italy, France, Ireland, Nether-
lands, Sweden and Norway — along
with similar increases from Mexico and
the South American countries of Brazil
and Argentina. Those are interesting
statistics, but let’s look specifically at the
United States, with the objective of
choosing camping show locations. Start
with the realization that you are more
likely to find additional people who are
interested in traveling to your destina-
tion if they are living in areas that have
already demonstrated that interest —
particularly if it shows an upward trend.
In this instance, I am looking at

measurable traffic over the past two
years from all 50 states. What we want
to look for is a significant volume of traf-
fic, so that we have a valid sampling
from a viable market when looking at
year-to-year trends. 
Percentages alone are unimportant.

For example, a 113% increase in traffic
from Montana (the result of an increase

from 37 visits to 79 visits) is insignifi-
cant; however, a 17.5% increase in traffic
from Florida — based upon an increase
from 2,134 visits to 2,508 visits — is 
a very significant upward trend that
suggests that additional marketing 
efforts in the state of Florida might well
prove to be productive.
Google Analytics will even allow me

to break down Florida into 348 distinct
locations, showing that the highest vol-
umes of traffic with the most significant
upward trends were from Orlando,
Miami, Tampa, Miami Beach, Bay Lake,
and Gainesville. 
On the other hand, the major mar-

kets with significant downward trends
were Jacksonville, Fort Lauderdale and
Fort Myers. Now, armed with the knowl-
edge of where you have concentrated
your marketing over the past two years,
you might very well be witnessing a
payback for your efforts. Clearly, this is
the type of information that will help
you to make more educated marketing
decisions. Leave it to your competitors
to throw darts at a map on the wall.
In my next column, we’ll get into mak-

ing a positive impression when you go to
a consumer show. But as a preview, think
about what attracts you when you attend
shows as a campground operator.
When you attend a convention and

trade show, you are more likely to enter
a booth space with a bright, colorful dis-
play, cushioned flooring, promotional
handouts, new product or service intro-
Smart Operations – continued on page 32

www.jellystonefranchise.com
mailto:rvitkun@leisure-systems.com
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CLASSIFIEDS
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

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

KOA Convention —from page 12

and we still have two months to go,” Huck
said.
The racing theme will continue. “One

whole side of it is all windows. Were having
a ceremony to open up the exhibit hall, and
we’re going to wave the green flag instead of
cutting the ribbon. We’ll have lights and the

sounds of race cars going by. That part’s
pretty fun,” she said. And, while some trade
show floors feature people riding around on
pedal cars, this one will feature a track just
for that purpose. 
Following on tradition, the trade show and

expo will wrap up with an auction — a mix of
live and silent — to benefit KOA Care Camps,
the charity adopted by the KOA Owners 
Association and KOA. KOA Care Camps are
a network of pediatric oncology camps
across the country.
Even if this year’s convention and expo

doesn’t break the record, Huck said, “We’ve
got some fun things planned, and we’re 
always trying to keep it fresh.” —Justin
Leighty   WCM

KOA Schedule at a Glance 
Monday, Nov. 16
8 a.m.-3 p.m. 
Convention registration
8 a.m.-3 p.m.
KOA Kamp Store
4 p.m.-7:30 p.m. 
Evening Welcome Reception at the
Daytona International Speedway

Tuesday, Nov. 17
7 a.m.-5 p.m. 

Convention registration
7 a.m.-5 p.m.
KOA Kamp Store
8 a.m.-10 a.m. 
Welcome session and breakfast
Noon-1 p.m.
Making It Great luncheon
1:15-4 p.m. 
Workshops

4:15 p.m.-5:15 p.m. 
Owners Association meetings 

Wednesday, Nov. 18
8 a.m.-9:15 a.m. 
Awards breakfast
9:15 a.m.-10:30 a.m. 
Keynote with Dennis Snow
10:45 a.m.-noon 
Lunch
1 p.m.-5 p.m.
Workshops
12:15 p.m.-1:45 p.m. 
Franchiees of the Year, Rising Star and
Partner awards luncheon
2 p.m.-3:15 p.m. 
Workshops
3:30 p.m.-4:30 p.m. 
Chairman’s Fireside Chat
4:45 p.m.-6 p.m. 
Owner’s Association annual meeting
6 p.m.-8 p.m.  
KOA Expo opening celebration

Thursday, Nov. 19
8 a.m.-4 p.m. .
Expo, including breakfast and lunch
with exhibitors
6 p.m.-10 p.m. 
Final night celebration and Care 
Camps auction WCM

While last year’s KOA Expo saw a large number of exhibitors, this year could see s’more.

www.hireaworkamper.com
www.fluidmfg.com
www.phelpshoneywagon.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

60 SITE CAMPGROUND
Rated 4 Stars by Woodalls

All Pull-Thru Sites
Bath House with Showers

Laundromat
Beautifully Landscaped 

31 Unit Mini Storage Rental
114 ACRE FARM

(Sold with campground or separately)

8,000 Sq Ft STEEL BUILDING
2 Miles East of I-55
Sikeston, Missouri
Serious Inquiries Call

Alex at 573-472-1339

“Specializing in RV PARKS and
CAMPGROUNDS FOR SALE”

Over 28 Years Experience

www.rvparksforsale.com
About SOLD Out, NEED Listings

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

Campgrounds/RV Parks
ME - NH - VT - NY

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

DON D SELLS #145
………………………………………………

This month’s featured listings:
Famous Maine landmark, tours, 60 site CG,
gift shop, FUN, Loc., much more  . . .Only $749K
100 sites, 200 canoe/kayaks, 1,000' major tourist
river, house. Great Equip  . . . .NOW Only $1.15M
60 sites, pond, pool, house, rentals, Loc. . .$549K
Quality 175 site Park Loaded! Pool, 2 apt,
Lg Act Blg, Near Mtns & Lge LAKE  . . . .$1.395M
100+ sites, pool, 2 homes, Pretty Park  .$775K
I have 3 superior parks in the 3.5M to 4.1M range.

(Qualified Buyers only, please.)

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

603-755-3944

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

Sacramento River/Delta KOA, 
The Delta, CA
135 RV Sites, 12 Park Model Cabins
Clubhouse, Pool, Store, 15.91 Acres
$1,200,000, Only $8,889 Per Site

Pine Flat Lake RV Park, Sierra 
NV Foothills Near Fresno, CA
200 RV Sites with All Year Round, Permanents
Very Popular Water Skiing & Fishing Lake
Low Rents, Seller Financing at 5%,
$3,000,000

Sierra Skies RV Park, 
Sierra City, CA
30 RV Sites & 44 Self Storage Units
Residential Lot On the Yuba River
Beautiful Mountain Getaway
$700,000

For Sale By OwnerFor Sale By Owner

7th Ranch and RV Park

Adjacent to the 3rd largest tourist 
attraction in Montana, located next
to I-90, and nestled in the middle
of the Big Horn and Little Horn
River Valley, this 625-acre property
is a gentleman ranch, home,
campground, and activity center
full of Montana history, tradition,
lifestyle, and excitement. Spacious
and friendly, this property has
been built and maintained to top
standards and awaits the second
owner to continue in the tradition
of hospitality and convenience.

Offered at $1,900,000 

Contact Dan Kern, Broker
Big Horn Real Estate

406-696-4676

CULLMAN CAMPGROUND
For Sale by Owner

75 sites all full hookups, 67 pull thrus. Large
owner’s house, double-wide and single-wide
trailers, office bldg., has bath houses and
laundry. 40 beautiful acres with pond and
creek. Lots of vacant land for expansion.
Great location; off busy I-65 in mid north 
Alabama. OPEN all year. $1,100,000 
256-734-5853 or email:

campgroundscullm@bellsouth.net

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


CALENDAR OF EVENTS

OCTOBER

18-19: Association of RV Parks 
and Campgrounds
Michigan (ARVC Michigan) 
Fall Meeting and
Campground Tours
Campground Tours
Thunder Bay Resort
Hillman, Mich.
Contact: 989-619-2608, 
info@MichCampgrounds.com

20-21: Ohio Campground 
Owners Association
Fall Conference & POOT
Hilton Columbus/Polaris
Columbus, Ohio
Contact: 877-787-7748

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

15-18: Camping in Ontario/OPCA
Convention & CampEx
Caesars Windsor
Windsor, Ontario
Contact: 877-672-2226
info@campinginontario.ca

16-19: Kampgrounds of America
Convention and Expo
Ocean Center Convention Center
Daytona Beach, Fla.
Contact: 406-254-7416,
shuck@koa.net  

DECEMBER

1-3: Recreation Vehicle Industry
Association National RV 
Trade Show
Kentucky Exposition Center
Louisville, KY
Contact: www.RVIAshow.org

FEBRUARY 2016

23: Kansas Association of 
RV Parks and Campgrounds
Membership Meeting
Four Seasons RV Acres,
Abilene, Kan.
Contact: campkansas@ksrvparks.com

MARCH

4-5: Ohio Campground Owners 
Association Spring Conference 
& Trade Show
Embassy Suites Columbus Airport
Columbus, Ohio
Contact: 877-787-7748

17-19: Northeast Conference 
on Camping
Radisson Hotel Nashua
Nashua, N.H.
Contact: 860-684-6389 WCM

Smart Operations —from page 29
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ductions, quality promotional items
and — most importantly — friendly and
engaging staff. People sitting at a table,
more interested in making eye contact
with their cell phones than with you,
with booth furnishings that consist of
little more than the sign provided by the
convention management company and
a bowl of leftover Halloween candy, 
simply have not demonstrated that they
deserve your business.
When you attend one or more of the

conventions this season, take some
notes about the factors that drew you
into some booths — and that drove
you away from others. In addition,
compare your show presence with that
of your leading competitors at the
camping shows that you attend or
where you exhibit.

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 respon-
sive websites, along with producing a
full range of four-color process print
advertising, for clients from coast to
coast. Learn more about Pelland Ad-
vertising at www.pelland.com. WCM

Southeast Publications Raises 
$35,000 for KOA Care Camps

Southeast Publications announced
that during its 2015 National Awards and
Training Conference in New Orleans, La.,
it raised $35,000 for KOA Care Camps.
The money was raised from its sales 
associates during the conference at their
annual Auction for the Camp, and the
amount was then matched by CEO Wally
Warrick.
“While Southeast Publications’

legacy continues to be the industry
leader in producing millions of guest
guides each year for RV properties
across the nation, our company is hon-
ored to support KOA Care Camps,” said
Warrick. “Over the years, our associates
have given $595,000 to support the KOA
Care Camps.”
Since 1986, Southeast Publications

has been the leader in the guest guide in-
dustry, servicing approximately 1,400 ac-
counts in 2014 with their sales associates
traveling throughout the U.S. and Canada.
In 1994, Southeast Publications

started donating funds raised from the
annual auctions at the spring and fall
company meetings to KOA Care Camps.
Today, Southeast Publications is the sec-
ond-largest donor to KOA Care Camp to
benefit children with cancer and give
them the experience of camping. WCM

http://www.go-usg.com
www.airwaveadventurers.com
mailto:sales@airwaveadventurers.com



