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Urban Camping on a Comeback
As St. Louis’ Casino Queen RV Park demonstrates, ‘city-fied’
campgrounds offer outdoor lifestyles — and close amenities
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EDITOR’S NOTES By Justin Leighty

As we move from the shoulder season into convention season
and, now, into the winter and snowbird season, all indicators suggest
that 2016 has the potential to be another solid growth year for camp-
ing and RVing across North America. The future, judging by most
everything we can gather, indeed looks good for the whole outdoor
recreation sector.

From record summer growth at Kampgrounds of America (KOA)
to solid increases — and some records — at state and provincial parks
from New York to Michigan to British Columbia, both private- and
public-sector RV parks and campgrounds seem to be on a roll.

That was the mood that prevailed as we went to press on the
doorstep of an array of campground sector meetings organized by the

National Association of RV Parks and Campgrounds, Leisure Systems Inc., KOA, the Pennsylvania
Campground Owners Association, Camping In Ontario and Campground Owners of New York,
thanks in large part to an environment that continues to reflect an expanding zeal on the part of many
North American campers for outdoor recreation.

The American Recreation Coalition (ARC) reported in late October in its Outdoor Recreation Out-
look 2016 report that Americans spend more than $650 billion annually on equipment from skis to
tents and RVs. And renewed interest in outreach by the National Park Service, which celebrates its
centennial in 2016, is creating new opportunities to get more Americans outdoors.

State parks across the U.S. experienced growth this year of more than 12% in 2015, for a total of 50.3
million campers. Fishing continues to gain momentum, as do boat sales and marinas, many of which
have been adding RV sites.

Likewise, bicycle sales and revenues for whitewater rafting, kayaking and paddlesports were on the
incline in 2015. Snowmobile sales are looking positive again, as well. “Recreational activities continue to
be a mainstay of the American lifestyle, and there is widespread optimism regarding 2016,” ARC reported.

Thanks to long-term fundamentals — including the fact that 10,000 Baby Boomers are announcing
their retirement every day — large park and resort operators like Sun Communities Inc. and Equity
LifeStyles Properties Inc. (ELS) see the potential for enhanced revenues in their RV park portfolios. In a
late October investor conference call, in fact, Sun Communities CEO Gary Shiffman said his firm plans
to expand RV parks to represent roughly a quarter of its holdings. And ELS CEO Marguerite Nader said
her company’s RV reservation pace continues to post increases in annual, seasonal and transient revenue. 

Meanwhile, the RV industry just reported its best September in nine years, with year-to-date
shipments up 5%.

So what’s wrong with this picture?
Not much. WCM

Most Every Indicator Points to Continued Growth
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ing columns to Woodall’s Campground
Management.

Cohen has more than 40 years of hospi-
tality and customer-service experience.
After selling her New Hampshire park in
2003, she spent eight years as the president
of Adventure Bound Camping Resorts, a 
privately owned company that owned and
operated 10 camping resorts.

“Jayne and I began working together
about a year ago,” said Gorin, “and her
skills in the day-to-day operation of camp-
grounds and her savvy and know-how in
growing revenue and building guest satis-
faction is unsurpassed in the park consult-
ing business. She’s been the president of a
company with 10 parks in six different
states and she’s run her own outstanding
family RV and camp resort with amazing
success,” Gorin noted.

Cohen said, “Joining together with one
of the most respected names in the camp-
ground industry, David Gorin, gives me a
great opportunity to expand my knowledge
into areas in which David is an expert and
also gives my clients the benefit of his 
expertise. It allows me to branch out into a
broader clientele that David’s developed
over the years.”

Until the firm’s new website is active, 
information on the company’s services may
be seen at both davidgorinassociates.com
and campgroundlodgingconsultants.com.
Gorin may be reached at 703-448-6863 or 
at david@davidgorinassociates.com and
Cohen is at 603-455-1884 or jcohen@
campgroundhelp.com. WCM

Gorin Cohen Consulting Group will combine its expertise and
each firm’s services in the development of new parks, revital-
izing older parks and all phases of park operations to serve
new and experienced owners, developers and investors.

Gorin and Cohen Join Forces to Create New 
Consulting Group for Campground Industry

For November, the Good Sam RV
Travel & Savings Guide is highlight-
ing Top Extended-Stay Parks as part
of the publication’s “12 Months of
RVing” promotion.
The parks on this list provide

amenities and services that keep
RVers comfortable and entertained

for long du-
r a t i o n s .
W h e t h e r
staying for a
couple of
weeks or put-
ting down
stakes for a
whole sea-
son, long-
term RVers

seek a place that can serve as a tem-
porary home away from home.
These parks have created a niche for
snowbird travelers, RVers on ex-
tended vacations or business travel-
ers seeking a place to stay near a
work location.
The editors and consultants of the

Good Sam RV Travel & Savings Guide
chose the list of extended-stay parks
from the annual publication’s data-
base of more than 7,000 private
parks.
The list features:
Arizona
Destiny Phoenix RV Resorts,

Goodyear
California
Golden Village Palms RV Resort,

Hemet
Florida
Paradise Island RV Resort, Fort

Lauderdale
Shady Acres RV Park, Fort Myers
Road Runner Travel Resort, Fort

Pierce
Lakeland RV Resort, Lakeland
Idaho
Hi Valley RV Park, Boise
Louisiana
Hidden Ponds RV Park, Lake

Charles
Nevada
Victorian RV Park, Sparks
North Carolina
Fayetteville RV Resort & Cottages,

Wade
South Carolina
Barnyard RV Park, Lexington
Myrtle Beach Travel Park, Myrtle

Beach
Pirateland Family Camping 

Resort, Myrtle Beach
Texas
Treetops Carefree RV Resort, 

Arlington
Shady Creek RV Park and Stor-

age, Aubrey
Sandy Lake RV Park & MHP, 

Carrollton
Bluebonnet Ridge RV Park & 

Cottages, Terrell
Virginia
Americamps RV Resort, Ashland
Washington
Horn Rapids RV Resort, Richland

WCM

Good Sam IDs Top Extended-Stay Parks;
19 Campgrounds Across U.S. Make List

David Gorin, principal of David Gorin 
Associates and former president and CEO of
the National Association of RV Parks and
Campgrounds (ARVC), and Jayne Cohen,
principal of Jayne L. Cohen & Associates
and the former president of Adventure
Bound Camping Resorts and former owner
of the New Hampshire Yogi Bear’s Jellystone
Park Camp-Resort, announced that they
have formed a new partnership to expand
their ability to serve the RV park and camp-
ground industry across the United States.

The new Gorin Cohen Consulting Group
will combine their expertise and each firm’s
services in the development of new parks,

revitalizing older parks and all phases of park
operations to serve new and experienced
park owners, developers, investors and 
buyers, according to an announcement.

The principals in the firm have more than
65 years of combined experience in all
phases of the park business. Gorin Cohen
Consulting Group will have offices in New
Hampshire, Virginia and Florida.

David Gorin Associates LLC was estab-
lished in 2002, after Gorin stepped down
following 14 years at ARVC. He’s become
a leading expert on the RV park and camp-
ground business, speaking widely to park
owner audiences and regularly contribut-

CalARVC Teams Up 
With DogTrekker.com

The California Association of RV Parks &
Campgrounds (CalARVC) announced that it
has launched a strategic alliance with
DogTrekker.com that could significantly in-
crease public awareness of the association’s
dog-friendly parks.

CalARVC Executive Director Debbie Sipe
announced the partnership with DogTrekker.
com Managing Partner Dave Kendrick during
CalARVC’s Fall RV Park Day event.

Sipe said there are more than 280 CalARVC
member parks that are now listed on
DogTrekker.com, a mobile-friendly travel-plan-
ning website for dog lovers that draws more
than half a million visitors each year.

Kendrick, for his part, told park operators in
expert roundtable meetings that dog-friendly
travel has significantly increased in California
and across the country during the past decade.

Kendrick said there are many things park
operators can do to improve their appeal to
dog owners. Among them:

• Make your pet policies very clear on your
website and ensure that your front desk staff
can answer questions on fees, number of dogs
allowed, breed/size restrictions and the type
of dog-friendly amenities you have.

• When greeting guests with dogs, be sure
your staff welcomes the four-legged guests as
they would the two-legged guests.

• Keep in mind that dog amenities such as
pick-up waste bags, treats and other amenities
go a long way to saying that the dog is part of
the family and will be treated as such.

• Consider supporting local animal rescue
organizations and and giving staff time off to
volunteer. WCM

David Gorin Jayne Cohen

Dallas-based startup RVspotfinder.com
launched a new technology platform for the
outdoor travel industry with the goal of making
it as easy to find and book campsites as it is 
to book a hotel. The new platform is called
Bonfire and the company said it leverages
technologies that have long been successful
in the hospitality industry.

“The demographics of the RV industry and
camping have grown younger and more tech
savvy,” said Nathan Smith, CEO and founder
of RVspotfinder.com LLC. “Over 44 million out-
door travelers are hungry for modern technol-
ogy to help manage and plan their outdoor
adventures. It’s time.”

The RVspotfinder team has dedicated the
last two years to a thorough research-and-de-
velopment process to introduce Bonfire, a
campground-management-software solution
that will enable RV parks and campgrounds to
manage all aspects of park management, pay-
ment processing and real-time reservations.

The company reported that it has received an
overwhelming response from park owners, and
expects to add more than 750 properties to the
platform before the 2016 season takes off.

The idea came to Smith when he and his
wife wanted to plan an RV trip across the
country. “We were handed this enormous
book with thousands of ads touting camp-
ground information” Smith said. “I couldn’t be-
lieve there wasn’t a digital way to view parks,
read reviews, choose a spot and make our
reservations. It seemed so old-fashioned, but
I realized that this was the way it had always
been done.”

Bonfire is designed to connect an industry
in need of connectivity. It enables RV park op-
erators to use one tool to manage their parks,
process payments, complete online reserva-
tions via multiple sites and apps while simul-
taneously updating all information such 
as rates, photos and events across multiple 
integrated partner apps. WCM

RVspotfinder.com Introduces Bonfire 
Campground Management Software



CCRVC Board 
Meets to Support 
Canadian Camping

The Canadian Camping and RV
Council (CCRVC) held its board
meeting on Oct. 5 in Kelowna,
British Columbia, focusing on the
organization’s mission to provide
for the betterment and support of
the camping and RV industries in
Canada.
The CCRVC board encompasses

representatives from the Recre-
ation Vehicle Dealers Association
(RVDA) of Canada, the Canadian
Recreational Vehicle Association
(CRVA) and the Provincial camp-
ground associations from British
Columbia, Manitoba, Ontario, New
Brunswick, Alberta and Quebec,
which did not attend the meeting.
Chris Mahony, president of Go
RVing Canada, is also part of the
CCRVC board.
According to a press release, the

board meeting included a review of
2015 activities such as participation
in Lobby Day on Parliament Hill in
Ottawa during April and the inaugu-
ral National Camping Week held
May 23-29, which had strong partic-
ipation from campgrounds all across
Canada. CCRVC also held a strategic
planning session which brought an
exchange of ideas for the future of
CCRVC from all stakeholders.
An economic survey contracted

by CCRVC showed there are cur-
rently 5.8 million Canadians camp-
ing but that 55% of the campers
today utilize a tent instead of an
RV. “We want to find ways to con-
vince the millions of Canadians
who currently camp in a tent to
find the benefits of progressing to
a recreational vehicle,” said Robert
Trask, chairman of the CCRVC. “By
investing in the economic survey,
CCRVC now possesses the facts to
verify the camping habits and
wants of an average Canadian
which we can now apply in our 
industry marketing strategies.”

George Goodrick, current chair-
man of RVDA, added, “The RVDA of
Canada views the Canadian Camp-
ing and RV Council as an impor-
tant component of the Canadian
RV industry. The RVDA of Canada
along with the CRVA has provided
a significant investment in CCRVC
because we saw the necessity of 
a strong and vibrant National
Campgrounds Association in
Canada. Getting all of the stake-
holders around the same table and
discussing common goals and
challenges can only benefit all 
of us.”

Roger Faulkner, president of
the CRVA, echoed RVDA of
Canada’s commitment to the
CCRVC. “Along with RVDA, CRVA
committed to CCRVC for a reason
and that reason has more signifi-
cance today than when we first
started it back in 2013. The oppor-
tunities ahead of us are endless,”
said Faulkner. “The economic sur-
vey was the trigger point, but with
several new initiatives on the table
we are now ready to rock and roll
going forward.” WCM

Independent United RV Parks Network Posts Gains in 2015

It’s been a year since Cole Sampson
and Amy Soto launched their vision
of bringing together high-quality,
family-run RV parks under a brand
umbrella to help all of the affiliated
member parks leverage their market-
ing efforts together, and Sampson is
pleased with the growth of United RV
Parks (UP) since then.

“We have 12 parks including ours,”
Sampson, UP president and general
manager of his family’s Paradise By
The Sea RV Resort in Oceanside,
Calif., told Woodall’s Campground
Management in mid-October. “We’re
in four different states — California,
Oregon, Arizona and Texas — and
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Angel Fire Resort, which bills itself as
northern New Mexico’s premier family vaca-
tion destination, announced in October that
even with a big snow year expected it is in-
vesting in new snow-making equipment to
provide skiers and snowboarders the best
snow conditions in New Mexico. It is also
keeping its new RV resort open for skiers and
other winter visitors.

“We are really excited to see how things
play out this year. With the expected El Nino
and the new snow making equipment 
combined it will allow us to give families the
ultimate winter mountain experience and the
best snow to enjoy it,” said Jamie Seifert,
mountain operations manager.

This winter Angel Fire Resort will offer a
new place for skiers, riders and families to
catch some Z’s under the stars at the brand
new luxury RV resort.

Just two miles from the ski lifts, the resort
offers more than 100 RV spaces nestled at the
foot of Carson National Forest. TheAngel Fire
RV Resort, which opened in May, includes a
well-appointed private clubhouse, paved
roads, fully concreted, over-sized spaces
with easy pull-through access and 30/50-amp
electrical pedestals, DirecTV access, 
bathrooms, showers and laundry facilities,
convenient Wi-Fi access, a Jacuzzi, dog
parks and more.

that offer great skiing. We want our guests to
choose Angel Fire Resort because of our
commitment to creating the most dedicated
family-first winter destination,” said Mike
Hess, chief marketing officer. “From offering
one of the best ski schools in the region to
providing more on- and off-mountain activi-
ties to choose from and now expanding our 
lodging choices so families can create the
vacation they would enjoy the most, we are
confident we are delivering the best option
for our guests.” WCM

we’re trying to create links in the
chains along the highways.”
The parks in the network include

some names that may be familiar to
WCM readers, including Leaf Verde
RV Resort in Buckeye, Ariz.; Anaheim
RV Park (formerly Anaheim Resort RV
Park) in Anaheim, Calif., and The
Springs At Borrego in Borrego
Springs, Calif. 
All things considered, Sampson

and Soto believe UP represents
“America’s best family-owned RV
parks, resorts and campgrounds.”

“One of the things we realized is it’s
difficult to try to do what you want to
do to market as a single park on a

smaller budget,” Sampson said. “Indi-
vidual parks keep an eye on their ad-
vertising dollars. We’re not outsiders
trying to fix your park. We’re trying to
do some marketing together as like-
minded parks.”
For example, he explained, “For

someone to go advertise at an RV
show, the cost is $5,000 or $6,000 by
the time you figure in the labor. We’re
able to do stuff together that an indi-
vidual park doesn’t have the capacity
to do. We’re stronger together and
want to team up with like-minded re-
sorts.”
Sampson talked with WCM the day

after the California RV Show, hosted
in Pomona, Calif., by the Recreation
Vehicle Industry Association.
“It was cool. We were a little bit

skeptical at first. We thought our loca-
tion wasn’t great, but it ended up
being a good location for our booth,”
Sampson said. “We didn’t have to go
after people. They came to us. We had
a handout guide for all of our parks.
We ran out of those and had to get
more printed, which is great.
“When we’d explain the concept to

people, they were like, ‘Wow, that’s a
really good idea.’ Often,” he contin-
ued, “they’d already stayed at one of
our parks. A lot of our parks have
great reputations. We’re looking to
find more parks like that.”
One of the big goals for the next

year is to increase referrals between
parks, Sampson explained. “One
thing we can do is keep money within
our system. Instead of someone stay-
ing at our park and then going to Joe
Blow campground that’s part of a cor-
poration or franchise, the RVer would
stay in our system. One thing that
we’re trying to do for 2016 is to really

Amy Soto, Cole Sampson and Kirstie Sampson of United RV Parks

For the first time, New Mexico’s Angel Fire Resort will have winter RV sites available.

New Angel Fire, N.M., RV Resort to Remain
Open All Year for ‘Ultimate’ Winter Experience

‘One of the things we realized is it’s difficult to try to do
what you want to do to market as a single park on a
smaller budget,’ said UP’s Cole Sampson. ‘Individual
parks keep an eye on their advertising dollars. We’re
not outsiders trying to fix your park. We’re trying to do
some marketing together as like-minded parks.’

With frontage access to U.S. Highway 64,
the multi-million-dollar RV resort will offer
guests access to fine dining and a mountain
full of outdoor activities, such as skiing and
snowboarding, Nordic skiing, snowshoeing,
tubing and sledding.

Additionally the RV resort is located on the
Enchanted Circle and will be in close proxim-
ity to guided hunting, snowmobiling and
world-class ice fishing in Eagle Nest State
Park.

“There are plenty of resorts in the Rockies

United RV Parks – continued on page 15
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ARVC Michigan Holds Fall Meeting,
Elects New 2016 Board of Directors

The weather was great and attendance
was terrific for the Michigan Association
of RV Parks and Campgrounds (ARVC
Michigan) Annual Meeting & Campground
Tour, Oct. 18-19 at Thunder Bay Resort in
Hillman, Mich.

About 75 ARVC Michigan members
elected a new board of directors as part of
the annual meeting, while the campground
tour included Thunder Bay’s 23-site RV park,
Jack’s Landing in Hillman, Camper’s Cove RV
Park & Canoe Livery in Alpena, and
Sorensen’s Grass Lake Resort in Hillman.
The two-day event concluded with Thunder
Bay Resort’s famous elk-viewing carriage
ride to a lodge featuring a gourmet dinner
and wine tasting.

Dave Cordray, owner of White River RV
Park and Campground in Montague, Mich.,
and ARVC Michigan’s immediate past presi-
dent, said it was especially heartening to see
a turnout that exceeded the tour bus capac-
ity, prompting several vehicles to follow the
bus as it visited the campgrounds in 
the northeast corner of Michigan’s lower
peninsula.

“It was obvious that the owners of the
campgrounds we visited today take great
pride in their facilities and were very 

gracious in opening their campgrounds to
fellow owners to come and visit,” Cordray
told Woodall’s Campground Management on
the second day of the event.

Indeed, at each campground on the tour,
owners provided a brief overview of their op-
erations, answered several questions from
visitors and then provided a tour of the
grounds despite most already having closed
for the season.

Jack Matthias, owner of Thunder Bay 
Resort, explained to visitors that they added
the campground, which only accepts self-
contained units, in 2003 as a way to increase
business for its world-class golf course and
elk-viewing attraction.

Dean Robinson, owner of Jack’s Landing,
was unavailable, but two employees pointed
out the many improvements that have been
made to the 30-site, 30-cabin complex on the
shores of 9,000-acre Fletcher’s Pond, home
to many fishing tournaments. Among other
renovations, the 75-year-old complex has a
new bathhouse, front porch on the 1940’s-era
lodge and significant amount of concrete
work.

Mark and Judy Hall, owners of 40-year-
old Campers Cove for the last 13 years,
strongly recommended other owners also
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employ activity coordinators as they have
found good success with their two seasonal
workers. The two have a full schedule of
events and activities to attract campers to
their 93-site complex, which also includes
two park models and three rental cabins.

Mark Sorensen, who grew up on his fam-
ily’s 22-acre Grass Lake Resort campground
surrounded by a state forest, said 17 of 
his 27 sites are seasonal and added that 
he’s seen a decrease in hunters renting the
facility’s eight cabins due to Chronic Wasting
Disease that has been affecting deer.

At each campground stop, sponsors of
the event — Katt Insurance, Future Insur-
ance Agency, Campground Automation 
Systems, BKC Insurance and Bonfire —
were given an opportunity to address the
participants. 

As the association’s new president,
William Green, owner of Waffle Farms
Campground in Coldwater, Mich., said his
focus would be to increase membership and
continue to monitor state and local regula-
tory bodies.

“We need to respect authority, but we
also need to challenge it, especially with 
regard to how they have restructured some
of their fees lately,” Green said.

In her report, ARVC Michigan Executive
Director Lori Tews said a recent Facebook
marketing campaign has proven fruitful.
Member parks were featured as a “Camp-
ground of the Day” on the association’s
Facebook page, which was seen by as many

as 1,500 people each time. Campgrounds
who “boosted” that promotional post in-
creased that number to as many as 15,000
people, she added.

The autumn event began with a cracker
barrel discussion, which focused on a num-
ber of topics including new water testing
regulations, unemployment insurance spe-
cific to seasonal employees, gated entries,
barking dogs, open carry permits and med-
ical marijuana usage by campers.

The subject of new water testing regula-
tions was raised when it was mentioned 
the city of Flint is struggling with lead in its
municipal water supply. The discussion tran-
sitioned to how each campground adheres
to the new water-testing program, which 
in Michigan is administered by the state 
Department of Environmental Quality. 

As for unemployment insurance, it was
suggested that ARVC Michigan make avail-
able to members the seasonal employee
agreement that several campgrounds said
they use. 

Likewise, it was suggested that camp-
grounds deal with barking dogs, open carry
permits and medical marijuana practitioners
in much the same way — private camp-
ground owners can opt to prohibit these 

issues at their discretion.
In addition, the association announced

that the ARVC Michigan annual Spring Con-
ference & Expo will take place March 21-23
at Treetops Resort in Gaylord. —Rick
Kessler  WCM

President: William Green, Waffle Farms Campground, Coldwater, Mich.
Vice President: Paul Maitre, Bluegill Lake Family Camping Resort, Mecosta, Mich.
Treasurer: Joni Holz, Holiday Camping Resort, New Era, Mich.
Secretary: Kylie Novotny, Yogi Bear’s Jellystone Park Camp-Resort, South Haven, Mich.
Immediate Past-President: Dave Cordray, White River RV Park and Campground, Mont-
ague, Mich.
Directors: Patti Bigelow, Gammy Woods Family Campground Inc., Weidman, Mich.;

Tami Zylstra, Lincoln Pines Resort Inc., Gowen, Mich.; Carl Laming, Totem Pole Park LLC,
Petersburg, Mich.; Jamei Wolfinger, Greenwood Acres, Jackson, Mich.; Dorothy Roth, Yogi
Bear’s Jellystone Park Camp-Resort – Indian River, Mich.; Ruth Rickard, Haas Lake Park
RV Campground, New Hudson, Mich.; Melinda Coffin, Soaring Eagle Hideaway RV Park,
Mt. Pleasant; Vince Rogala, Mackinaw Mill Creek Camping, Mackinaw City, Mich. WCM

ARVC Michigan’s new Board of Directors

ARVC Michigan’s board of directors

Aaron Hughes, director of sales for Bonfire, addresses members of the Michigan Association of RV
Parks and Campgrounds prior to the group touring Sorensens’ Grass Lake Resort campground. As one
of the event’s sponsors, Hughes was given an opportunity to make a brief presentation to the group.

Claude Katt of Katt Insurance addresses members of the Michigan Association of RV Parks and Camp-
grounds prior to the group touring the Thunder Bay Resort campground. As one of the event’s sponsors,
Katt was given an opportunity to make a brief presentation to the group.

RV park operators in the Deer Valley
area of North Phoenix, Ariz., are telling
snowbirds it will be safe to come back
this winter now that the city has shut
down a nearby mulching facility with
a reputation for producing intolerable
odors and particulate pollution.
In October the Phoenix Board of Ad-

justment ordered Green Earth Recy-
cling to immediately cease operations
and to pack up the piles of landscap-
ing, wood and mulch on the property
within 60 days.
“The city did the right thing,” said

Saundra Bryn, managing partner of
Desert’s Edge RV — The Purple Park,
who organized Deer Valley residents
and businesses to share their com-
plaints about Green Earth’s fumes and
particulate pollution with city and
county officials.
The action came one month after

more than 250 Deer Valley area resi-
dents and businesses filed petitions
demanding that the city shut down
Green Earth’s mulching operation.
Petitioners said the open-air facil-

ity frequently blanketed Deer Valley-
area RV parks and businesses with
noxious fumes and airborne particles
that covered parked cars and drive-
ways with as much as a quarter-inch

Phoenix-area RV Parks Win, Give Snowbirds the ‘All Clear’

Green Earth Recycling’s mulch operation was
ordered to shut down.

RV Parks Win – continued on page 32
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MODERN MARKETING

Evanne 
Schmarder

FTC Updates Transparency Regs for Social Media Promotions

What if a glass of juice could help
you “cheat death”? Would you buy a
sneaker that helps you slim down and
tone your derriere just by wearing the
shoe? Who wouldn’t love intelligent vir-
tual-assistant software that “under-
stands what you say and knows what
you mean?” In the world of creative ad-
vertising, anything is possible. That is,
until the U.S. Federal Trade Commis-
sion steps in. In fact, these three exam-
ples of misleading advertising got the
brands in plenty of hot water and 
affected not only their pocketbook but
also their reputation. 

POM Wonderfulwas served a cease-
and-desist order, to remain in effect for
20 years, when it was determined that
the company could not substantiate
several health claims. 

Skechers was ordered to pay a $40
million fine based on false advertising.
Turns out you do have to actually 
exercise to get fit. 
In the eyes of many, Apple’s 4S version

of Siriwas a big fail, though the lawsuit
claiming deceptive advertising was dis-
missed, declaring that “any ‘reasonable
customer’ wouldn’t expect the service to
work perfectly every single time.” 
I think it’s fair to say that the FTC has

a clear stance on the reality and re-
quirements of truth in advertising in
print and over the airwaves. And now it
is paying closer attention to the online
world, updating its 2010 regulations. In
May 2015 the FTC revised its guidelines

for paid social media promotion. These
rule clarifications were presented in a
FAQ format and while not earth-shat-
tering in their specificity, they aim to
clarify requirements of promoted or
paid-for social endorsements, reviews
and even contests. 

Yes, this pertains to YOU
At first glance a park owner, opera-

tor, or small businessperson may think
this topic has nothing to do with their
business. But because the majority of
campgrounds, parks, resorts and recre-
ation outlets have a social presence —
even if it is a very small one — they
need to be aware of the new social
media transparency rules as they apply
to perceived endorsements.
According to the FTC’s Electronic

Code of Federal Regulations, Title 16:
Commercial Practices, “an endorse-
ment means any advertising message
(including verbal statements, demon-
strations, or depictions of the name, sig-
nature, likeness or other identifying
personal characteristics of an individ-
ual or the name or seal of an organiza-
tion) that consumers are likely to believe
reflects the opinions, beliefs, findings,
or experiences of a party other than 
the sponsoring advertiser, even if the
views expressed by that party are iden-
tical to those of the sponsoring adver-
tiser. The party whose opinions, beliefs,
findings, or experience the message ap-
pears to reflect will be called the en-
dorser and may be an individual,
group, or institution.” The FTC is only
concerned about endorsements that
are made on behalf of a sponsoring ad-
vertiser or, in our case, park/business
management. 
Below we’ll review four of the more

salient points for your consideration. 
• Purchasing social media “likes,”

“followers” and such?The written rule,
don’t do it. 
The FTC: An advertiser buying fake

“likes” is very different from an adver-
tiser offering incentives for “likes” from
actual consumers. If “likes” are from
non-existent people or people who have
no experience using the product or serv-
ice, they are clearly deceptive, and both
the purchaser and the seller of the fake
“likes” could face enforcement action.

• Contests and sweepstakes entries
must be recognizable and entry hash-
tags should be used to identify the con-
test and its participants. This applies to
all social platforms regardless of char-
acter restrictions such as Twitter’s 140-
character limit. 
The FTC: It’s likely that many readers

would not understand such a hashtag
as “#YourRVParkRocks” to mean that
those posts were made as part of a con-
test or that the people doing the posting
had received something of value (in this
case, a chance to win the contest prize).
Making the word “contest” or “sweep-
stakes” part of the hashtag should be
enough. However, the word “sweeps”
probably isn’t, because it is likely that
many people would not understand
what that means.

• Testimonials play a large part in
consumer decision-making and busi-
ness owners may ask for customer
feedback — but if there’s a perceived
benefit or value in exchange for partic-
ipating then disclosure is required. 
The FTC: You can ask your customers

about their experiences with your prod-
uct and feature their comments in your
ads. If they have no reason to expect
compensation or any other benefit be-
fore they give their comments, there’s no
need to disclose your payments to them.

However, if you’ve given these cus-
tomers a reason to expect a benefit from

providing their thoughts about your
product, you should disclose that fact in
your ads. For example, if customers are
told in advance that their comments
might be used in advertising, they might
expect to receive a payment for a positive
review, and that could influence what
they say, even if you tell them that you
want their honest opinion. In fact, even
if you tell your customers that you aren’t
going to pay them but that they might
be featured in your advertising, that op-
portunity might be seen as having a
value, so the fact that they knew this
when they gave the review should be dis-
closed (e.g., “Customers were told in ad-
vance they might be featured in an ad”).

• Any type of paid endorsements
(testimonials, influencers, giveaways,
etc.) in videos used by a business must
contain disclosure throughout the clip.
This is in addition to optionally disclos-
ing the relationship in the video 
description.
The FTC says: It’s easy for consumers

to miss disclosures in the video descrip-
tion. Many people might watch the
video without even seeing the descrip-
tion page, and those who do might not
read the disclosure. The disclosure has
the most chance of being effective if it is
made clearly and prominently in the
video itself. That’s not to say that you
couldn’t have disclosures in both the
video and the description.
If you take the time to read through

the new electronic document titled The
FTC’s Endorsement Guides: What Peo-
ple Are Asking (www.ftc.gov/tips-ad-
vice/businesscenter/guidance/ftcs-en
dorsement-guides-what-people-are-
asking) you’ll come across many am-
biguous statements including “might
depend on…,” “determination could
be tricky…,” or “isn’t likely to be suffi-
cient.” One gets the feeling that like
many organizations out there, the 
digital waters are still being tested. 
While it’s still unclear what the FTC’s

next move on violations and law en-
forcement may be, there is no question
about how business owners should
handle endorsements. The FTC sees
compliance as the advertiser’s respon-
sibility. Don’t monkey around. All 
promotional posts on your social
media and digital properties simply
must be made known. 
In short, transparency is key. When

in doubt, disclose.

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

mailto:salestower@comcast.net
www.towercompany.com
www.minigolfinc.com
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Manufacturers of Quality Recreation FUNniture
www.ParkEquipment.com

1-800-376-7897
2061 Sulphur Springs Rd

Morristown, TN 37813

INSITES

Aside from Disney’s Frontier
Campground, I can’t think of another
major national hospitality and out-
door adventure brand to put its name
on an RV park and campground busi-
ness.  Congratulations to Ed Mayer
and the leadership at Guy Harvey
Outposts for introducing such a
widely recognized and respected
brand to the park industry.

CalARVC Adds Spanish 
and Portuguese to Website
In what I believe is a first for a state

association online directory, the Cal-
ifornia Association of RV Parks &
Campgrounds (CalARVC) has added
special sections in Spanish and Por-
tuguese to its Camp-California.com
on line guide to camping in Califor-
nia.   
The new language sections serve

several purposes. First and maybe
foremost, since many parks now offer
cabins and other rental units, the
market for occupancy is vastly larger
and reaches into new segments of the
population. In California, the large
Hispanic population is a rapidly-
growing market for these rental units
among a segment of population that
may not own an RV.
Secondly, the languages also rec-

ognize the growing market from
South America, especially Brazil
where Portuguese is the language of
most of the population. Making the
information available online for both
RV renters and road travelers from
that very large country is a step in the
right direction.
Over the years, I’ve seen some

parks publishing rack cards or
brochures in French, particularly in
Florida where the French Canadian
business is substantial, or in French
and German in areas like Orlando,

David 
Gorin

Miami, Las Vegas and similar destina-
tions popular with tourists from
those countries who often rent RVs
for their U.S. trip.
Depending on your location and

your desire to expand your markets,
considering multilingual brochures
or sections on your website may be a
good strategy.

Zip Lines, Rope Courses, Climb-
ing Walls — the Next Waterpark?
In the last five years or so there ap-

pears to be a growing interest in out-
door adventure attractions — zip
lines, rope courses, climbing walls
and so forth. At first glance, these at-
tractions seem to a natural for camp-
grounds — more so than laser tag,
waterslides and game rooms. At least
they are outside, the participants are
active in nature, and anyone can enjoy
the experience without any special
physical abilities or skill. And the cost
of an adventure layout may be more
reasonable than a water park.
So, my observations on these 

adventure attractions:
First, a number of stand-alone in-

dependent businesses offering out-
door adventures have sprung up in
tourist areas that lend themselves to
these activities. I’ve seen them up
and down the East Coast, mostly in
forested areas like Hocking Hills,
Ohio, the Gatlinburg/Pigeon Forge
area in Tennessee, the Lookout
Mountain area in Georgia and Ala-
bama, and in areas around Vermont,
New Hampshire and Maine. Entre-
preneurs like campground owners
have invested heavily in these stand-
alone businesses. If there’s an adven-
ture park near your campground, is it
wise to offer your own or are you 
better off cross-promoting with your
neighbor who already can serve your

It is always interesting to note that
a healthy economy and a healthy in-
dustry always attract innovation. So
it goes in the RV park and camp-
ground business. As the RV industry
continues to expand, as camp-
grounds see growing occupancies
and rising revenues, industry thought
leaders are on the cutting-edge — 
figuring out how to capitalize on the
prosperity and move forward in new
directions.

A New Name Enters 
the Park Business    

An old buddy of mine, Ed Mayer,
the founder of Elite Resortswith sev-
eral parks in Florida, is teaming up
with Guy Harvey Outposts to create
a new destination resort on Lake
Okeechobee in Florida. Not familiar
with Guy Harvey Outposts or Guy
Harvey? Harvey is well-known for his
dramatic paintings of wild fish and as
a conservationist focused on con-
serving the ocean, lakes and rivers
and all species of fish. Guy Harvey
Outposts are destination resorts and
activity centers for water sport enthu-
siasts. They are located in Florida, the
Bahamas, the Galapagos Islands, the
Domincan Republic and Panama.
The Guy Harvey Lake Okeechobee

Outpost Resort will feature a marina,
a resort area and two sections for an
RV resort. The plan also includes a
75-site park model section and about
130 cottages of varying sizes.

There’s a Lot of Stuff Going On in the Campground Industry
customers?
Second, beyond the cost of in-

stalling the adventure layout, there
are many ongoing operating 
expenses that need to be budgeted.
Significant staffing may be required
in order to properly monitor these 
activities, inspect and maintain the
rides and ensure that people of all
ages are safe. And on the regulatory
side, in many states even a rope
course is subject to rigid inspection
and maintenance standards imposed
by the same regulatory agencies that
oversee amusement parks. That
opens up a whole new layer of rules
and regs. And, you should always 
talk risk with your insurance profes-
sionals.
Third, park owners are already in a

multitude of businesses — the hospi-
tality business, the utility business,
the retail business, food service, the
entertainment business, the storage
business and a variety of other things
park owners are doing these days. 
You should always think carefully 
before venturing out into another
new business.
My bottom line on these activities

is that I do think these types of
amenities will continue to grow, but
likely at a cautious slow and steady
pace. I would encourage owners to
partner with another provider in the
area rather take on what is really an-
other business. In my way of looking
at these things, water attractions are
still the No. 1 recreational activity that
kids and parents look forward to.

David Gorin is the former presi-
dent of ARVC, former executive direc-
tor of the Virginia Campground
Association and is the principal of
David Gorin Associates LLC. You may
contact him at david@davidgorin
associates.com. WCM

RVB&WCM
The only letters you need to
know in order to stay abreast
of everything happening in  the
RV and campground arenas!

www.rvbusiness.com
www.woodallscm.com
PART OF G&G MEDIA GROUP

www.yourelectricalsolutions.net
mailto:sales@yourelectricalsolutions.net
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ON CAMPGROUNDS

Reports from 
the field: 

Bob Ashley

Business at Red Trail Campground Has Been ‘Really Grand’
Although Medora has fewer than 100

permanent residents, the Badlands
around Medora are the top tourist area
in North Dakota, Schneider said.
“We get visitors from all over the

world — particularly Scandinavia and
Europe,” she said, noting that two dif-
ferent Medora mayors have visited Nor-
way to promote the area. “They come to
the United States and rent motorhomes
and come here. And when they go
home, they tell their friends.”
Red Trail doesn’t have a lot of ameni-

ties, but cable TV is available at all the RV
sites and Wi-Fi is available in the office.
Schneider installed new playground
equipment — swings, slides and sand-
boxes — in the park three years ago.
For 28 years, the park had a small band

that provided entertainment most nights,
but four years ago the band leader died
and Schneider hasn’t been able to find
other permanent entertainment.
“We haven’t been able to find another

band but now we have karaoke and my
grandson and granddaughter ride uni-
cycles and they entertain,” Schneider
said. “It’s not an every-night thing, but
people enjoy them.”
The park features “the biggest little

grocery store in Medora” and a small
hardware store stocks RV parts and ac-
cessories. Her daughter,Mary Jean, and
son-in-law, Ben Brannum, who help
run the campground, also are RV techs
who work on non-motorized problems
that crop up on RVs.
“They are on-premise,” she said.

“That’s good because when you are in
the middle of nowhere, you have
nowhere to go when you have problems
with your RV. They work on things like
slideouts, door latches, vent covers,
sewer hoses and the like. Otherwise,
people would have to go to Bismarck.
“I have two grandchildren who help

out, too,” Schneider said. “The 6-year-
old says it’s his job to entertain the kids.”
Open from May until the end of Sep-

tember, son-in-law Ben also escorts all

Red Trail’s gravel sites will
be upgraded to pavement
thanks to nearby Interstate
highway construction.

their kids these days,” Gough said.
“Over the years on some weekends, you
could hit a golf ball across the camp-
ground and not hit a camper. There’s no
way to do that now.”
The park sits on six acres and has 88

RV sites, two lodges with bathrooms,
microwaves and fridges and five rustic
cabins.
Open year-round, Sioux City North

winterizes 36 sites. “Our winter cus-
tomers mostly are people working on
local construction projects,” Gough said.

* * * * *
It was a languid summer at 60-site

Falling Waters Campsite in Falling Wa-
ters, W.Va., although “business has been
steady, very steady,” said Tony Deronda,
manager of the 60-site RV park 15 miles
southwest of Hagarstown, Md.
“We mostly get overnighters traveling

down I-81. We are the middle point for
a lot people and we get a lot of snow-
birds going back and forth.”
Built in 1962 and open year-around,

there “nothing too recreational,” about
Falling Waters, Deronda said, noting the
park has a shower house and laundry
room. 
Half of the park’s sites have full

hookups, including sewers. The other
half have no sewer facilities.
What Falling Waters has, though, that

most other campgrounds don’t, is a fully
stocked parts and accessories store.
“Anything that can break, I have it

here, from tires to water heaters to A/C,”
Deronda said. “The owners started out
selling parts for RVs even before they
became a campground. If we don’t have
it here, I can get it for you in two days.”
Falling Waters also has a service tech-

nician on duty three days a week.
“We’ve got a lot of seasonal camp-

grounds around us, and people staying
there come to Falling Waters for serv-
ice,” Deronda said. “We put trailer
hitches on cars and fifth-wheel goose
necks on pickups.
“And we can fix electrical wiring

when it becomes a problem.”

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

visitors to their sites. “We started doing
that because we didn’t want people run-
ning over everything,” Schneider said.

* * * * *
Although the Sioux City (S.D.) North

Kampgrounds of America (KOA)
campground is 445 miles southeast of
Sturgis, S.D., on the opposite side of the
state, the early August Sturgis Motorcy-
cle Rally filled the campground — twice.
“We get hit coming and going,” said

Sioux City North Manager Doug Gough.
“Before the Sturgis Rally, we filled up our
tent spaces and we started putting tents
in our green space. I’ve been here for 20
years and it’s the largest number of ten-
ters we’ve ever had.”
Although RVers and tenters traveling

from the Sturgis Rally filled the KOA
park, they were icing on the cake.
“The summer season was absolutely

fantastic,” Gough said. “We’ve been
pretty much full and overfull overnight
in the summer for the last three years.”
With a pool, jumping pads, miniature

golf and crafts for the kids, Sioux City
North caters to families and gets many
travelers heading to the Black Hills.
“I see a lot more people traveling with

Family-owned Red Trail Camp-
ground in Medora, N.D., plans to redo
36 of its 113 sites with “reconstituted”
pavement from nearby Interstate 95.
“They’re mostly gravel right now,”

said owner Mary Schneider, whose
parents bought the park in 1979. “They
mill the Interstate and we’re hoping to
get that.”
Located six blocks from the entrance

to Theodore Roosevelt National Park,
Red Trail is named for one of the paths
explored in the early 1800s by adventur-

ers Lewis and Clark as they made their
way to the Pacific Ocean.
“My parents bought the park 36 years

ago,” Schneider said. “Nobody knew
how to run a campground. I lived in
Watford City 80 miles away and I would
come on weekends to help them out.
Three years later, my house burned
down, and I came here full time. Four
years ago, they sold the park to me.”
With only 12 privately owned camp-

grounds in North Dakota — two in
Medora — business through Labor Day
this year has been “really grand,” she
said.
“This has been the second-best year

we’ve had in 36 years.”

The new playground is part of
Red Trail’s handful of amenities.

www.jellystonefranchise.com
mailto:rvitkun@leisure-systems.com
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Ontario KOA Owners Go All-Out for KOA Care Camps Charity

Karen McAndrew was a champion of KOA Care Camps
for kids with cancer long before she became the organiza-
tion’s executive director two years ago, according to Kamp-
grounds of America Inc. (KOA).

McAndrew and her husband, Daniel Parent, are also own-
ers of the Cardinal/Ottawa South, Ontario, KOA Holiday.
Every year in the decade since they purchased the camp-
ground, they have made raising funds to send deserving kids
to KOA Care Camps a priority. 

“That first year, we raised $4,455,” said McAndrew. “Every
year, it has gradually grown — to the point that this year we
were able to raise $27,669 after expenses for Care Camps just
at our little campground.”

For McAndrew, Parent and their son, Phil Parent, raising
funds for KOA Care Camps is a part of the business plan for
their 146-site campground, which is only open six months
each year.

“I won’t say that it is always easy, but it certainly isn’t
stressful, either,” McAndrew said. 

While most of Cardinal/Ottawa South KOA Holiday’s
events aren’t complicated or fancy, they work because the
owners are relentless in their efforts.

“We do all of the things KOA owners are supposed to do,
such as participate in the KOA Care Camps Big Weekend
each May, where we raise $10 for each Saturday night stay
that weekend,” McAndrew said. “We also collect all of the
beer and liquor bottles on the campground and return them
for deposits. We donate all of the tips from our food services
to care camps. We always take our donation coin box to RV
and camping shows we attend. It’s a lot of little things, but
they all add up.”

Their ice cream social — held each Saturday — is a sta-
ple for camper donations for KOA Care Camps. 

“We only do ice cream socials once a week, and we
raised almost $10,000 net on that alone this year,” McAndrew
said. “In the process, our campers learn a bit about Care
Camps and it helps build our community, which is what camp-
ing is all about.”

McAndrew has also recruited help from her seasonal
campers. Each weekend, seasonal campers volunteer to
walk the campground, selling 50/50 raffle tickets. 

“We were able to raise almost $5,000 with the 50/50 tickets
this season,” she said. “Often, the winners donate all or part
of their winnings back to Care Camps.”

As the executive director of the KOA Care Camps Trust,
McAndrew certainly has a stake in KOA Care Camps’ suc-
cess. But her reasons go much deeper.

“We’ve been committed to Care Camps for the past 10

‘We only do ice cream socials once a week, and we raised almost
$10,000 net on that alone this year,’ said Karen McAndrew. ‘In the
process, our campers learn a bit about Care Camps and it helps
build our community, which is what camping is all about.’

Daniel Parent and
Karen McAndrew

Pumpkin decorating is one of the many ways the Cardinal/Ot-
tawa South KOA raises guest awareness of KOA Care Camps.

www.carefreecommunities.com
mailto:bkim@carefreecommunities.com
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years,” she said. “Over time, we’ve developed fundraising
plans that don’t take a lot of our time or a lot of up-front 
expense. 

“We just don’t consider it work,” she continued. “All we
have to do is count the money.”

McAndrew said her message to fellow KOA owners is that
you don’t have to be a big operation to raise a significant
amount for KOA Care Camps.

“We keep our fundraising thermometer chart right behind
the front desk, and our
campers are well aware of
our progress,” she said.
“They get as excited as we
do.”

McAndrew said the
KOA Company Owned
Properties Division’s
fundraising efforts, as well
as the $1 per KOA Value
Kard sold by KOA Inc. that
is provided to KOA Care
Camps, provide a solid base for the charity’s fundraising each
year. 

But campgrounds such as Monroe County (Mich.)/Toledo
North KOA ($14,000 this year); Copake (N.Y.) KOA Holiday
(more than $10,000); Williamsburg (Va.)/Busch Gardens Area
KOA ($10,600); and Elkhart Co. (Ind.)/Middlebury KOA Holiday
($10,000-plus) show that middle- to small-sized KOAs can
have a big impact on donations to the charity.

“And I’d be remiss if I didn’t mention Howard and Cyndi
Livingston,” McAndrew said. The Livingstons and their Mile
Marker 24 Band in the Florida Keys were responsible for more
than $163,000 in donations to KOA Care Camps so far this year.

“Last year, the KOA Care Camps Trust raised more than 
$1 million for the first time,” she said. “This year, we passed
$1 million about a month ago on our way to a goal of $1.5 
million.”

With an average cost of $1,500 per child for a week at a
summertime KOA Care Camp, every dollar counts.

Find out more about KOA Care Camps for children with
cancer at www.koacarecamps.org. WCM

Daniel Parent shaved his face to
help raise money for care camps.

work on the power of referrals, whether it’s a single
guest or an RV club. When you’re referring some-
one, you’re sending dollars to another family’s
park, and they’re doing the same for you,” Samp-
son said.
“I don’t think we should underestimate the

power of referral,” he added. “As family RV park
owners, we’re there, we’re interacting with the
guests, they can rely on us when we recommend
another park down the road.” Being in the UP net-
work allows parks to add value for their guests. “It
comes across as good customer service on our
end, hopefully helpful for the guest. They feel com-
fortable, they can rely on it being a quality park.”
Show representation and referrals aren’t the

only benefit to being part of UP, asserted Sampson,
a member of the board of Camp-California, the
marketing arm of the California Association of RV
Parks and Campgrounds (CalARVC).
“Last April we helped sponsor the CalARVC golf

tournament. We got RV park owners together with
industry partners. I like to get people connected
across the industry. I’ll be doing that with the 
California RV Dealers Association coming up in
December. Already we were able to give away a
couple of free nights and gifts and help create
some good opportunities and build relationships
with them,” Sampson said.
In addition, UP will again have its full-page ad

in the printed Camp-California guide, listing all UP
sites with their contact information. It’s a $6,500
ad, but one that makes sense for the group to buy
together.
“We’re looking to give parks more bang for their

buck. Our 2016 membership dues are $995, but
you’re going to be getting more than $10,000 in
value with the things we do — and we’re able to do
that because we’re doing it together. We hope park
owners and operators look it as a good invest-
ment,” Sampson explained.

Sampson and Soto plan to keep working with
owners and operators of private, family-run parks.
“As UP, we got our start in 2014, and one thing I’ve
noticed is people really want to get to know you
before they sign up. They want to know your track
record, who you are. I’ve been able to meet a lot of
people, get to know other people in the industry.
They’ve got a lot of great stories how they got into
the industry. Getting 12 parks,” he added, “is pretty
neat, it’s a great start.”

The first UP get-together will happen Dec. 16 at
Paradise By The Sea. “We’re going to have our an-
nual innovative marketing workshop in December,
rub elbows, meet each other and really talk about
the power of referrals and how as a family network
our network can be strong and help our mem-
bers,” Sampson said. “We’ll get to know each other
better, go over some strategies we have for 2016
and let them know of the advertisements we have
planned.”
As they look toward the future, the UP team

wants to keep growing the brand across the U.S.
and into Canada. “The important thing for us is to
team up with strategic parks,” Sampson explained.
“Choosing people strategically is really important.”
—Justin Leighty  WCM

United RV Parks & Resorts —from page 4

www.raindeck.com


16 -  November 2015                                                                                                                                                                                    Woodall’s Campground Management

Providing Food Options for Guests Can Help Boost 
Campground Revenue — As Well As Guest Loyalty

More than just hot dogs and marshmallows around a campfire, many of
today’s guests enjoy a menu of food options at RV parks and campgrounds.

‘There are a lot more satisfied customers. They come in and, especially
if they’ve been drinking and they’re looking for food, this way they don’t
have to drive someplace,’ said Jim Kersten of Hidden Valley RV Resort.

are a lot more satisfied customers. They
come in, and especially if they’ve been
drinking and they’re looking for food, this
way they don’t have to drive
someplace. So it’s been good.”

Like the Kerstens, many own-
ers around the country have
looked to food service to im-
prove customer experience and
expand revenue, whether that’s
through a mobile food carts on
premises, a stick-built fast food
“shack” or full-scale, fine dining
restaurants. 

Woodall’s Campground Man-
agement spoke with operators
at several organizations employ-
ing a variety of tactics as well as
food-service product and equipment ven-
dors to get their keys for success in the
arena as well as perspectives on the wide
range of food-service options available
these days to campgrounds and outdoor
resorts.

The Large Scale 
Will every organization in outdoor hospi-

tality have the ability to provide guests with
a dozen restaurants, each with a unique
cuisine, from a coffee shop to a sushi bar
and gourmet steakhouse? Of course not —
but while the scale is different between this
type of operation and a small campground
with a limited commercial kitchen, insiders
told us that many of the ingredients for suc-
cess are the same. 

Duane Owen, the executive chef at
Pechanga Resort and Casino in Temecula,
Calif., certainly has experience in the large-
scale perspective. For nearly four years
he’s been running award-winning food op-
erations at Pechanga, which includes

eleven eateries with another soon to open.
“We’ve opened four restaurants since

I’ve been here and are about to open
Kelsey’s, which will be the fifth one,” he
said. “It’s been never-ending from the day
I’ve started in terms of learning, expanding,
changing and moving things forward.
There’s definitely no boredom.”

Owen acknowledges that the casino and
hotel portion of the resort set it apart from
more traditional campgrounds and provide
resources that others might not have, but
he still believes that Pechanga’s strategies
translate to most food-service operations. 

“Like many people say, you just hire the
right people,” he said. “Hire people smarter
than you. I’m well rounded and can cook
any cuisine, but I’m always looking for
someone I hire who can run that restaurant
at a higher level than I can. Then I’m there
to help them and drive them. That’s where
it comes from. Just a total team effort.” 

In the hiring process, however, Owen
said that they aren’t simply looking for great
technical cooking skills. 

“We’re not looking to hire just a cooking
resume, we’re looking to hire an attitude
and a personality,” he said. “You can train
them into those positions. Most of my cooks
interact with the guests, we have a lot of
live kitchens. That’s a big thing we hire for,
can you interact with that guest?”

Basic food quality is another major pri-
ority at Pechanga, and Owen highly recom-
mended that management actually test and
taste the quality of the food before serving
it to customers.  

“I’m a technical guy so the first thing I’d
start with is quality and making sure that it’s
consistent,” he said. “Then I’d look at the 
financial part of it — if I’m going to cut
costs, I’m not going to start with lowering
the quality of the ingredients. I’ve also
learned that if the quality is there, then the
yield is better. You’re not throwing away or
wasting product.” 

Owen said he would only start marketing
after quality and finances are ironed out. “If
you market before you’re right, then you’re

not helping yourself,” he said. 
Although prices will naturally be lower

and the level of quality may not be on par
with gourmet cuisine, Owen said quality is
still a priority at the fast-food eateries at
Pechanga. 

“In our food court, we have a three-
minute turnaround on most of our menu
items,” he said. “We still use quality ingre-
dients, we use Angus beef in our burgers
and our hot dogs are tested by seven peo-
ple to choose the best one. Our donuts go
through several levels of testing. So we go
through a rigorous tasting before we
choose a product and then we design a
way to do it quickly.”

So quality can be accomplished while
still delivering food quickly, Owen believes,
but not without two components: “Training
and teamwork are the most important parts
of doing good food quickly,” he said. “On a
Saturday night when you’re doing 150 to 200
orders, it has to be automatic. It doesn’t
take much to break it. One wrong move and

Pizza, provided by vendors such as Perky’s Foodservice
Concepts, is a popular option that’s relatively simple.

Hidden Valley’s Snack Attack Shack was a big investment,
but it paid off financially and in guest satisfaction.

with both feet.”
The addition of the snack shack included

a remodel with a kitchen, counter and seat-
ing area, which came to about $70,000 
including the equipment needed for opera-
tion. The menu consists mainly of  fast-food
basics: fried chicken, burgers, pizza, fries
and their best seller: soft-serve ice cream.
They also use the kitchen for regular 
fish fries — a culinary custom across the
Midwest. 

And while running the food portion of the
business at a 201-site campground has re-
quired more staff and considerably more
work, Kersten said it has already paid off,
both financially and in terms of customer
feedback.

“It’s definitely worth it,” he said. “There

Jim Kersten, who co-owns Hidden Val-
ley RV Resort in Milton, Wis., with his wife, 
Marcia, was hesitant to add food service to
their campground, thinking that it would be
like adding a completely new business on
top of the one they were already running.
After hearing about the benefits from 
several other owners, however, the 
Kerstens added the “Snack Attack Shack”
to their existing campground store in 2012. 

“We did it mainly because of customer
requests,” Jim Kersten said. “Everybody
who stayed here seemed to want food. I
never wanted to get into because I know
the food business is a lot of work, but we 
finally did it anyway. We talked to other park
owners and they all said, ‘Oh yeah, you’ve
got to do it. It’s worth it.’ So we jumped in
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Thunder Bay’s elk-watching meals fetch a high price
for a unique experience that goes beyond food.

Behind the counter, the Snack Attack Shack isn’t overly complicated.

Pechanga’s Duane Owen tries for a different flavor with each new restaurant at the resort.

ented experience.
“Food service can be incredibly chal-

lenging and it’s the kind of thing that re-
quires constant attention,” he said. “In both
of our operations we just do our best to
have a team that’s customer-oriented and
dedicated to it and that’s been working
pretty well.”  

Sticking with What Works
Obviously, food service should be tai-

lored to the strengths of each property, their
target demographic and fit within guest de-
sires at their particular locale. For those
properties without access to a private elk
herd and several hundred acres, a sleigh
ride dinner will be off the table, and like Hid-
den Valley, many parks have found success
by keeping things simple and offering tried
and true. 

That’s the approach served up at Perky’s
Foodservice Concepts, which specializes in
pizza products and equipment as a vendor
to several outdoor properties throughout
North America and abroad. 

“Pizza is the No. 1-prepared food in the
world, everybody knows it and everybody
eats it,” said Jim Howell, who has been at
the helm for 20 years as the founder and
owner of Tampa, Fla.-based Perky’s. “We
stay with traditional ingredients because
we know they serve the biggest portion of
the market. Personally, I love a sriracha
sausage or a chicken pesto pizza, but if I
pull up to a campground with my mom and
my sister and my kids, I know we can all
agree on a large pepperoni.”

In addition to providing food-service
businesses with dough (raw and par
baked), sauce, cheese, pepperoni, sausage
and a few specialty pizza toppings, Perky’s
sells chicken wings and breadsticks as well
as ovens, but makes sure to keep their
product line limited and focused. 

For many parks and campgrounds, How-
ell believed a similar overall approach to
food service will be successful.

“Generally, campgrounds are out in the
country so you have some unique issues
with distribution and sometimes with stor-
age for products,” he said. “In those cases,
I would say it would be good to have more
than just pizza — but stick to five or six
menu items at the most. When we consult
with start-ups we begin with a question-
naire and get an idea of their kitchen space,
assets and hours of operation, then recom-
mend an oven based on that information.
Nowadays with so many great-tasting food-
service items, you can do a lot of great-tast-
ing, really easy items in an oven. If you can

execute the basics then it doesn’t become
an inventory issue.”

As a camper and occasional RVer him-
self, Howell said he’s seen more and more
outdoor properties adding food, and doing
it well.

“In general, I think food service at camp-
grounds has improved dramatically over the
past few years,” he said. “I do think any
campgrounds that haven’t done so should
really think about upgrading and improving
their food service because everyone else is
— amusement parks, bowling centers, bou-
tique hotels. Food service is the last frontier
for revenue.”   

Like Perky’s, Broaster Company of Beloit,

Wis. is a vendor with a long history based
on single product success — in its case,
fried chicken (and patented pressure-fryer
equipment). Although it has branched 
out from that single focus to offer an entire
food product and kitchen equipment line-
up,  the company name was largely built
through a 60-year history of doing one thing
very well. It also frequently serves outdoor
properties with both its food products and
equipment.  

“Parks, campgrounds and recreational
facilities are a popular portion of our busi-
ness,” said Broaster Director of Marketing
Chad Vendette. “We have a good showing
within that category and it’s definitely a

The Broaster Co. offers speed pressure
fryers, like the 1800 L-1 Smart Touch.

Food Options – continued on page 30

commodate 40 to 50 people, culminates
with a nighttime carriage ride back to the
resort, and currently comes with a price tag
of $97.68 per person.

Resort owner Jack Matthias said that he
and his wife, Jan, who co-created the event
in 1991, had no special experience in food
service, but were inspired by customer in-
terest and Jan’s passion for cooking.

“We started out as a nine-hole golf
course before adding anything else, so our
lodging was designed with golfers in mind,
but the question was, ‘When the golf sea-
son ends, what in the world are you going
to do?’” Matthias said. “So the idea came
from guests who would ask, ‘There’s an elk
herd around here, where do we go to see
them?’ But most of the time, people couldn’t
find the wild herd.”

They started by just offering carriage
and sleigh rides (when it snowed) but the
event evolved to include the Elk Antler
Cabin and the meal and wine tasting. 

Jan, who passed away in 2014, designed
the menu herself and cooked everything
from scratch. 

“She was more than capable and her
spirit lives on through the event and the
recipes among other ways,” Matthias said.
“It’s kind of fun, we had some chefs who
came through and wanted to know what
culinary school we went to, but all of this
stuff was self taught.”

Like Pechanga, Thunder Bay has a lot
more going on than just a 23-site RV resort
— there’s also an 18-hole golf course, club-
house diner and luxury cabin chalets — but
Matthias said the food-service portion ac-
counts for about 15% of total revenue. It’s
also an example of an organization identi-
fying how to fulfill guest interest in-house
by providing one venue for quick and easy
eats and also by creating a unique food-ori-

you’re backed up on tickets.”
For campground owners looking to get

into food service on the cheap, Owen said
that he thinks food trucks and food carts are
a viable option where local regulations
allow them. While installing a traditional
commercial kitchen or full-scale eatery can
run upward of $100,000, a basic food cart
start-up can run as little as $10,000 to
$15,000. Some parks have also simply
brought in carts operated by a third party
and rented them a space at their facilities,
thereby providing customers with culinary
choices while also bringing in some 
revenue.

“I love food trucks; I think they’re great,”
Owen said. “You watch what they do in a
limited space and it’s pretty impressive.
They’ve designed a way to produce that
slider or lobster roll or dessert out of a 5-by
10-foot space and the volume they do out of
it is amazing. It’s definitely viable.” 

Innovative Ideas
While the 400-acre Thunder Bay Resort

in Hillman, Mich. Doesn’t employ a food
truck on its premises, the resort has tapped
into its unique area and resources to create
an unusual food experience for guests that
has drawn rave reviews and become an 
attraction unto itself. 

Thunder Bay organizes a regular elk-
viewing carriage ride dinner and wine-tast-
ing event that involves a draft horse-drawn
carriage ride through Thunder Bay’s 160-
acre elk preserve to its Elk Antler Cabin.
Along the hour-long journey, guests pass
meadows where the resort’s herd of elk
regularly graze, unfazed by the attention.
Once at the cabin, guests are treated to a
five-course meal prepared on 100-year-old
wood cook stoves, along with several local
wines. The four-hour event, which can ac-
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Southeast Publications Sees Major Growth, 
Ahead of Even the RV Park Sector’s Curve
‘Campgrounds are doing well, the advertisers surrounding camp-
grounds are doing well. It’s got us in hypergrowth right now,’ said Brian
McGuinn, Southeast Publications’ business development director.

diving providers and other travel-related
providers to offer discounts to its
swelling member base. In fact, it is esti-
mated that there are more than 75 mil-
lion NASCAR fans — and the majority of
their fan base enjoys outdoor recreation.
As part of the agreement, South-

east Publications will be named the
official guest guide provider of the
NASCAR Campground Network with
exclusive rights to waive fees associ-
ated with use of the NASCAR Camp-
ground Network brand.

“We know that Southeast Publica-
tions is focused on quality and promot-
ing their partners and I believe they
understand that having a partnership
with NASCAR Campground Network
will be a huge driver of business for
their partner resorts and camp-
grounds,” said Adam DiPierto, presi-
dent of the NASCAR Campground
Network. “When your property aligns
with NASCAR Campground Network,
you have the ability to leverage one of
our nation’s top brands to drive busi-
ness from an extremely large and loyal
audience.”
The NASCAR Campground Network

offers parks the opportunity to leverage
NASCAR digital assets like their enor-
mous social media audience and other
brand assets to assist in driving traffic,
filling vacant camping sites and creat-
ing new opportunities for affiliated 
resorts and campgrounds. Parks can
also increase their revenues by signing
on new NASCAR Campground 
members at their resort both actively
and passively.

“Through Southeast Publications,”
McGuinn said, “our partners’ guest

guides and banners can now be a
mechanism for our properties to in-
crease their revenues and sign on new
NASCAR Campground Network mem-
bers. We will be placing custom codes
within their publication’s advertise-
ments that, when used, will compen-
sate our partners.”
According to McGuinn, when a new

member uses the code afforded to
Southeast Publications, it will save the
resort’s guests $20 off their annual
NASCAR Campground Network mem-

bership — and a significant portion 
of the initial signup fee will then be
redirected to Southeast Publication’s
partner resorts and campgrounds.
Affiliated RV resorts and camp-

grounds will also receive NASCAR
Campground Network flags and other
promotional items for free when they
sign on to the NASCAR Campground
Network. RV resorts and campgrounds
that build their NASCAR fan base  may
be visited by NASCAR drivers or have
their events sponsored by major brands
affiliated with NASCAR. “This is going
to be a game changer and our resorts
will not want to miss out on this oppor-
tunity,” noted Southeast Publications
Vice President Carlene Morris.
“Our mission is to drive business to

our partners and we’ve been ap-
proached by many companies to grow
their network of affiliated properties for
their member base, but we never
moved because we were waiting for this
particular opportunity,” added
McGuinn. “We believe with our efforts
developing our MobileRVing commu-
nity and our partnership with NASCAR
Campground Network, we will not only

give a distinct marketing advantage to
our partners but bring new campers
into the lifestyle.”
In addition to the new partnership,

Southeast Publications is growing its
presence at consumer-oriented trade
shows, including the recent Recreation
Vehicle Industry Association’s Pomona
Show in Calif. Next year Southeast 
Publications will be at 12 of the largest
RV shows to promote RVing, all to 
benefit campgrounds.
The company has a mobile app and

a robust MobileRVing.com site, which
profiles some 23,000 private and public
campgrounds across the U.S. and
Canada. And it gives priority listings to
its 1,500 customers.
“Basically what we do for our prop-

erties is we’ve made it so profiles can
play video commercials,” McGuinn 
explained, “they can connect social
media, add reservation software and
we don’t charge for any of that. It 
provides an enhanced value.” 
But the online push doesn’t stop

there. Like the expansion to consumer
shows, the company is expanding to
consumers online. “We have seven full-
time bloggers producing articles every
day to keep the content relevant and
show people how to live the lifestyle,”
McGuinn said. 
There’s also a large, active MobileRV-

ing Facebook group. In fact, MobileRV-
ing’s reach is broad enough that RIVR
Mediahas worked with Southeast Pub-
lications twice now to cast its “Going
RV” television show, which airs on
Great American Country (GAC) on
cable and satellite in the U.S.
Several families from season one

were found through outreach assisted
by Southeast Publications and its Mo-
bileRVing community of RVers. Without
their assistance getting the word out
about the casting opportunities, the
show would not be possible, produc-
tion company RIVR Media said in an
announcement.
“I am amazed each season by the 

response from the MobileRVing Face-
book and online group,” said Lauren
Houston, casting director for the show.
“Not only are they enthusiastic about
the RV lifestyle, but each family’s story
is a great example of how the RV life
could work for anyone. Brian McGuinn
and Southeast Publications help make
‘Going RV’ possible.”
Obviously, last year’s “Supplier of the

Year” award winner from the National
Association of RV Parks and Camp-
grounds (ARVC) isn’t slowing down.
“We’re going to be announcing a

new platform,” McGuinn said. “We
have what we call Project X which will
come out in the beginning of next year
which will be another way to engage
the RV community.”
It’s all adding value to customers and

to the sector as a whole, he explained.
“One thing I think we’re seeing more of
is that businesses like the print (media)
but they’d also like to see more digital.

The old saying goes that a rising tide
lifts all ships — and nowhere is that il-
lustrated better than at Southeast
Publications.
“It’s been a great year for everybody,”

said Brian McGuinn, business develop-
ment director for the Plantation, Fla.,
company. “Campgrounds are doing
well, the advertisers surrounding
campgrounds are doing well. It’s got us
in hypergrowth right now.”
Southeast Publications and SEPI

Marketing Corp. — a long-term player

in the RV park and campground sector
launched in 1987 by Peter Warrick and
fielding a network of 100 representa-
tives — have been working hard to ex-
pand not only the company’s reach, but
the reach of the campground sector
and the RV lifestyle as a whole, both 
online, in print and in person, and the
company’s not letting up.
“We have a lot going on here with the

whole digital side and the new staffing
we’ve taken on. We’re ramping up,”
McGuinn said. “The industry’s growing
and now’s the time to make it more 
sustainable and get more people 
involved.”
That’s underscored by the com-

pany’s October announcement of a
major partnership to benefit its cus-
tomers: A four-year agreement with the
NASCAR Campground Network that
will give Southeast Publications partner
campgrounds and resorts exclusive
benefits when they align with the
NASCAR Campground Network.
NASCAR Campground Network has

more than 40 RV resorts currently par-
ticipating and 3,200 hunting lodges,
fishing lodges, shooting ranges, scuba-

The Southeast Publications crew at their Florida headquarters reaches out across
North America in print and various digital platforms, and they’re expanding.
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We give them the one-two punch. It’s re-
ally done well for us. Not only has the
industry been booming as a whole, but
because we’ve been able to offer this
digital element, we’ve been able to bring
in more advertisers than ever before.”
The company has been in the camp-

ground sector for a long time. The aver-
age tenure of people working there has
been about 10 years, according to
McGuinn, with some who have been
here 15 years. Morris has been with the
company for 24 years.
And Wally Warrick has been around

since his dad, Peter Warrick, started the
company in 1987.
At the start, the company did two-

tone guest guides for five camp-
grounds, utilizing five sales
representatives. Now their 100 repre-
sentatives work with 17,000 small busi-
nesses who advertise in nearby
campgrounds’ guest guides.
In addition to full-color guest guide

maps, Southeast Publications prints all
the way up to magazines and small
books. They also offer banners for camp-
grounds and RV parks, especially useful
in parks with lots of day-use traffic.
In the last year the company re-

vamped its MobileRVing site, and now
it’s improving its app. They have an e-
newsletter that reaches 24,000 sub-
scribers, a Facebook community of
nearly 29,000 people and a series of pod-
casts highlighting customer properties.
So how does the company chart its

course in this ever-changing land-
scape? “We take a lot of feedback from

our ground forces, from the full time
RVing community of what’s important
to them,” said McGuinn. “A lot of what
we do is geared toward that. That’s 70%
of the equation. The other 30% is the
culture we have here to always offer
more value. The more we give the more
we’ll receive.”
And that goes beyond growing the

company. “We’ve been blessed to have
the opportunity to have the money to
be able to pay it forward to a variety of
different causes. Carlene Morris is on
the KOA Care Camps Board. That’s one
we believe in strongly. We do advertise-
ments in our guest guides, in our
newsletters. We also support the state
associations, as well,” he said.
The company is a “patron partner”

with the California Association of RV
Parks and Campgrounds, with the
Tennessee Association of RV Parks and
Campgrounds and the Alaska Camp-
ground Owners Association, taking
their guest guides to consumer shows.
Southeast Publications is also work-

ing with public lands to improve the
camping experience. “We are a great
sponsor of public lands as well as pri-
vate; 66% of our business is private, and
33% is public,” McGuinn said. “We’re 
always looking for opportunities to
connect public and private to bring the
whole industry up. Most public lands
will allow private campgrounds to ad-
vertise in their publications, so we try
to post that ad. We work with 26 state
park systems, we have the biggest
reach.” —Justin Leighty WCM

The Southeast Publications team is known not only for their professionalism
but also for their charity efforts and support of the camping sector.

Brian McGuinn (left), Owner Wally Warrick and General Manger Jim Kamidoi form a key part of
Southeast Publications’ leadership team.

mailto:pilotrock@rjthomas.com
www.pilotrock.com
http://dogipot.com
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Q&A CONVERSATIONS
RV Park Reviews Grows to 6 Million Unique
Users — and More than 200,000 Park Reports

WCM: What sets RV Park Reviews
apart from other campground review
websites?

Robinowitz: Our contributors, the
scale of our readership, campground
coverage and amenity data are what
set us apart. We tend to have more 
reviews per campground than other
websites. Our readership has now
grown to more than 6 million readers
annually. About 25% of our readers 
return on a regular basis, indicating
how the site is very popular.

WCM: What do you say to camp-
ground owners who see review sites

‘I would recommend that campground owners ask their campers to leave reviews,’ said
Andy Robinowitz, CEO of Social Knowledge LLC, parent company of RV Park Reviews. ‘The
more reviews you have, the better the odds that readers will get an accurate feeling for a
campground where they have not previously stayed.’

Let’s face it: The typical small-business
owner likes consumer review sites about
as well as fingernails scratching on a
chalkboard or tooth extraction without
anesthesia. 

That disdain is generally unfounded.
Yes, there are certainly instances when
somebody with an axe to grind exploits
the opportunity to try to inflict harm
upon a business, but most readers of
mean-spirited reviews are smart enough
to read between the lines (and the usual
spelling mistakes).

Smart small-business owners look at
consumer reviews in the aggregate and
in an objective manner, recognizing 
the valuable feedback that the reviews
provide. 

Big companies designate significant
sums of money toward market research,
employing focus groups, product sam-
pling, surveys and many other costly
tools. Whether somebody is thanking you
for something that was done right, or
pointing out an area where there is room
for improvement, think of each review as
free market research data that should 
influence decisions about how to run
your business more successfully. 

Particularly when a comment or 
observation is expressed repeatedly, it
should never be dismissed as simply an
individual opinion. Reviewers are gener-
ally influencers, predicting future trends
as effectively as canaries in coal mines.

Campground review sites are nothing new; however, they are growing in influence and becoming far more versatile as
the sites add features and functionality designed to meet the needs of both campers and campground owners. 

While some review sites have stagnated a bit, and while TripAdvisor hasn’t yet added a dedicated “Campgrounds” 
navigational tab, the RV Park Reviewswebsite is undergoing some major improvements that need to be on your radar.

RV Park Reviews originated back in 2000 and has grown into perhaps the most significant contender among review sites
that are specific to the campground industry. The site was acquired by Social Knowledge LLC, a Dallas-based company, in
the fall of 2013 and the new owners are more focused than ever on meeting both the needs of the site’s readers and individual
campground owners. They have shared both documentation and their vision for the future.

Over the past year, RV Park Reviews has reached about 6 million unique users, 95% of whom were located in the United
States. Both user and session numbers are up roughly 20% compared to the previous year, and a similar rate of growth is
anticipated going forward. 

With more than 200,000 existing reviews, far more people are turning to the site to conduct research prior to choosing a
park destination than are turning to the site specifically to write a review. These users spend a considerable amount of time
visiting multiple pages per session, considering the experiences of others while looking for campgrounds. With more than
30 million pageviews over the past year, doing the math will suggest that the average review has been read more than 150
times in the past year alone.

In an interview with Andy Robinowitz, the CEO of Social Knowledge LLC, Woodall’s Campground Management contrib-
utor Peter Pelland gained some insight into what the site is currently offering to campground owners, as well as some of
the added functionality that will be introduced this fall.

as forums for people with an ax to
grind, and what do you do to try to
prevent that from happening?

Robinowitz: It’s a valid concern. We
address this issue in a few ways with
our policies. We also provide readers
with tools to help them to better de-
cide which reviews they want to trust,
and soon we will be giving the camp-
ground owners the ability to respond
to reviews, so they will have a voice as
well. 
To help our readers decide which

reviews to trust, we recently added the
rating distributions of each reviewer so

someone can see if a contributor tends
to only leave negative reviews. Alterna-
tively, if you see a user who has lots of
reviews with most of them being posi-
tive, then a single really bad review,
you might take that into consideration
in deciding whether to trust the review
or not.
Going back to the ax grinders, our

analysis shows that these types of is-
sues are rare, with the vast majority of
our reviews being positive. Regardless,
we have a policy that requires a user 
to have at least two reviews approved
before either will be shown on our

website. This prevents people from
creating an account to publish a single
negative review. Most disgruntled 
customers never take the time to sub-
mit additional reviews. We also require
reviewers to meet our Review Guide-
lines so they can’t just rant about poor
service. We moderate all submissions
from new users before they are 
published. Based on our historical 
information, we suspect less than 1 in
100 reviews are from disgruntled 
customers.

WCM: Do you encourage camp-
ground owners to ask their campers
to write reviews?

Robinowitz:Yes, I would recommend
that campground owners ask their
campers to leave reviews. The more re-
views you have, the better the odds
that readers will get an accurate feeling
for a campground where they have not
previously stayed. It also helps estab-
lish a larger base for the ratings. 
For example, if you only have two

reviews, an 8 and a 10 mean you had
an average rating of 9. Then, if some-
one leaves a review with the rating of
6, your average falls to 8. If you have 7
reviews with an average of 9 and
someone leaves a 6, your average will
not change. Having more reviews is
better for consumers and better for
campgrounds.

WCM: You mentioned that camp-
ground owners will soon be able to
directly respond to reviews. Manage-
ment responses have been a key fea-
ture of TripAdvisor. Could you
elaborate on what you have planned?

Robinowitz:This fall we will be rolling
out a new feature called the Camp-
ground Owner’s Interface. Among
other components, this interface will
allow campground owners to respond
to reviews. This will give campground
owners a voice, allowing them to tell
their side of a story so readers can use
both perspectives when deciding
whether to trust a review or not.
Keep in mind that review volume is

important to help give more perspec-
tives to readers. Campgrounds with
lots of reviews are able to water down
any negative effects from a disgruntled
client. If you have 9 great reviews from
happy customers and 1 negative re-
view, it’s pretty easy for readers to see
the trend.

WCM: If this is rolling out in the fall,
how can campground owners get a
jumpstart on joining the program?

Robinowitz: We highly encourage
campground owners to claim their
campgrounds. This fall, when the
Campground Owner’s Interface is on-
line, campground owners (or manage-
ment) will then be able to manage
their amenities, set their hours of op-
eration, respond to reviews, and more.
We’ll even email them whenever new
reviews are posted so they will know to
respond in a timely manner.

WCM: What will be some addi-
tional features?

Robinowitz:We will also have a ‘wid-
get’ available so campground owners
can showcase their positive reviews.
Campground owners will be in control
of what is shown on the widget so they
can customize it to their needs. For 
example, if they want to show only
snippets of four- or five-star reviews,
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they can set it to do that. If they don’t
want to show any reviews, they can do
that as well (and just link to their pro-
file). By adding the widget to their site,
a park owner makes it easy for their
clients to leave reviews. We strongly
suggest installing this on the camp-
ground’s website to get more reviews
and help with search engine optimiza-
tion as well.

There will be tools that will allow
campground owners to access their
statistics at the RV Park Reviews web-
site, keeping track of reviews, page
views and more. They will also be able
to directly update their seasonal dates,
hours of operation, amenities and

other campground information, keep-
ing up-to-date and helping potential
visitors. 
The amenities listing will include

information that may be vital to some
visitors in their decision-making
process. For example, whether or not
the park has cellular phone service,
and if so, which cellular service
providers have a signal available;

whether or not the park
offers Wi-Fi, listing the fee
if applicable; and
whether or not the park
has showers, again listing
whether or not there is an
associated fee for that
service.
To get started, go to the

RV Park Reviews website
at www.rvparkreviews
.com, find your park by
choosing your state and
city from the alphabetical
listing to the left of the
map or by using the
search box at the top of
the page. When you find
your park’s listing, click
on the “View Camp-
ground Details” link. On
the next page, click on the

“Own this Campground? / Claim it and
Unlock Features” link. Enter your
name, e-mail address, phone number
and whether you are the camp-
ground’s owner, manager or employee,
and you will be notified prior to the
rollout of the new features. WCM

The new campground owner interface at RV Park Reviews makes
managing your property profile even easier.

http://ownakoa.com
http://profile.rezexpert.com/buckasite
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Maintaining and updating sanitation
equipment may not be as exciting as get-
ting a new clubhouse or adding to your
water features, but it’s a must for camp-
grounds and RV parks. Woodall’s Camp-
ground Management spoke with several
sanitation companies to learn what’s
going on in the sanitation side of camp-
grounds. 

The most common piece of feedback
was that state and local sanitation regu-
lations are changing and becoming
stricter. When you decide to update your
sanitary systems, you’ll need to get in
touch with local regulators to understand
how the laws have changed and what you
need to do to stay in compliance. Given
that interest in outdoor recreation shows
no sign of slowing down, that may be
sooner than you think. 

Another theme we heard: From
“greener” cleaning products to saving
money with water-conserving showers,
you can expect to see more eco-friendly
products in the years ahead. 

When it comes time to buy this new
equipment, you can feel good about your
purchases knowing that many of these
companies manufacture everything in the
United States. 

Trumbull Recreation Supply Co.
“The biggest thing owners need to

know if they’re going to build a new dump
station or redo an existing one is there are
a lot of regulations around the country,”
said Susan Dinallo with Trumbull Recre-

ation Supply Co. in Wellington, Conn. 
Those regulations differ from place to

place, so owners need to check with their
local jurisdiction to find out what rules are
in place. One of the best ways for camp-
ground and RV park owners to stay cur-
rent on regulations is to attend their local
association meetings, she suggested. 

“A lot of new campgrounds are putting
sewers throughout so people can auto-
matically hook up to the sewer system at
each site,” Dinallo said. While that means
a bigger overall investment, it may help
draw more campers looking for better
amenities. 

Trumbull is perhaps best known for its
Shower-Trol system, a coin-operated
shower designed to save owners money

by reducing overall showering times. While
that product is still doing well, Dinallo said
the company’s Euroshower for the outdoors
is also a big seller. “It’s not just a shower
but a foot wash, as well. If you’re at a sandy
beach it’s a nice convenience before you
put on your shoes and walk back to your
car.” 

Trumbull Recreation Supply Company,
Inc., 800-243-0134, www.trumbullrecre-
ation.com 

Enviro Design Products

William Wattswith Enviro Design Prod-
ucts in Dunnellon, Fla., got his start manu-
facturing locking caps for equipment that
could leak gasoline and other contaminants
into groundwater. But a few chance en-
counters made him realize his caps also
were perfect for the RV industry. The sturdy
plastic caps fit over the riser pipes in RV
sites. They are affordable, will not rust and
come in bright colors so they are easy to lo-
cate. They can also be locked with a pad-
lock, which Watts said may be more
valuable than park owners realize. If you
shut down a section of the park each year,
locking the riser pipes in those areas de-
creases the chances of vandalism and ac-
cidents. And Watts can see a time in the
near future when regulators require all riser
pipes to be locked when they’re not in use.
He’s seen the same thing in other industries
as governments try to do more to protect
consumers and groundwater. “As soon as
it catches on it will be like a windstorm,” he
predicted. 

Enviro Design Products, 352-804-3421,
wwatts@gate.net, www.envirodesignprod-
ucts.com 

Phelps Honey Wagon
Jaylene Shannon, who has managed

Dillsburg, Pa.-based Phelps Honey Wagon
with her husband, Ron, since 2005, sees
only good things in the future. “When the
economy took a downturn, people started
staying closer to home,” she said. “There
were a lot more RVers who were asking for
seasonal sites as opposed to traveling from
place to place. With that increase came the
need for more honey wagon services be-
cause campgrounds didn’t always have
enough in-ground sewer to handle that kind
of need.” Their clients find that offering
honey wagon services near non-sewer
sites increases the average length of 
visitors’ stays. 

Phelps Honey Wagon’s Jim Shannon.Campgrounds Need to be Ready for
Changes in Sanitation Regulations
‘Since campground owners have to have dump stations,
we want the experience of buying them to be a good
one,’ said The Tower Co.’s Chris Korneley.

Trumbull provides
water and dump-
station equipment.

Enviro Design Products locking dump cap.

While Shannon believed interest in
camping is increasing, the types of accom-
modations people want are shifting. More
consumers are requesting cabins, which
brings the need for different types of infra-
structure. Shannon is seeing more camp-
grounds put in large holding tanks that can
service groupings of cabins.

For campground owners who are invest-
ing in honey wagons, Shannon reminds
them to winterize the units, especially in
colder areas. Everyone should remember to
do general maintenance, including inspect-
ing all parts for damage and replacing the
oil in the engine and gear box, once a year. 

Phelps Honey Wagon, 800-463-3707,
info@phelpshoneywagon.com, www.phelp-
shoneywagon.com 

The Tower Co.
Chris Korneley with The Tower Co. in

Manitowoc, Wis., calls herself the “diva of
dump stations.” “We’re the world’s No. 1
supplier of dump stations,” she said. “Since
campground owners have to have them, we
want the experience of buying them to be a
good one.” 

She’s been in the industry long enough
to have seen and done it all, and she also
predicted interest in camping will continue

to grow. “It’s still extremely popular,” she
says. “Baby Boomers want to travel.”
When they do, they want campgrounds that
have the infrastructure they desire. RV
parks get rated on whether they have dump
stations, Korneley pointed out, which
makes installing them as worthwhile as 
investing in things like showers and recre-
ation equipment. Dump stations also have
very strict legal requirements that vary from
state to state. It’s worth understanding 
all those requirements before starting on
projects, she suggested. 

The Tower Co., 800-945-1532, salestower
@comcast.net, www.towercompany.com 

Eco-Save Products/JWH Distribution
Eco-Save Products in Santa Rosa, Calif.,

makes bacteria- and enzyme-based clean-
ing products for holding tanks, septic and
sewage treatment, vault toilets and other
sanitary equipment. “There’s a lot more 
interest now than when we began,” said

Christine Kornely
Tower Co.

co-owner Jean Harrison. “People are be-
coming more educated to the problems
that chemicals cause. They’re becoming
more aware of the environment and the
need to protect the Earth.” Harrison said
using fewer chemicals is better for
groundwater and easier on the people
who use them. As campers become more
interested in products that are environ-
mentally friendly, using naturally-occur-

ring products like these could become a
good marketing point in camp stores. 
Expect eco-friendly products like these to
become more popular and widely avail-
able in the years to come. 

Eco-Save Products/JWH Distributing,
800-950-9666, ecosave@sonic.net,
www.eco-save.com 

The TSF Co.
A popular new product at Imperial In-

dustries/The TSF Co. in Evansville, Ind., is
a containment tray for holding tanks. “It’s
another tray that the holding tanks sit in,”
explained sales manager Ashley Schenk.
“It’s there in case there’s a crack or leak
or overflow.” While she sells most of the
containment trays to construction compa-
nies and for industrial applications, she
can see them becoming popular items at
campgrounds, especially as regulations
designed to contain wastewater increase. 

Otherwise, Schenk has seen little shift
in demand for the company’s products and
doesn’t foresee any big changes on the
horizon. Imperial Industries continues to
see steady sales in all its popular prod-
ucts. Among its best-sellers for camp-

grounds and RV parks are holding tanks
and hand-washing stations. 

The TSF Company, Inc., 800-843-9286,
www.tuff-jon.com —Sophia Bennett
WCM
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SMART OPERATIONS

Peter
Pelland

How to Make a Professional Impression at Camping Shows

In October’s column we looked at
the upcoming camping industry
shows, and then looked ahead to
what consumer-oriented shows you
should consider attending to put your
RV park in front of potential guests.
When you attend a convention

and trade show such as the Outdoor
Hospitality Conference and Expo
put on by the National Association
of RV Parks and Campgrounds
(ARVC), you are more likely to enter
a booth space with a bright, colorful
display; cushioned flooring; promo-
tional handouts; new product or
service introductions; quality pro-
motional items; and — most impor-
tantly — friendly and engaging booth
personnel. 
People sitting at a table, more in-

terested 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 Hal-
loween 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 addi-
tion, compare your show presence
with that of your leading competitors
at the camping shows that you at-
tend or where you exhibit. Is your
booth up to par? An album of snap-
shots and that sign made by your tal-
ented 12-year-old daughter is simply
not going to persuade people to stop
— particularly if you are working
from a booth on the perimeter of a
hall where the main attractions are
trailers and motorhomes that look
like they just rolled off next year’s 
assembly line.
To make your camping show pres-

ence as effective as possible, allow
me to offer a few absolute rules and
a few added recommendations. First
the rules:

• Leave your cell phone in your
pocket. If you get a call, let it go to
voicemail, then check your message
away from your booth, when the time
is appropriate. When you are speak-
ing with a prospective camper, he or
she is the most important person in
your life at that particular moment.
Everyone else can wait, and you
never want to give that person any
other impression.

• Leave your frown and bad atti-
tude at home. Even when you an-
swer your office telephone, where
your image is not visible to the per-
son at the other end of the line, a
smile can always be detected. Would
you want to consider spending your
valuable vacation time with some-
body who comes across as some sort

of grouch?
• Make friendly and direct eye

contact, always at eye level.With the
exception of the occasional person
using a scooter or wheelchair, the
people approaching your booth are
standing. You do not belong in a
chair behind a table. Either stand
(taking breaks from your booth as
needed, again when the time is ap-
propriate) or sit on a stool that posi-
tions you at eye level. The
importance of standing, incidentally,
is a strong argument in favor of that
investment in cushioned flooring,
particularly for a multi-day event. In
fact, I have even witnessed people
specifically entering a booth with
cushioned flooring, hoping to rest
their feet and giving the booth atten-
dants an opportunity to engage them
in conversation.

• Gather contact information. En-
courage people to sign up for your
newsletter or enter a drawing for a
prize with recognizable value. Ask
them to identify specific areas of in-
terest that relate to your business.
Somebody who is interested in pos-
sibly spending a weekend in your
area is an entirely different prospect
than someone who is looking for a
seasonal site. Keep your information
gathering to a minimum. If you plan
on following up online and have 
no intention of ever doing a direct
mailing, there is no reason to ask
people for their mailing addresses.
The more intrusive your efforts 
appear, the more likely that people
will decline to provide you with their
contact information.

• Do not leave your booth unat-
tended. If the show hours are from
9a.m. to 6p.m., get there well in ad-
vance of the opening and never, ever
leave (or start breaking down) early.
The person who stopped by to look
for you when you were not there may
not return and could very well be a
lost customer.
Now that we have the rules in

place, here are the recommendations
— the subtleties that can make the
difference between generating 
acceptable results and generating 
exceptional results:

• Invest in a professional booth
backdrop, with lighting, then take
the next step and invest in profes-
sionally designed graphics. Exhibits
themselves are relatively inexpensive
these days, with some great deals to
be found online and on sites like
eBay. Forget about the textured pan-
els and Velcro tabs that might come
with the backdrop. Professionally de-
signed graphics are intended to whet
the appetites of passersby, providing
an opening for you or your booth
staff to tell the rest of your story.

• Plan in advance, and be pre-
pared with the little things. Of
course, you would never forget your
business cards at home. You will also
want to remember water bottles,
pens and paper, even a bottle of as-
pirin or acetaminophen. Despite a
headache or a potential backache,
the show must go on.

• Always engage the people who
enter your booth space. In fact, work

the aisles and encourage them to
enter. Listen to what interests them,
and go through a process of discov-
ery to best determine why they
should choose your park over any
other. Be prepared to get the conver-
sation back on track if it goes on a
tangent, spending too much time on
small talk that is unrelated to your
business.

• Have some great giveaways
available, with your branding im-
printed of course. Put them aside for

your most qualified prospects or to
reward existing customers who stop
by. Whatever you choose, the item
should be useful and reasonably high
quality. Do you want your company
to be identified with an item that is
defective, useless or quickly breaks?
A highly visible promotional item is
far more desirable than something
that gets dropped into a bag or put
into a pocket, out of sight.

• After the event, follow up with
Smart Operations – continued on page 32

http://ownakoa.com
www.airwaveadventurers.com
mailto:sales@airwaveadventurers.com
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VENDORSCAPES
New Accessories and Services
For RV Parks and Campgrounds

Pilot Rock 
Recognized symbols and markers

tell your campers what to do, and
maybe what not to do, what services
are available and where to go. Infor-
mational and wayfinding signage can
help make your outdoor facilities
user-friendly, and to that end Pilot
Rock’s new collection of laminated
wayfinding signs are durable 3-ply
aluminum with a polyethylene core,
are rated for exterior use and are UV
stable. 

Dozens of familiar symbols are
available, or the company can cus-
tomize signs for campgrounds; you
pick the symbol, color and sign size
needed for your location.  
Pilot Rock Park Equipment is de-

signed and manufactured in the
United States by R.J. Thomas Mfg.
Co. Inc. of Cherokee, Iowa, and has
been since 1959. The Pilot Rock
product line includes picnic tables,
pedestal grills, park and street site
benches, campfire rings, bike racks,
trash and recycling receptacles and
lids, lantern poles, custom signs and
more.  
Shop online at www.pilotrock.com.

Dawan Global
With just under two years in busi-

ness, Dawan Global has managed to
tap into a major growing need.
“More and more, people need to

keep electronics constantly charged. I
felt there has to be a way to eliminate
all the worry about finding a place and
time to charge up. I love hiking and
the outdoors. During one of my trips

it occurred to me, since we can use the
power of the sun to supply electricity
to buildings, it made sense to present
the same technology on a smaller
scale to keep our electronics usable

with ONLY sun power.  That way,
everyone can stay really mobile and
active,” said Nagawa Awad, cofounder
and senior vice president of business
development. “Our smallest product,
the Element, can charge a cell phone
one-and-a-half times on a single
charge. It’s water resistant, dust- and
shock-proof, which makes it ideal for
hiking in rugged terrain. Our hybrid
product, the Solis, can charge a cell
phone three times on a single charge.
It functions as a direct sun charger
and also stores power for later use. The
Wave solar panel is great if more than
one person needs to use the charger at
the same time,” Awad said.
At the top end, Awad continued,

“Our powerhouse is the DG 100K. It
can charge a cell phone 30 times on a
single charge. For those dark nights,
we offer the Nova Solar Lantern with
its eight-color lights and a hook for
easy hanging.”
Campground owners looking to sell

these chargers to guests can go 
to www.DawanGlobal.com or call 
855-231-0885.

Tornado Firestarters 
Tornado Firestarters, a convenient

and non-toxic way to start any fire,
were developed by a Massachusetts
family who were simply trying to
make the best out of a bad situation.
Two storms in 2011, one an ex-
tremely rare tornado and the other a
record-breaking Nor’easter, left 
behind a path of destruction that 

included broken, twisted trees. The
Wilson family, which includes Seth
and Amy and their children Jack and
Isabelle, decided to take wood chips
from the damaged trees and recycle
them into something you can use to
start your wood stove, fireplace, fire
pit and campfire, easily and reliably
— and Tornado Firestarters came 
to be.
Tornado Firestarters’ peeled wicks

catch instantly, throw a 6- to 10-inch
flame for 10 to 20 minutes and no fly-
ing ash from paper and no flamma-
ble liquids to store or spill mean a
more reliable and responsible prod-
uct. The materials are dried without

www.checkboxsystems.net
www.phelpshoneywagon.com
www.hireaworkamper.com
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using fossil fuels, are non-toxic and
BBQ-friendly since the compostable
cup contains only storm wood chips,
sawdust, and unscented food grade-
wax — leaving no lighter fluid flavor
on your grilled food.
More than 100 campgrounds and

resorts now carry Tornado
Firestarters as well as a number of
other retail outlets and those num-
bers continue to grow. Bulk cases of
24-, 50-, 100- and 200-count quanti-
ties are available, and they retail for
anywhere from 75 cents to as much
as $2.79 each but average about $1.
For more information, visit

www.tornadofirestarters.com, call
413-219-7060 or email tornad-
ofirestarters@gmail.com.

Rain Deck 
Rain Deck introduced new custom

features to its line of splash-pad
equipment. Pictured is a new custom
scorpion the company made for the
town of Carefree, Ariz. Its red glowing

eyes are Rain Deck’s programmable
LED Lights, which you too can use to
make your water features even more
fun!  At over 14 feet tall, and spraying
30 gallons per minute, this custom
Rain Deck feature is sure to delight
visitors visiting this commercial
splash pad, which also features 
several Rain Deck Spray Nozzles. 
The company also highlighted a

custom tiki-themed paint job done
on their Rain Blasters for a child care
center in Texas. 
“With our in-house, state-of-the-

art CNC machines and fabrication
equipment, there is no limit to what
we can do. From large dumping
bucket towers, to themed splash pad
features, we can customize any proj-
ect to your unique specifications.
Send us a sketch, we’ll get you a
quote. It’s that simple,” the company
said.
To contact the company go to

www.raindeck.com or call 888-445-
RAIN. WCM

AGS Expands Sales Teams
An increase in business has led camp-

ground and RV park marketing company
AGS to hire and train three more teams of
sales representatives simultaneously. 

“So many parks have switched to AGS
with many more scheduled to come on
board in 2016 it was imperative to train as
many teams as we did at one time to fulfill
our goals,” said Michael Moore, general
manager at AGS, a subsidiary of Texas
Advertising based in Crowley, Texas.

“The process of training multiple
teams at the same time provides for
more inclusive discussions and also
generates a great deal of camaraderie
as well as competition between the
teams,” said AGS representative Jerry
Krebill, who teaches with his wife, 
Margaret. AGS encourages healthy
competition among its sales teams to 
inspire employees and drive sales.

Classroom training also included
downtime for one-on-one consultations
with the trainers. This kind of deep instruc-
tion is what makes the AGS sales repre-
sentative teams great, Moore maintained.

“We only bring on the most qualified
sales representatives to ensure we keep
our reputation as the industry leader in
guest area guide production, customer
service and marketing,” said Moore. WCM

The only letters you need to know in order to stay abreast of
everything happening in  the RV and campground arenas!
www.rvbusiness.com • www.woodallscm.com

PART OF G&G MEDIA GROUP

&
RVB
WCM

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

Real Log Park Model Cabins

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

Park Model Cabins
starting at $21,900

Located in Lancaster, PA

CalARVC Holds Fall RV Park Day
In early October 52 park operators and 

industry experts gathered at Coloma Resort
in the Sierra Nevada foothills for a day of ed-
ucational seminars, roundtable discussions,
networking and fellowship courtesy of the
California Association of RV Parks & Camp-
grounds (CalARVC).

“It was a very enriching experience for
CalARVC members, some of whom traveled
across the state to meet with their friends
and meet other campground operators who
are relatively new to the industry,” said 
Debbie Sipe, CalARVC’s executive director.

Newcomers included Duane Jakob, who
left the casino business to become manager
of Tahoe Valley Campground, an Equity
LifeStyles resort in South Lake Tahoe; and
Kelly Murray and Mikal Silvers of Parker’s
Resort in Guerneville, who only recently got
into the campground business. Longtime
park operators Jim McCoy and Denton Stur-
divan of Don Pedro Recreation Agency, a
new CalARVC member, also attended the
session.

CalARVC’s Fall RV Park Day event kicked
off Oct. 5, with an optional three-hour work-
shop on how to write a press release. Park
operators worked directly with CalARVC
publicist Jeff Crider, who interviewed each
park operator in front of their peers, and
then showed them how to write a press 
release concerning the topic they wanted 
to publicize. Attendees left the session 
with a draft of a press release as well as 

knowledge of how to write their own press
releases in the future.

“The reality is that as much as the media
have changed over the years, press re-
leases are still the primary tool people use
to communicate their story ideas to news-
papers, television stations, radio outlets,
magazines and online news sources,” said
Crider, who uses press releases to promote
camping and RVing in media outlets across
North America and who also works with
Woodall’s Campground Management as a
journalist.

Tuesday’s session included informal
briefings by half a dozen experts, who 
spent 20 minutes at each table briefing park
operators on specific topics that can either
help them improve their business or learn
how CalARVC is working to promote their
businesses on their behalf.

Experts included Tyler Campbell,
CalARVC’s social media consultant, who
talked about how to improve targeted adver-
tising using Facebook; Diane and Wes
Sanders of Pioneer RV Park in Quincy, who
provided information to attendees on how to
increase business with RV clubs; and Paul
Jensen, a San Jose-based attorney who
talked about RV evictions.

Tuesday’s session also included an after-
noon briefing by Ed Poole of Anderson &
Poole P.C., Attorneys at Law, who talked
about sub-metering of water and electrical
utilities and California’s solar initiative. WCM

Despite Drought, Calif. 
Rafting Campground Thrives

Like many of California’s Sierra Nevada
campgrounds, Frandy Park Campground gen-
erates most of its business from whitewater
rafting enthusiasts who stay at the park while
taking rafting trips on the Kern River. So it’s only
natural to assume that after experiencing the
driest Sierra Nevada winter in 500 years, Frandy
Park’s business would dry up as well.

But thanks to some creative marketing and
the addition of a couple of new attractions at
the campground, Frandy Park actually recorded
its strongest summer business ever this year,
the campground said in an announcement.

“Every weekend from July 4th to the second
weekend of August we were 100% full,” said
Frandy Park Campground Manager Beverly
Demetriff.

So what did Demetriff do to fill up a park
when there was little water in the Kern River?

“I told families that the river was so low that
their kids can go in and play in it,” she said,
adding that the normally dangerous river cur-
rents were nowhere to be found this year.

Demetriff also hired a couple of men
dressed in Western-themed costumes to give
horse-and-wagon rides on Saturday mornings
to people staying at the campground.

Demetriff also started offering Saturday
night outdoor movies, which provided great op-
portunities for old-fashioned family time. “We’d
start the movies as soon as it got dark,” she
said. These strategies paid off and word spread
quickly from family to family, through word-of-
mouth referrals. 

Looking to the future, Kernville has several
special events that will bring lots more people
to Frandy Park Campground in the coming
months, including a fall festival Oct. 23-25 and
Halloween weekend, when many of the houses
put up decorations for Halloween. The biggest
event, however, is Whiskey Creek Days, which
takes place in Kernville over President’s Day
weekend. The event includes live music and en-
tertainment, including Western-style shootouts.
“We’re already sold out,” Demetriff said. WCM

Georgia Campground
Rolls Out Big Changes

Calhoun A-OK Campgrounds
had its official ribbon cutting Oct.
22 in Calhoun, Ga., the Calhoun
Times reported.
Though the name is new to the

community, the business and its
owners are not. Aaron Walkover
and his wife, Mary Ann, have been
the owners of the campground for
10 years. Formerly a franchise of
Kampgrounds of America (KOA),
Calhoun A-OK Campground is
now an independent park. The
bright new sign, which incorpo-
rates a Volkswagen bus and hippie
theme, is bound to catch your 
attention.
Walkover said that he is excited

about the new website and reser-
vation system, which allows guests
to view available sites and choose
which they would like to reserve.
The family enjoys the commu-

nity in which they are located and
looks forward to many more
years.
The campground provides

propane to the community seven
days a week and has a swimming
pool that is open to the public
during summer. There is also a
venue on the property that hosts
many reunions, birthday parties
and weddings.
Walkover said that the camp-

ground also offers a place to vaca-
tion for Gordon County residents.
“We get a lot of people from Cal-

houn that will come out and either
bring their RV or rent the cabins or
lodges because they want to get
away for the weekend but they
don’t want to go away; it offers
them different scenery,” said
Walkover. WCM

www.muttmitt.com
http://southeastpublications.com
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New Hose Restrictor,
ask for the

“GATOR”!

NEW
PRODUCTS

Beats the
rubber donut

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

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

William Watts
1331 Hansberry Lane, Ormond Beach, FL 32174 

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

wwatts@gate.net

exclusive to the campground, RV park and re-
sort industry. It is the largest listing service for
campgrounds and related properties in the
United States and beyond.

Pelland Advertising, based in Haydenville,
Mass., has been working with the company,

Campground Connection Adds Automated Email Notifications
Following up on the launch of a new 

responsive website for The Campground Con-
nection in July, the company has added new
fully automated email notifications to its 
expanding package of services, it said in an
announcement.

Qualified buyers may now opt in to receive
daily email notifications of new park listings, as
well as modifications — such as price reduc-
tions — to existing listings. Buyers may specify
regions of interest, right down to the individual
state level, ensuring that they only receive 
notifications that match their chosen criteria.

This new service is the latest component
in The Campground Connection’s full package
of totally confidential, professional marketing
tools for campground sellers, brokers, and
buyers.

Based in Grandville, Mich., The Camp-
ground Connection is a full-service, voice-to-
voice consulting and marketing company

a division of Raindance Group Consulting,
since 2009 and implemented the latest round
of database development and mailing service
programming. For more information visit The
Campground Connection at thecampground-
connection.com or call 616-532-4835. WCM

Tahoe Campground 
Celebrates 40 Years
The Tahoe Valley Campground in

South Lake Tahoe, Calif., recently
celebrated four decades of local fun
with an official anniversary party
Oct. 22, the Tahoe Daily Tribune
reported.
As a year-round destination since

1972, it consistently draws a robust
summer crowd, according to resort
manager Duane Jakob. He was hired
in 2014 and currently resides on the
grounds in his own RV.
“During the summer we have all

types of activities, like a pancake
breakfast every Saturday and Sun-
day, arts and crafts and three live
music events over the season,” Jakob
said. “It’s so packed that it’s just wall-
to-wall people.”
Tahoe Valley Campground pro-

vides year-round camping options
for tent and RV campers at more
than 400 sites situated into four clus-
ters. During the spring and summer,
all four areas are open. One remains
open during the winter. The camp-
ground spans more than 60 acres
and includes a playground, a general
store, a laundry site and more.
According to Jakob, the initial 

vision for the campground included
an amphitheater and other visitor-
focused amenities.
“We hope that there will be some

inspiration toward that goal some-
day,” Jakob said. WCM

TV Show To Showcase ‘RV of The Year’
RVBusiness magazine, sister publica-

tion to Woodall’s Campground Manage-
ment, is partnering with Rollin’ On TV to
enhance the “RVBusiness 2016 RV of The
Year” awards with a half-hour TV show
showcasing the year’s winner not only to
the industry’s trade audience — as RVB
has done for several years — but also for
the first time to ROTV’s network of 32 mil-
lion consumer households that receive
the show weekly on cable and satellite TV.
A total of 350,000, on average, are regular
viewers.

“Rollin’ On TV,” the “No. 1 weekly RV
lifestyle program,” plans to begin spread-
ing the word regarding the awards show
the week of Nov. 2-6 over a syndicate of
stations including FOX, ABC, CBS, CW
and MY network affiliates and COX
Sports. Industry people will also see the
promotions at the Rollin’ On TV and
RVBusiness websites.

“Up until now this prestigious award
was kept strictly within the RV industry
community,” reported Jose Moniz, exec-
utive producer of five-year-old ROTV,
which operates out of both Massachu-
setts and Oregon. “Now, we will bring this
award mainstream to the general public
in much the same way as the ‘Motor
Trend Car of the Year’ is promoted in the
automotive arena. Bringing this award to
the general public will allow companies
with winning RVs to use the award as a
marketing and sales tool for the whole
model year.”

The program itself is being developed by
Moniz, creator and producer of the popular
weekly “Boating Today” lifestyle program
that aired from 2000 to 2008, and is being
co-hosted by Elkhart TV news personality
Allison Hayes and ROTV’s Jeff Johnston, 
a former Trailer Life and MotorHome

magazine staffer and current “face” of the
regular weekly “Rolling On TV” show.

“Having worked with ‘Rollin’ on TV’ over
the years and posting their shows on our
news site, this seemed like a natural thing
for us to do — to elevate the visibility and
impact of the annual ‘RV of the Year’ pro-
gram,” explained RVBusiness and WCM
Publisher Sherm Goldenberg. “So, now, in
addition to putting that unit on the cover of
our national trade journal, we’ll tur-
bocharge the whole promotion with na-
tional television exposure that’s good for
both the winners and the show’s sponsors,
all of whom can utilize the show throughout
the model year.”

Those sponsors include:
• Airxcel Inc., an iconic Wichita, Kan.-

based source of Coleman-Mach, Subur-
ban, MaxxAir and Marvair RV products

• Dicor Corp. of Elkhart, Ind., marketing
an array of OEM and aftermarket lines
under the Dicor, United Shade and Vixen
Composites brand names

• Cummins/Onan, the Minneapolis,
Minn.-based exclusive manufacturer of a
full range of Cummins/Onan mobile RV gen-
erators

• Thetford Corp., the Ann Arbor, Mich.-
based supplier of Thetford sanitation and
RV care products and Norcold refrigeration.

The “RVBusiness 2016 RV of The Year”
awards program, scheduled for production
in January at northern Indiana’s RV/MH
Hall of Fame and slated to premier the
week of Feb. 14 on TV and on the two com-
panies’ websites, will showcase three RV-
of-the-Year nominees before unveiling the
year’s top towable or motorized unit based
on RVB’s staff selections. And for the first
time, Rollin’ on TV will be presenting a spe-
cial “Truck Camper of The Year” award as
part of the show. WCM

Nebraska Campground Reopens
The Kansas Point Campground at

Nebraska’s Lake Maloney State Recre-
ation Area is open for camping now that
electrical upgrades have been com-
pleted, the Associated Press reported.
Crews replaced the original units that

were installed for the 56-site camp-
ground in 1983. The upgrades were
needed to provide uninterrupted serv-
ice to campers.
Each of the campground pads now

has 50-amp hookups for small and
larger RVs that use the popular camping
area. WCM

http:ownakoa.com
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Situated across the Mississippi River from St. Louis, the Casino Queen is a unique urban
campground that provides a wealth of onsite amenities and all of St. Louis’ attractions as
its backyard, plus a stunning backdrop — the city’s renowned Gateway Arch

CAMPGROUNDPROFILE

management. “They stay on it. People
always say how secure they feel here.
It’s a big city, but I feel like we have a
great security staff. Guests comment
time and time again on it,” 
The Casino Queen casino, across

from St. Louis’ renowned Gateway
Arch, opened in 1993 and added a new
$92 million facility in 2007. The RV
campground, which opened in 2002,
has 130 full-hookup pull-through sites
— some up to 70 feet long — adjacent
to the casino and hotel on a 70-acre
spread that sits on the east bank of 
the Mississippi River. There also is a
bathhouse and laundry facilities and a
convenience store.
RV park guests have full run of hotel

amenities — including the indoor pool,
workout facility and business center.
The casino also features a number of
restaurants, a deli and a sports bar.
And, of course, it has St. Louis as its

backyard. Cognizant of the wealth of
nearby attractions that help to keep 
its sites occupied, the Casino Queen 
offers a free sports van shuttle service
to and from Busch Stadium during
Cardinal games. 
The Casino Queen also offers 24-

hour security shuttle service to the
nearby station for the MetroLink, the St
Louis area light-rail system. MetroLink
provides transportation to the Cardinal
games as well as other destinations 
in the area including the Scotttrade
Center and Union Station downtown;
Forest Park, home to the St. Louis Zoo,
St. Louis Art Museum and the St. Louis
Science Center, which are free attrac-
tions. Foodies can enjoy the MetroLink
stop near St. Louis’ Central West 
End area.
And, of course, the Gateway Arch at

the Jefferson National Expansion 

Deana Larue

If there’s a stereotypical image of
camping, it revolves around being in
the Great Outdoors surrounded by
family, friends — and wilderness, 
perhaps even in the shadow of, say, the
majestic Tetons.
It’s a nice picture — but it’s not al-

ways possible to get away for the weeks

one might need to travel to such 
locales. For many guests the lure of
camping is balanced by the require-
ment of being back at work Monday
morning. That means spending as little
time as necessary traveling to reach a
destination. Then, too, it’s nice to have
a welcome outdoor environment to re-
tire to after spending the day visiting
the kind of amusements you can only
find in a major metropolitan area. 
That’s doubtless one of the major

reasons behind the success of the

Casino Queen RV Park, which shatters
the stereotypical view of an RV park.
About as “city-locked” as a camp-

ground can get, the Casino Queen’s en-
virons in East St. Louis, Ill., are just
minutes away from such visitor mag-
nets as Busch Stadium, the Edward
Jones Dome and the St. Louis Zoo —

but that metropolitan hustle ends at
the campground gates. And, while we’d
be remiss in not acknowledging the
reputation, deserved or not, of the St.
Louis metro area — and East St. Louis
in particular — as a “high crime area,”
that, too, ends at the park’s entry.
“We have a top-notch security de-

partment here, and we have a good
staff, a strong staff, and we are con-
stantly driving around, patrolling the
area,” said Deana Larue, director of
hotel operations and campground

Taking ‘Casino Night’ to a Whole New Level

Ample sunlight reaches the Casino Queen indoor swimming pool.

The St. Louis skyline frames a Missouri sunset across the Missippi
River from the Casino Queen RV Resort in East St. Louis, Ill.

Memorial on the Missouri side of the
river frames the view of the St. Louis
skyline from the Casino Queen
grounds, and is served by the first
MetroLink stop across the river, as is
the Laclede’s Landing area of the
downtown riverfront.
Despite recent negative national

headlines, the area remains a popular
destination for tourism, arts, culture
and history. The nearby Cahokia
Mounds State Historic Site is a Na-
tional Historical Landmark, while
across the river the St. Louis Cathedral
contains one of the world’s largest 
mosaics. 
In fact, the campground season was

extended two months in 2015 — from
early April to late October — to coin-
cide with the St. Louis Cardinals’ base-
ball schedule. 
“The Cardinal schedule definitely

impacts how busy we are,” said Larue.
“We are definitely busier whenever the
Cardinals are in town, and when there
are conventions we get people who
come out to the RV park all the time. A
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Campground Overview
Name: Casino Queen RV Park
Address: 200 South Front Street,
East St. Louis, Ill.
Number of Sites: 130 full-hookup
pull-through sites with cable and
wireless Internet
Physical description: 70-acre
Casino and campground in a
metro area but with plenty of 
grass and trees on site, play-
ground, view of the Gateway Arch
and downtown skyline and the
nearby Gateway Geyser
Season: April 1 – Oct. 31
Rates: Full hookups are $55. 10%
discount with AAA, FMCA, Good
Sam and military. Extended rates
available
Website: www.casinoqueen.com
Contact information: 800-777-0777

lot of people have requested us to stay
open later in the season because
they’re heading south. From ‘up north’
this is like a mid-way stop for them and
a lot people going to places like Bran-
son, Mo., stop here.”

Dan Doty, in fact, is one of those
Cardinals fans who is an unabashed
enthusiast of the Casino Queen RV
Park. “Hands-down, I wouldn’t do it
any other way if I’m going to a ball
game,” said the veteran camper from
Effingham, Ill., about 100 miles away.
Doty and his family travel in their fifth-
wheel. “Fifty dollars a night and they’ll
come pick you up and take you wher-
ever you want to go within the casino
property. By the time you get a motel
room downtown, pay to park…this is
the only way to go.” Traveling with his
wife and two sons, Doty also noted that
he felt very safe with the Casino Queen
compound.
According to campground Lead

Desk Clerk Sharhondia McMillian it’s
not just Cardinals fans who help fill the
facility. After all, the campground is
less than 10 minutes from Gateway
Motorsports Park, a stop on the
NASCAR Camping World truck series
circuit and home to many oval track
and dragstrip events. 
“The funny thing about the NASCAR

drivers is that a select number know
about this park and they’ll tell their
buddies,” he pointed out. “Their 
motorhomes are back here and they’re
kind of hidden where they know
they’re okay. So, it’s kind of cool to see
their cars come through here, see the
guys pull the cars out of the trailers and
clean them.”
Building the sort of reputation that

makes the Casino Queen RV Park a

popular stop for sports fans and
NASCAR drivers alike requires atten-
tion to detail.
That attention to visitors’ needs

starts from the very beginning. When
entering the campground during the
day, campers are greeted by McMillian
or another member of the staff. McMil-
lian has worked the campground for 10

years and has established relationships
with many visitors. “I was so excited to
see our first camper come in this
spring,” said McMillian. “Her name is
Linda. We are really, really, really close.
She was running in, as her husband
was pulling up in their fifth-wheel, say-
ing ‘I miss you! I miss you!’ I mean, I
enjoy it, I really enjoy seeing people,
making them feel comfortable.”
The safety of the park is under-

scored, in fact, by the realization when
looking around that the park is staffed

almost exclusively by women. “We’ve
always worked with women; I don’t
think I’ve ever had a male staff person
since I’ve worked here,” noted McMil-
lian. “Security is always nearby, you see
them all the time. As a matter of fact,
they call back here frequently just to
check in. I’ve never felt uncomfortable
with the timing of the day or night. I get

out, personally, and just walk just to
make sure that everything is okay, that
every sewage port has a cap, the elec-
trical boxes are nice and intact. Then I
become personable with a lot of peo-
ple. I can call some people by name,
and with some long-term repeat guests
I’ve watched their children be babies
and then grow up.”
“When you are on River Park Drive

(en route into the park) immediately I
am able to see you,” she added. “When
you get here, if you miss that turn, if
you get on that main parking lot, secu-
rity is immediately notified that we
have an RV on the casino parking lot.
Our surveillance is great, they see
everything.” That allows casino staff to
help direct RVers back into the park.
Larue says after-hour arrivals are

likewise greeted immediately. “As soon
as they pull on the grounds, one of our
security vans will pull in right behind
the RV and they’ll walk them through
the check-in process. I mean, they’re
guest service agents as well. It’s 
real easy to check in, you just fill out a
form and park your RV and pay in the
morning.” 
Employee commitment to customer

satisfaction is enhanced by the fact the
Casino Queen RV Park is part of the
country’s only employee-owned
casino. As such, the nearly 600 employ-
ees have a vested interest in their 
customers. “Profits generated by the

Casino Queen now stay in the commu-
nity and directly benefit our work-
force,” President and General Manager
Jeff Watson said. “This further moti-
vates our staff to take ownership of
their positions — and will continue to
enhance guest experiences.” 
With St. Louis sitting on the historic

Route 66, the Casino Queen RV Park is
in a good location to capitalize on the
tourism that comes along with that.
“One thing that surprised me when I
started managing the RV park is how
many people from overseas come in
and do Route 66,” Larue said. 
To promote the RV park, Larue

noted that the campground utilizes a
number of social media sites — includ-
ing Facebook and its own website — as
well as an affiliation with the Good
Sam network. The Casino Queen web-
site also was recently updated to show
availability in the RV park even when
the adjacent 157-room hotel is full.
While the concept of a tree-lined

campground seems incongruous in the
midst of a major metropolitan area,
that’s exactly the picture of the Casino
Queen’s park. In fact, the campground’s
staff has even had to trim back on some
of the tree-lined sites to make the loca-
tion more hospitable. In response to
customer requests, half of the sites have
been cleared of trees. “Our customers,
especially those with the bigger rigs,
were concerned about the trees brush-
ing up against their units, so we 
removed some trees to make both clear
site and tree sites available,” LaRue
said.—Shawn Spence   WCM

The park has plenty of trees, despite its definite urban setting.

The Casino Queen is an employee-owned
gambling establishment, hotel and RV park.

The playground in the RV park has a great view of the Gateway Arch across the river.

The sports shuttle helps get guests from the Casino Queen property to nearby sporting
events, and easy access to the light rail is a convenience for guests, too.
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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!

Food Options —from page 17
TREND VIEWS

Can Dynamic Pricing Maximize
Revenue at Your RV Park?

Linda Profaizer & Kathy Palmeri

Is it better to give every guest $5
when they come into your park on a
busy day, or take that $5 for your park
and help to maximize the revenue from
your sites? If that takes much thinking
on your part, then the concept of dy-
namic pricing maybe isn’t for you.
Simply put, dynamic pricing is a pric-

ing strategy in which you set flexible
prices for your sites (cabins and RVs)
based on demand. It is sometimes
called yield management. It has been a
very common practice for airlines and
hotels for years. 
This same concept pertains to RV

parks and campgrounds. There are
parks out there that are using dynamic
pricing and more will as the reservation
management systems build dynamic
pricing into their models, making it easy
to establish pricing based on certain 
criteria established by the park.
Over the years, this concept has been

discussed by park owners. Typical re-
sponses have been that this is not “fair”;
customers will complain; or “I don’t want
to gouge the camper.” We have been
camping for 40+ years and I have never
had anyone sit down at the campfire and
discuss how much they were paying for
their site. We were enjoying the experi-
ence too much to think about that.
Dynamic pricing isn’t something that

you do if the demand for your park isn’t
there. But if you are full at certain times
of the year, your park is a candidate.
Would you expect to pay the same rate
at a hotel on the weekend as the week-
day?  The answer is “no” and this should
also be true at a park.

Joe Moore, who formerly managed
The Vineyards Campground and Cab-
ins in Grapevine, Texas, put dynamic
pricing into practice at his park in
March and ending in October of 2014. 
“It’s a matter of educating guests

about the sliding scale of supply and de-
mand. It won’t be easy, but someone has
to start,” he said. “Someone had to
begin the now fully accepted practice of
charging for extra people in a camper or
guests who come into visit campers.
That’s no different that someone begin-
ning dynamic pricing.”  
Many parks now charge extra for hol-

iday weekends or high season, which is
a form of dynamic pricing that is com-
mon among parks with high occupancy.
Moore continued, “It will eventually be
accepted, but not everyone will use it,
just as everyone doesn’t charge for extra
guests on a site or for visitors. I think a
park should consider utilizing this prac-
tice if there is a supply-and-demand
issue. If a park is not experiencing high
demand and not filling up all sites, then
the practice of dynamic pricing could
further push people away. But for most
parks, during the busiest months of the

year where all sites are full, dynamic
pricing could bring in some additional
revenue to help with extra summer staff
or give park owners the ability to add
new amenities to benefit their guest.”
The Vineyards’ rate adjustments were

triggered by a percent occupancy and
rates were adjusted by a dollar amount.
Both cabins and RV sites were used in
the system but each had unique trigger
percentages and price adjustments.
Moore estimated that the program
would generate about $5,000 to $7,000
per year in additional income.

Kristen Fandrey, brand manager of
Cruise Inn RV Parks and Cabins, said
that Cruise Inn recently instituted dy-
namic pricing as requested by four of its
member parks. Three of them increased
income by $1,000 in a week due to the
dynamic pricing model the parks chose
to institute and the fourth increased by
$600 in 10 days. 
Fandrey discussed that there was

some concern on the part of the parks
regarding guest complaints about the
pricing. “Granted,” she said, “the prac-
tice hasn’t been in effect very long but
there has been only one complaint from
a guest about the rates and then he still
booked regardless.”

Diana Spezman, technology and
training manager for Cruise Inn, said she
trains support staff to handle reserva-
tions by saying “if you book with us right
now I can lock in this rate.” Most people
are used to hearing those words, but
most parks aren’t used to saying them. 
If someone calls in two weeks later to

book a site and says the rate was
cheaper two weeks ago, the staff is
trained to say something like “the sites
we had available at that price were sold
out but I can lock you in right now at
today’s rate.” This implies that the rate
may change again later.
You can set dynamic pricing to kick in

when your entire park reaches a certain
occupancy percentage, or perhaps a
better approach is to set it to kick in
based on occupancy percentages for
each type of site. You can also use dy-
namic pricing to offer special discounts
that can help you fill your sites or cabins
at the last minute. And you should tear
up your rate sheets and state “rates are
from $XX” rather than listing rates.
Talk to your technology provider

about the availability of your system to
handle dynamic pricing easily. If they
can’t do it; wait until they can or go
shopping for a new system that can.
With the additional money you’ll make
with dynamic pricing, you can pay for
the upgrade.

Kathy Palmeri and Linda Profaizer
are directors of business development
for Cruise Inn RV Parks. Palmeri has
been a member of a variety of local,
state and national boards during her
years in the industry dealing with a
wide range of tourism entities and is-
sues. In the industry more than 40
years, Profaizer is the immediate past
president of the National Association of
RV Parks & Campgrounds (ARVC). You
can contact them at kpalmeri@crui-
seinns.com or lprofaizer@
cruiseinns.com   WCM

focus of ours. I think genuine Broaster
chicken in particular stands out in that
arena because it revolves around leisure or
vacation activity, things you don’t normally
do in everyday life. Pressure-fried chicken
is a comfort food, something a little indul-
gent and not something you do often in your
home kitchen. So it fits well within those
venues.”

Vendette also pointed out that Broaster
kitchen equipment does well in parks be-
cause of the relatively small footprint of the
company’s pressure fryers and the versatil-
ity and quality it provides. 

“Our equipment can cook many, many
things, so because of the way it processes,

there’s no flavor transfer through the oil,”
Vendette said. “You can cook fish, pork
chops, chicken, shrimp, potatoes…and 
you don’t get any flavor transfer between
foods. So the equipment is very flexible and
I think that really appeals to parks and
campgrounds.”  

On the footprint side, Vendette said the
three models of Broaster pressure fryers
provide a depth similar to a conventional
stove but with widths of 16, 18 or 24 inches. 

“They can pump out a tremendous
amount of chicken, or any product really, in
those limited amounts of space,” he said.
“They also cook much faster than open 
fryers, up to three times faster. A full load of
chicken in our machine takes 9.5 minutes to
cook; in an open fryer that might take 20
minutes.”

For its part, Hidden Valley RV Resort
went in on a Broaster pressure fryer and 
offers Broaster chicken as an option in the
Snack Attack Shack. 

“We do get some of our supplies through
Broaster and they have a premium product,
so it sells for a bit more — but everybody
rants and raves about it,” Kersten said. 

Regardless of the size of the operation,
and whether it provides a handful of fast
food menu items or a gourmet, five-course
experience, there were no dissenting opin-
ions among those we spoke with when it
comes to the added value that food service
provides.

“If you can give people a good eating ex-
perience, that’s something that stays with
them,” said Owen at Pechanga Resort. “But
it can backfire if you have a negative cus-
tomer reaction. If someone walks away
with a bad experience, they’re going to tell
10 people. If they come away with a good
experience, they’re only going to tell one
person — but you can build a solid business
one person at a time.”—Ty Adams WCM

Roaster’s chicken equipment provides a
simple way to offer popular comfort food.
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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

Giant Redwoods RV Park & Campground, 
Humboldt County Redwoods State Park
353 RV & 24 Tent Sites on the Eel River on
the Avenue of the Giants Highway
Newly Renovated, Low Rates, Upside
$1,625,000, 8.9% Cap Rate, 17% Cash Flow

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

NOVEMBER

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

Smart Operations —from page 23RV Parks Win —from page 6
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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

JANUARY 2016

31-Feb. 2: Carolinas Association 

of RV Parks and Campgrounds
Conference and Expo
Beach Cove Resort and 
Conference Center
North Myrtle Beach, S.C.
Contact: Dana Gabriel, 
803-568-8892, 
carvcmgmt@outlook.com

FEBRUARY 

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

Manufacturers of Quality Recreation FUNniture
www.ParkEquipment.com

1-800-376-7897
2061 Sulphur Springs Rd

Morristown, TN 37813

your new prospects as immediately
as possible. If you have asked them
— and they have provided — their
preferred means of contact, use that
avenue for your follow-up.
There you have it. Attend the fall

conventions, take notes to best pre-
pare for the winter camping shows,
do some basic research to choose
what are likely to be the most pro-
ductive venues, be prepared for your
booth space to stand out from the
others, then be prepared to engage
people in the friendliest manner pos-
sible. Give them your literature,
gather their contact information,
and follow up. Taken all together, this
is one of the best formulas for suc-
cess when it comes to increasing
your occupancy rates next season.

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

or more of dust.
Deer Valley area businesses had also

written to city officials complaining
that their employees were calling in
sick as a result of the fumes and dust
from the Green Earth facility. Local RV
park residents complained they could-
n’t take walks, sit on their porches or
enjoy other outside activities because
of the fumes and dust. Some RV park
residents who signed the petition also
said they have had to seek hospital
treatment as a result of the fumes and
dust.
Bryn and other Deer Valley business

operators said they are relieved that
Green Earth has been ordered to shut
down its mulching operations.
“We’re all doing the happy dance,”

said Diana Ellis, resident manager of
Phoenix Metro RV Park. “We are telling
people it’s safe and to come on home.”
Green Earth had been operating a

mulching business in violation of local
zoning regulations and without a use
permit since March of 2014. The city of
Phoenix denied the company’s request
for a three-year temporary use permit
on July 8. Green Earth subsequently
appealed.
But Green Earth failed to convince

Alan Stephenson, director of planning
and development for the city of
Phoenix, who wrote a letter to Green
Earth’s attorney on Sept. 30 stating that
the business was not meeting the city’s
regulatory requirements and that 
it was causing “an adverse impact” 
on property and persons in the Deer
Valley area.
Bryn, for her part, said she supports

green businesses and takes great pride
in operating Desert’s Edge as an envi-
ronmentally friendly business. But she
said Green Earth needs to conduct its
mulching operations in a remote area
away from people. WCM

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



