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Parks like Lake George RV Park in New York find that catering to pets can help
pet owners feel welcome as well as boost revenue. Photo courtesy Lake George.
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Almost lost in the recent wave of national news was the sad story
of 10-year-old Blaike Glassburn, a Mishawaka, Ind., youth who
lost his life early on the morning of Tuesday, June 14, while tent
camping with his family at Indiana Beach Boardwalk Resort in
Monticello, Ind.
It was a rare set of circumstances — some would call it an act of

God — that took the youngster’s life when lightning from an ominous
thunderstorm hit a tree above him, dropping a large branch onto his
tent at the 90-year-old park along Lake Shafer in northwest Indiana.
Emergency medical responders arrived about 8:30 a.m., and Glass-

burn, described as a happy kid who loved school, was pronounced
dead shortly thereafter at a local hospital. A couple of memorial vigils

followed attended by local folks and representatives of Indiana Beach, a 90-year-old park reportedly
experiencing a renaissance of sorts right now under the new ownership of Apex Parks Group.
And while the sad incident tugged at the heartstrings of anyone who heard about it, as did a

similar July 10 incident involving two tent-camping boys seriously injured by a fallen Cottonwood
tree at Lakeside RV Campground in Provo, Utah, the whole episode also reminded many of us
business owners of the unpredictability of phenomena like this. It was, in short, a businessman’s
nightmare, but, more than likely nothing that could have been realistically prevented.
“We do have professional arborists who come in and make assessments for us and determine

which trees should be taken down,” Indiana Beach Marketing Director Don Hurd told television 
station WLFI. “So, as far as we know, it was not one that was missed. It just happened to be an 
unfortunate incident that happened.”
“Your heart breaks for that family,” said Jeff Sims, director of state relations and program advo-

cacy for the Colorado-based National Association of RV Parks & Campgrounds (ARVC), whose
family ran Compton Ridge Campground in Branson, Mo., for 40 years before selling it in 2007. “No
matter how you look at it, it’s a tragedy. And a park operator may well have done everything right,
but those types of acts of God are totally beyond anyone’s control. You care about these people
(guests), and you want to ensure their safety in every way that you can, and there are circumstances
like this that are totally beyond your control. That doesn’t make it any easier for you, though.”
Aside from communicating with insurance carriers, added Sims, you can police your own

grounds and hire professional arborists. You can do everything right. But it’s statistically, mathe-
matically and realistically impossible to proactively eliminate every threat — certainly not enough
to know where lightning is going to hit. “There is no one with that capability to my knowledge,”
said Sims. WCM

Indiana Beach Tragedy was an ‘Act of God’
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ESCAPE Homes announced that it
has introduced “Test Stay Vacations,"
providing folks with the opportunity to
try out tiny home living by booking
overnight and extended visits. 
“Consumers test drive a car before

purchasing it,” said ESCAPE Homes
founder Dan Dobrowolski. “Why
shouldn’t they have the option to ‘test
stay’ their home, too?”
Guests can slumber in the northwest

woods of Wisconsin in an ESCAPE
Classic, sleep near the harvest of 
an Oregon vineyard in an ESCAPE 
Vista XL and rest near the excitement
of downtown Atlanta in an ESCAPE
Traveler.
Each opens the door to what 400

square feet or less of ESCAPE tiny-
home living feels like, including
panoramas of windows that draw the

ESCAPE Homes Introduces a ‘Test Stay 
Vacations’ Program for Potential Buyers 

Campers can contribute reviews, 
photos and videos to The Dyrt’s database
of 17,000 campgrounds. Long and Smith
were inspired by their own difficulties
searching and vetting campgrounds 
online.

“Our goal is to crowdsource a picture
and video of every campground in the
U.S.,” said Long. “The No. 1 problem with
looking for a campground is you can’t
see what it looks like — very limited pic-
tures and reviews from local experts. It’s
essentially like picking a hotel room 
online and you can’t even see what it
looks like. You’d never do that.”

Long believes that Millennials are key
to reaching that goal. A 2013 report from
The Outdoor Foundation revealed nearly
30% of campers were between the ages
of 18 and 24. The Dyrt wants to leverage
that interest in the outdoors and 
the smartphone habits of Millennials to
build a comprehensive database of
campgrounds. WCM

Startup ‘The Dyrt’ Aiming at Millennial 
Campers with Park Reviews, Contests

If the success of
services like Yelp,
Wikipedia, and
YouTube proves one
thing, it’s the power of
user-generated con-
tent, GeekWire.com re-
ported. But actually
getting enough data
from users to provide
a useful tool is no
easy feat.

Portland, Ore.,
startup The Dyrt is
launching with a unique strategy to com-
pel users to submit content, targeting
tech-savvy, always-on Millennials. In
June, The Dyrt launched a campground
search platform — “think Foursquare for
camping,” said CEO Kevin Long. He and
Sarah Smith, his co-founder and wife,
decided to beef up the site’s reviews and
photos by turning the experience into a
game.

The Dyrt is holding competitions in
each of the 50 U.S. states to encourage
users to add reviews and photos. Each
state has its own leaderboard, which
users can climb by submitting reviews,
images and sharing the site with friends. 

“We don’t have some giant marketing
budget that’s getting this out there,” said
Long. “This is all viral gamification 
because people get extra points for shar-
ing it. Their friends see it and then their
friends start playing. Every single week
we’ve been seeing reviews pick up
faster and faster.”

outdoors in; calming, open floor plans;
full working kitchens and baths; and
soothing sleeping quarters.
Current ESCAPE Home test stay 

vacations include:
• ESCAPE Classic at Canoe Bay in

Chetek, Wis.
• ESCAPE Traveler at Georgia Tiny

Rentals in Atlanta, Ga.
• ESCAPE Vista XL at Arcane Vine-

yards in Salem, Ore.
ESCAPE Homes were inspired by the

distinct architectural style of the cot-
tages at Canoe Bay, Dobrowolski’s 300-
acre resort in northwest Wisconsin.
“People liked the peaceful, prairie-style
design so much that I set out many
years ago to try to figure out a way to
make them available to anyone,” said
Dobrowolski. “The only way to do that
was to make them portable.” WCM

CalARVC Expands Member Benefits Program, Makes
Concurrent National ARVC Membership Optional
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utilize ARVC mem-
bership to their ad-
vantage, most do
not, and the
CalARVC board
decided to allow
their members to
choose which
membership op-
tions benefit their
park.”

CalARVC will
also be restructuring its extended-stay 
membership category. “A segment of parks in
California are moving to more residential and
extended-stay guests and away from traditional
overnight and weekend campers,” Sipe 
explained. Qualifying parks may choose to opt
out of the marketing benefits including the
Camp-California! Guide and website.

Combined, they’re significant moves for the
state with the largest RV park sector in the 
nation, according to a study released in June by
RVIA. California’s parks exert a $656 million 
direct economic impact on the state, employing
6,302 people and generating $302.2 million in
payroll.

Sipe added that all of the changes CalARVC
is making are in response to feedback the 
association received from its membership.

The California Association of RV Parks and
Campgrounds (CalARVC) is expanding and 
restructuring its member benefit program in 
response to feedback from park operators
throughout the state by adding more services
and making membership in the national associ-
ation optional, the association’s leadership 
announced.

As of July 1, CalARVC members gained 
access to significantly more legal resources,
including a free legal hotline and free eviction
forms.

CalARVC will also ramp up its legislative and
regulatory oversight as well as its joint market-
ing efforts with ReserveAmerica and the Recre-
ation Vehicle Industry Association’s (RVIA’s)
California RV Show in Pomona.

At the same time, CalARVC is changing its
membership requirements for the 2016/2017
membership year. The CalARVC board voted to
make it possible for parks to join CalARVC with-
out having to also join the National Association
of RV Parks and Campgrounds (ARVC).

“With CalARVC focusing clearly on Califor-
nia-specific issues and benefits and ARVC fo-
cusing on national issues and purchasing
programs, we believe that each association
provides excellent value to our membership,”
said Debbie Sipe, CalARVC executive director.
”However, while many CalARVC members 

‘While many CalARVC members utilize ARVC membership
to their advantage, most do not, and the CalARVC board 
decided to allow their members to choose which membership 
options benefit their park,’ said CalARVC’s Debbie Sipe.

Occupancy at
the 490 camp-
grounds across
the Kampgrounds
of America Inc.
(KOA) system in
North America
was up 17.2%
over the Fourth of

July holiday weekend, according to an
announcement from KOA.

Camping occupancy at the 31 KOA
campgrounds in Canada over the July
1-3 Canada Day holiday weekend was
also up 13.5%.

The two holiday weekends continue
the trend of record-breaking results in
2016 for KOA. So far in 2016, KOA camp-
grounds have exceeded occupancy 
results for every major holiday or event,
including KOA Care Camps Big Week-
end in May, Memorial Day Weekend
and Father’s Day Weekend.

Advanced reservations for Labor
Day Weekend 2016 are also currently
running ahead of 2015 totals for the
same time period.

KOA’s regional increases for the
Fourth of July Weekend include:

• Mid Atlantic Region - 21.8%
• North Central Region - 16.9%
• New England Region - 21.5%
• Northwest Region - 16.4%
• South Central Region - 9%
• Southeast Region - 19%
• Southwest Region - 13.3% WCM

KOA Reports July Fourth 
Occupancy Surges by 17%

“We conducted an extensive survey of our
members last year to pinpoint the benefits they
use and need most as well as the issues that are
most important to them,” Sipe said.

That in-depth survey made something clear
to CalARVC leadership, Sipe told Woodall’s
Campground Management: “We saw how low
of participation our membership had with ARVC,
so we made it optional.” 

That means that in January, CalARVC is likely
to not be an ARVC-affiliated state, which 
requires 100% of state association members to
also be members of the national association. In
fact, Sipe said that CalARVC may not meet the
“Cooperating State” threshold for ARVC next
year, which is 80%.

However, that doesn’t mean the state asso-
ciation is dropping contact with the national
group. Unlike other states that have disaffiliated
with ARVC and stopped collecting dues on 
behalf of the national group, CalARVC’s dues
form will still offer members the chance to opt
into ARVC, Sipe pointed out.

Sipe also said CalARVC will continue to 
promote ARVC as a strategic alliance partner
because of the significant discounts it provides
on various products and services, its education
programs, as well as its national government 
affairs work on behalf of campgrounds, RV
parks and resorts.

“I applaud CalARVC for following the lead
created by the ARVC board earlier this year to
give members choice. The new structure we 
developed was purely to provide flexibility for our
members,” ARVC President Paul Bambei said.

Ultimately, Sipe said, the survey helped
CalARVC – continued on page 6

Debbie Sipe
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In early May, Mary Arlington em-
barked upon an ambitious journey to
visit almost every campground in Col-
orado to talk to the owners about the
state’s camping association. 

As the newly appointed executive di-
rector of the Colorado Campground
and Lodging Owners Association
(CCLOA), she wanted to meet mem-
bers and nonmembers alike. But she
also had a mission — to convince the
nonmembers to join the association.
“CCLOA experienced some restruc-

turing in recent years, and I didn’t think
all campground owners truly under-
stood all the things the association

Ambitious Tour of Colorado Campgrounds 
Reaps Benefits for CCLOA Membership

‘The opportunities for one-on-one meetings in parks really
helped me better understand the issues they face and how
CCLOA can do a more complete job of serving owners and
promoting the facilities and services the campgrounds pro-
vide,’ Mary Arlington said after her seven-week excursion.

The California Association of RV Parks and Campgrounds
(CalARVC) is gearing up for its Fall RV Park Getaway, which this
year happens at the Crestmore Manor mansion next to Rancho
Jurupa Park in Riverside Sept. 27-28.

The event is an important one, said CalARVC Executive Direc-
tor Debbie Sipe. “From an RV Park Model Factory Tour to key 
industry experts and pertinent topics and finishing with a custom
campfire program, you won’t be disappointed,” Sipe said.

The event starts Sept. 27 with a Silvercrest Homes factory tour,
and the following morning a to-be-announced representative for
Cavco Industries, will be the first guest speaker, addressing tiny
homes and the RV industry.

Gage will be followed by Erika Pickles with the California
Chamber of Commerce, who will address the state’s move to a
$15-an-hour minimum wage and changes to federal overtime
rules and how those address RV park operations.

The afternoon will feature “ask the experts” roundtable 
discussions with:

• John Pentecost with Hart King will allow guests to “Ask the
Attorney.”

• Tyler Duffy with Campground Automation Systems will talk
about dynamic pricing strategies.

• Skip Waisner with Reserve America will offer information on
how to connect with state park campers.

• Deb and Mark Kohls with Merchants Choice Payment Solu-
tions will address “Lease or Buy and to Debit or Credit or Not.”

• Mari Dudash with CalARVC will detail access to free legal
forms and CalARVC’s legal hotline.

• A speaker from HRCalifornia, California Chamber of 
Commerce will provide “Three Tips for Firing Employees.”

• Margie Valdez with Riverside County Parks on “Creating
Campfire Programs” (and attendees can stay through the day and
see Valdez in action during the evening campfire).

The event will wrap up with a special dinner in the Louis 
Robidoux Nature Center and then the campfire with Valdez.

For more information or to register, visit CalARVC.com. WCM

CalARVC Sets Sights on Fall RV Park Getaway

bling to ready their parks for the up-
coming season. As a result, Arlington
shifted her strategy to one-on-one
meetings at the campgrounds.
“When I arrived at the parks, many

of the owners were so hospitable. They
invited me to sit down and chat about
life, the association and the outdoor
hospitality industry in general,” she ex-
plained. “That slowed me down consid-
erably for reaching the number of
campgrounds I hoped to visit. But, the
benefit was that I was able to develop
some very strong relationships with
some very committed owners.”
When Arlington parked the car at the

end of the tour June 17, she had put
7,000 miles on her car and visited just
shy of 238 campgrounds — in 45 days.
For a variety of reasons, she missed
about 75 parks and hopes to catch up
with them someday soon. 
She was inspired to launch the tour

after disappointing attendance by non-
members at the association’s annual
convention in March where she hoped

to meet many Colorado campground
owners and members. When only a few
current members participated in the
meeting, Arlington realized the timing
might not be ideal. After all, it was still
winter and many campground owners
who have homes in warmer climates
don’t generally return to their parks
until the latter half of April. 
Meeting owners on their property

served as a significant perk for the
campground, the relationship and
CCLOA’s mission, Arlington believes.
She was able to experience each facility
to experience its unique personality
and learn what works and where the
owners could use some help. 
“The opportunities for one-on-one

could do for them,” she said. 
The trip was expected to end by Me-

morial Day, but when that date rolled
around, Arlington and the CCLOA
board realized she still had work to do
— so she stayed on the road again for
an additional three weeks. 
Arlington is grateful for the compa-

nies that stepped up to sponsor the
tour and keep her on the road longer
than anticipated. They included the
National Association of RV Parks and
Campgrounds, Vista Works, Pelland
Advertising, Back To You Marketing,
Active Network/Reserve America, and
The Campground Connection.
“Campground owners, both mem-

ber and non-member, also sponsored
the tour by providing lodging either in
their home, in a cabin, or in an attached
motel, and quite a few also kept me well
fed,” she noted. “We could not have
done the tour without the generous
support of many people.”
Originally, the plan called for her to

host town-hall-type meetings in many
local communities hoping that camp-
ground owners would be able to attend.
However, many of the campgrounds
were closed or the owners were scram-

Mary Arlington and June Alexander pause at Alexander's park, Canyonside Campground.

Mary Arlington

Craig Williams at Ute Bluff Lodge in South
Fork was one of Arlington’s hosts.

Colorado Campgrounds – continued on page 24

Eight more campgrounds have achieved
perfection during their 2016 Kampgrounds
of America Inc. (KOA) quality reviews, KOA
said in an announcement. 

A total of 13 KOA campgrounds have
now achieved a perfect score of 600 during
the 2016 KOA quality-review process. Each
year, KOA’s quality-assurance teams travel
North America, reviewing processes and
working with owners and managers at the
490 KOA locations to improve their parks. 

“Receiving a perfect score of 600 points
on the annual quality review is no small
feat,” said KOA Director of Field Services
Fred Prichard. “The review is very detailed
and rigorous, and only a very small group of
campgrounds can achieve perfection.” 

The points-based review is designed to
recognize KOAs that have clean facilities,
professional operations and proven rein-
vestment in their campground. 

“The more a campground has to offer,
the more points they will earn,” Prichard
said. 

Key areas of the review include brand
support, guest service, store and registra-
tion areas, laundry, recreation programs,
restrooms, grounds and buildings, camp-
sites, cabins and premium amenities. The
600 points are awarded in these areas, with
an emphasis on great guest experiences. 

The eight campgrounds recently achiev-
ing perfect-score status include: 

• Chautauqua Lake KOA Holiday in New
York, owned by Bill and Anita Perry.

• Fancy Gap/Blue Ridge Parkway KOA in
Virginia, owned by Mark and Cheryl Man-
ning.

• Polson/Flathead Lake KOA Holiday in
Montana, owned by Paul and Carlisa Lon-
don.

• Herkimer Diamond KOA Resort in New
York, owned by Dr. Renee Scialdo Shevat.

• Manchester KOA in Tennessee, owned
by Jerry and Barbara Dale.

• West Glacier KOA Holiday in Montana,
owned by Greg and Theresa McClure.

• Denver West/Central City KOA Holiday
in Colorado, owned by Chuck and Leza
Spencer.

• Shelby/Mansfield KOA Resort in Ohio,
owned by Gary and Vickie Cole. 

Those eight join five other KOAs that had
achieved perfect scores earlier this year, in-
cluding the San Diego Metro, Calif., KOA;
Wellington, Kan., KOA Holiday; Wilmington,
N.C., KOA Holiday; Orlando SE/Lake Whip-
poorwill, Fla., KOA Holiday; and the Spring-
field/Route 66, Mo., KOA Holiday. WCM

KOA: Another 
Eight Locations Net

Perfect Scores

www.minigolfinc.com
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Charlie’s Bark Park is a big draw for Lake George guests.

http://www.go-usg.com
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CalARVC —from page 3

represented by the emerging Millennials.
According to the profile, “These young

consumers are highly educated, career-
driven, politically progressive and–despite
popular belief–do indeed develop strong
brand loyalty when presented with quality
products that demonstrate a social 
conscience consistent with their own.”

Other trends covered in the report include:
• While RV ownership does increase as 

income grows, the average household 
income was only slightly above median for all
households underscoring that the RV market
is accessible to all income groups.

• The typical RV owner is 48 years of age
and has been consistently measured at this
level for the past four decades. The fact that
the average age for RV ownership hasn’t in-
creased as rapidly as all households implies
that owners today are comparatively younger
than in the past. Importantly, those aged 35 to
54 years have remained the fastest growing
age segment bringing new cohorts of Gener-
ation X and eventually Millennials into the RV
market. 

• The consolidation of manufacturers con-
tinued to benefit the state of Indiana with the
Hoosier State once again being the leading
producer of RVs in 2015 by a wide margin.
Today more than 8 in 10 RVs shipped in North
America are made in Indiana. Oregon was
the second highest producer with 5.1% 
of total production followed by Michigan, 
California, and Iowa.

• According to RVIA’s survey of RV manu-
facturers the East North Central region was
again the top regional destination with a
14.3% share of all new vehicle shipments
while Texas remained the top state with a
7.95% share. WCM

RVIA’s ’15 Profile of the RV Industry Tracks Robust
Growth, Trends as RV Shipments Soar to 374K Units

Also of note, the RV market maintained an
upward trajectory from start to finish, opening
with a 7.9% year-over-year increase in the
first quarter — representing the best total
since 2006 – and closing out 2015 with a 4.6%
fourth-quarter gain. It marked the second
year in a row fourth-quarter shipments —
traditionally the weakest period — exceeded
the third quarter, indicating a move toward a
less seasonal, year-round sales cycle.

Towables, driven by conventional travel
trailers, continued to power the industry as
shipments to retailers improved in 2015,
climbing 4.5% over the previous year to
326,936 units representing 87.4% of all RVs.

On the motorized side, wholesale ship-
ments of all categories grew by 7.6% in 2015
to 47,310 units, the sixth consecutive yearly
increase and the best motorhome total in
eight years. Motorhome shipments repre-
sented 12.6% of all RV shipments in 2015, the
largest share since 2007.

All three motorhome categories partici-
pated in the gains with Class C motorhomes
finishing as the largest motorhome category
rising more than 3,000 units to reach 22,068
for the year, a 15.8% growth over totals one
year earlier.

In a breakdown of consumer demograph-
ics the report showed that while Baby
Boomers continue to rank as the industry’s
core market, the industry needs to stay 
in step with the tendencies of younger 
generations, most notably the sheer numbers

The Recreation Vehicle Industry Associ-
ation (RVIA) recently released its “Industry
Profile 2015” detailing a wide range of trends
and statistical compilations that offer
poignant insight into the ever-evolving 
marketplace.

Of key importance, the year extended the
industry’s robust growth since emerging from
the recession, charging to its best perform-
ance in nine years with shipments reaching
374,246 units representing a total value at 
retail of $16.5 billion — up 7.2% from nearly
$15.4 billion in 2014.

The RV market maintained an upward trajectory from 
start to finish, opening with a 7.9% increase in the first 
quarter and closing out with a 4.6% fourth-quarter gain.

CalARVC’s board focus its efforts in other ways,
too. “We  developed a strategic plan to provide
services and resources that are most important
to our members” — with the new legal benefits
being key. In addition, new CalARVC benefits
will include:

• A free legal hotline. CalARVC has assem-
bled a group of attorneys with expertise in RV
parks, including RV park occupancy law; Spe-
cial Occupancy Parks Act Title 25 Regulations;
the California Health & Safety Code; and Amer-
icans with Disabilities Act (ADA) guidelines.

• Free eviction forms.California has some of
the most onerous eviction requirements in the
country. CalARVC has developed over twenty
different forms to assist parks with the eviction
process.

• Increased legislative and regulatory over-
sight. CalARVC will be increasing its presence
in Sacramento with its lobbying firm, Edelstein,
Gilbert, Robson and Smith, which will also
monitor every piece of legislation affecting Cal-
ifornia park owners. CalARVC is also planning
to recharge its REC PAC political fund to raise
the association’s profile with California’s newest
legislators. Additional funding will also be 
provided to CalARVC’s Pioneers’ Fund, a legal
defense fund created to assist parks facing
precedent-setting challenges.

• New CalARVC.com. CalARVC has greatly
expanded the “RV Park Resources” section of
the website, providing a members-only section
with information on RV park best practices as
well as white papers on California regulations
that are specific to RV parks. Information on the
RV Park Occupancy Law and Special Occu-
pancy Parks Act (Title 25) is also provided in this
section.

And there is a new “preferred provider,”
Merchants Choice Payment Solutions for
Campgrounds (MCPS) Credit Card Processing.
CalARVC partnered with MCPS to offer 
discounted rates and help parks understand the
increasingly confusing world of electronic
transactions.

In addition the CalARVC board took the 
results of the survey and decided to rework the
association’s vision.

“CalARVC’s previous vision, while grand, pro-
vided little guidance for concise board deci-
sions,” said Sipe. “A good vision gives a board
of directors the tool to be able to plan for the fu-
ture of the association and determine the kind of
difference they want to make for its members.”

Marian Smutny, owner of the The Parkway
RV Resort and Campground in Orland and board
member/treasurer for CalARVC said, “Without
a vision, making decisions is like stabbing in the
dark. A board can’t function without a clear path
to follow.”

The refined vision is: “To enable California
RV parks and campgrounds to be profitable,
protected and a recognized segment of the
travel industry.”

“This new vision gives the board a roadmap
to focus its efforts and plan annual strategic
goals and activities. It speaks directly to the
success of our members,” Sipe said.

Meanwhile, Randy Hendrickson, president
of Horizon RV Resorts, is pleased with the
course he and other board members set for the
Bear Flag Republic’s campground association.
”I believe we have enacted demonstrably 
better, more comprehensive, and more usable
services than we have ever offered before. The
best days are ahead of us as an association, but
more importantly, for our members.”

Smutny summed up the changes by saying,
“It is exciting to be part of a growing industry
that has such a ‘responsive’ association. It’s not
every day that a state organization surveys their
members and responds by actually implement-
ing a plan that makes members’ requests 
happen. I am excited to be part of the new 
direction.” — Justin Leighty   WCM

Equity LifeStyle Properties Inc. (ELS)
announced July 18 results for the quar-
ter and six months ended June 30.
The Chicago-based real-estate in-

vestment trust reported total revenues
increased $8.6 million, or 4.3%, to
$210.1 million compared to $201.5 mil-
lion for the same period in 2015. Net in-
come available for common
stockholders increased $3.7 million to
$35.5 million compared to $31.8 mil-
lion for the same period in 2015.
For the six months ended June 30,

total revenues increased $20.3 million,
or 5%, to $430.2 million compared to
$409.9 million for the same period in
2015. Net income increased $27.1 mil-
lion, to $86.1 million, compared to $59.0
million for the same period in 2015.
For the quarter, property operating

revenues, excluding deferrals, in-
creased $8.9 million to $197.4 million.
For the six months, property operating
revenues, excluding deferrals, in-
creased $19.1 million to $404.9 million.
For the quarter, income from property
operations, excluding deferrals and
property management, increased $6.9
million to $113.4 million. For the six
months, income from property opera-
tions increased $14.8 million to $240.7
million.
ELS owns or has an interest in 390 RV

and manufactured housing properties
in 32 states and British Columbia, with
145,804 sites; it also runs the Encore
and Thousand Trails resorts.WCM

ELS Reports Revenue Up
4.3% In Second Quarter

Cruise Inn announced it added
Shadow Hills RV Resort.
Located in Indio, Calif., Shadow Hills

RV Resort is a five-diamond, family-
owned-and-operated resort in the Palm
Springs/Palm Desert area.
“Shadow Hills RV Resort joined the

Cruise Inn network of family-owned
parks to provide our guests with a reli-
able brand of quality lodging options as
they travel to other parts of the country,”
said owner Paula Turner. “As a Cruise
Inn partner, we are able to capitalize on
the innovative marketing relationships
with online travel agencies to enhance
the resort’s exposure to new guests and
to enhance our bottom line. Utilizing the
same reservation system, Cruise Inn as-
sisted us with updating our reservation
database tailored to our needs.”
Shadow Hills becomes the fourth

Cruise Inn location in California, join-
ing Palm Canyon Hotel & RV Resort
and the Borrego Valley Inn in Borrego
Springs, and Flying Flags RV Resort &
Campground in Buellton.
“We’ve had great success this year

with adding parks in new states
throughout the country, but it’s also
nice to continue growing in top travel
destination states such as California,”
said Scott Anderson, president and
CEO of Cruise Inn, based in Coral
Springs, Fla. “We look forward to shar-
ing news about even more park addi-
tions across North America in the
coming months.”WCM

Fourth California Park
Joins the Cruise Inn Brand

The first developed campground on U.S.
Forest Service lands in the United States
turned 100 in July, television station KVAL in
Eugene, Ore., reported.

Eagle Creek Campground opened to the
public in July 1916.

The campground is now part of the Colum-
bia River Gorge National Scenic Area. The
waterfall-rich Eagle Creek Trail departs from
the south end of the area en route to Punch-
bowl Falls and other scenic cascades along
Eagle Creek.

“Our research has confirmed that Eagle
Creek was the first forest service developed
campground (not just an impromptu ‘dis-
persed’ camp) in the United States,” Rachel
Pawlitzwith the U.S. Forest Service explained. 

“We define that by some key elements the
forest service specifically put in place for 
visitors, including the first flush toilet in the
forest service (then known as a ‘comfort 
station’), parking areas, picnic tables, fire-
place/cookstoves, a trail and trail register,
and a ranger station with the first resident
ranger at a campground. These were devel-
oped at the urging of Portland’s civic leaders,
in conjunction with the Historic Columbia
River Highway to provide recreational 
experiences to visitors.

“We have not found any specific evidence
of developed campgrounds in national parks
that predate this, although there is a 
forest service thesis that mentions the use of
campgrounds at Yellowstone,” Pawlitz said.
“We were delighted when we finally realized
what a historic treasure we have in the 
scenic area.”WCM

First U.S. Forest Service
Campground Turns 100
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cabin interior, unplug and hide the cords
coming out of kitchen appliances and air
conditioning units. Also, with the excep-
tion of fluorescents, if there are lights, turn
them on to brighten those dark corners.
• Speaking of Photoshop, do not try to

improve photos yourself using either
Photoshop or some lesser image-editing
software. Usually, those improvements
will do more harm than good, some-
times ruining the original image. Leave
the enhancements to the pros.
• If there is a fence involved, such as

surrounding a swimming pool, tennis
court or mini-golf course, take your pho-
tos from inside rather than outside the
fence. A fence is a visual and psycholog-
ical barrier that separates your potential
guests from the amenities that they
would like to enjoy using.
• Wait for a sunny day. Few shots are

going to look their best on a cloudy day.
Also try to avoid harsh midday light. Your
best photos will be taken either earlier or
later in the day as the sunlight filters
through more of the atmosphere and
creates what the pros call “soft light.”
And, whenever possible, take your pho-
tographs with the sun at your back to
keep shadows to an absolute minimum.
• Probably most important of all, get

any people who appear in your photos,
either individually or in a small group, to
sign model waivers. Keep in mind that
blanket releases will never hold up in a
court of law. In fact, the waivers that I rec-
ommend will also never hold up in a
court of law. The idea is for you to formally
give people an opportunity to grant you
permission to use their photos. If some-
body takes the time to thoroughly read
the waiver, or asks about compensation,
consider that a red flag and do not use any
photos of that person or his or her family
members. Play it safe. Everybody has a
brother-in-law who is an attorney.
• Speaking of people in photos —

shoot your images both with the light
available and with a flash. This is what’s
known as “flash fill” and can rid your
photos of unwanted shadows. It also lets
you choose the best shot (with or with-
out flash). 
This is just a timely sampling of tips to

improve the quality of the photos that
will make a significant difference in your
ability to market your campground —
and profit from the results of that suc-
cessful marketing. 
If you would like to learn much more,

plan on attending “Your Photographs:
Are the 1,000 Words Good or Bad?” one
of the two marketing seminars that I will
be presenting at the National Associa-
tion of RV Parks and Campgrounds
Outdoor Hospitality Conference &
Expo in Fort Worth, Texas, in November. 

Peter Pelland is the CEO of Pel-
land Advertising, a company that he
founded in 1980 and that has been
serving the family camping industry
for over 30 years. His company spe-
cializes in building fully responsive
websites, along with producing a
full range of four-color process print
advertising, for clients from coast to
coast. Learn more about Pelland Ad-
vertising at www.pelland.com or see
their ad in this issue. WCM

SMART OPERATIONS

Peter
Pelland

One of my company’s ongoing chal-
lenges is its attempt at working magic
with photos that are supplied to us by
clients. Rarely are we fortunate enough
to be provided with high-quality photos
taken by a professional commercial pho-
tographer. More often, we find that folks
today think that owning a smartphone
makes anyone a de-facto professional
photographer. Nothing could be further
from the truth.
An even greater challenge is when we

are asked to begin a project at a time of
year when the leaves are off the trees,
swimming pools are covered for the sea-
son and the snow is on the ground, but
suitable photos were not taken back in
June, July and August when the park was
full and the sun was shining on a land-
scape populated by smiling guests.
If you are reading this article in early

August, now is the time to get those pho-
tos that will make a world of difference
in that directory ad, camping show dis-
play, preseason newsletter, website
photo gallery or brochure that you will
be wanting in December or January. 
If at all possible, bite the bullet and

hire a local commercial photographer
who has a portfolio that proves his or her
ability to handle an on-location assign-
ment that primarily involves outdoor set-
tings. In fact, there are companies, such
as Florida-based Insider Perks, that rou-
tinely tour the country producing both
videos and still photos.
But in case I have not persuaded you

to subcontract your photography into the
capable hands of a professional, here are
a few tips that will make your own at-
tempts more productive and successful.
• If at all possible, use a “real” camera

rather than your phone — especially if
you are going to use a zoom feature, since
optical zoom on cameras always trumps
digital zoom on phones. If you must use
a smartphone, remember that it can be
turned sideways so your photos will be in
landscape format rather than portrait
format. Vertical images are usually less
desirable, except sometimes for front
panel photos on printed literature.
• Hold the camera steady and make

an effort to compose the shot. I recently
viewed a series of photos taken by a
client and it took me a while to under-
stand why nearly half of them were all
blurry. Eventually I realized that he had
taken the photos from the seat of his golf
cart, and the blurry images were taken
through the windshield of the golf cart!
• Take photos of people having fun —

not stark photos of empty facilities. Your
prospective customers want to go camp-
ing to have fun, not to visit what appears
to be a camping ghost town.
• Try to avoid thinking that “anything

can be fixed in Photoshop” because it will
generally take less time to plan your shot
more carefully than to fix something later.
For example, when taking photos of a

Park Full of Guests? Now is the
Time for Photos You’ll Use Later
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MODERN MARKETING

Evanne 
Schmarder

Two Tips to Help in the Summer (Social Media) Season

Like a shimmering oasis promising
refuge from the every-day, all-day 
operational functions of the summer
season, Labor Day is on the horizon.
Just a handful of weeks left before the
kiddos go back to school and parks
across the country settle into shoulder
season. Until then, however, your days
and nights feel like the last mile of a
marathon — including your social
media program.
As I work through the soon-to-be-

released “2016 Digital Marketing
Benchmark Study for Outdoor Hospi-
tality” survey responses it’s obvious
that while some park owners and oper-
ators plan ahead, when it comes to
their social media posts many do not.
And for those who do plan content,
most do not utilize tools that automate
the process. 
It came as a pleasant surprise to see

that an almost equal amount of 
respondents planned their social
media content one month in advance
(38%) as on the fly (41%). Interestingly,
however, only 23% of respondents are
using an automated post scheduler. 
That tells me a number of things. A

great many of you are feeling the pres-
sure of developing something catchy,
interesting or engaging most days of
the week, whether it’s a posting day or
not. Without creating some type of ad-
vance content plan your mind is not
free to fully concentrate on the daily
tasks of running a high-touch service

business. Some may abandon their so-
cial media marketing during the
busiest times of the season while oth-
ers may post lackluster or unfocused
content just to get something out there. 
I’d also contend that while content

may be created in advance, in bulk, the
physical posting requirement has the
same weighing effect of not knowing
what to say. Did you remember to post
today? Did your “ideal” time slip away
under an operational issue or front
desk rush? Do you ask yourself, as you
lie in bed reviewing your day, if there’s
a better way to manage social media?
Good news: there is. 
It’s nearly the end of the summer

season. Don’t give up, finish social
media strong by putting two basic
processes in place: Pen an abbreviated
plan and automate it. 
For this exercise I’ll assume you are

using Facebook as your main social
media channel. I’m going to tell you how
to make this happen in two fairly easy
steps — and I want you to give it a go. 
Think about what’s going on in

your park, your area, or other items
that may be of interest (relevant) to
your followers. 
Begin by looking at the remainder of

your season. Are there themed week-
ends being held at your park? Local
events taking place? Is your area known
for a specific harvest, natural phenom-
enon or gigantic end-of-summer yard
sale? Is your park on the way to or from
a big concert, is it an easy in/easy out
on the way to a national park, is it 
located at a halfway spot between 
popular point A and point B?  
Schedule an hour away from the op-

eration, maybe in the evening over a
glass of wine or in the early morning
with a cup of coffee, somewhere quiet
where you won’t be disturbed.  Break

out a paper calendar and a pencil and
make note of all of the happenings that
you feel would appeal to your target
audience. Fill in the daily calendar
boxes as completely as you can. As
you’re filling in the calendar, consider
why each item appeals to your 
customer base. Think in short snippets,
how you might communicate this on
Facebook. 
Lastly, consider the best days and

times to put this information in front of
your audience. For example, promot-
ing ticket sales for your Saturday 
afternoon open-pit barbecue might
best be introduced on a Wednesday or
Thursday, mid-morning when your
potential guests are at their computers,
looking forward to the weekend, and
are hungry. Note these days and times
on your calendar, i.e., Tuesday 11 a.m.,
Thursday 4 p.m., Sunday 8 p.m., etc. 
Poof! You’ve got the beginnings of 

a single platform (Facebook) micro-
content plan. Good job. 
Having at least a skeleton content

plan can help you focus on the mes-
sage you’d like to send and free yourself
from the all to common “I don’t know
what to say” energy drain.   
Log into your Facebook account, go

to your page and automate your posts. 
Using your calendar and the short

snippet exercise above, create a post.
Once you are satisfied with your words
and images, if you choose to add any,
rather than publish immediately click
on the arrow-down button to the right
of the blue “Publish” button and select
“Schedule.” Choose a date and time,
again as considered above, and click
“Schedule.” 
You’ve just automated a Facebook

post. Keep going. Add a week’s worth or
a month’s worth of scheduled posts.
What is it worth to you? It’s complete
peace of mind, trust me on this.
To review, change or cancel your

scheduled posts, click on “See Post” in
your timeline’s “Scheduled Posts” box
that appears (to page admins only)
once you’ve scheduled a post or access
them via the “Publishing Tools” tab at
the top of your page. In either case, on
the left, under “Posts” you’ll find a
“Scheduled Posts” section. 
If you read my column last month

you know that this single post can be
used as a springboard across your so-
cial landscape. But for now, let’s get
through the season with this easy
enough one-two social media market-
ing tactic. All that’s required of you is a
small block of time, a paper calendar, a
sharp pencil, some simple forward
thinking and an Internet connection.
With just a little more effort you’ll cross
the finish line — strong, proud and 
better off for marketing smart.

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 and 
more at evanne@roadabode.com or 
702-460-9863. WCM

Manufacturers of Quality Recreation FUNniture
www.ParkEquipment.com

1-800-376-7897
2061 Sulphur Springs Rd

Morristown, TN 37813

How far in advance do you plan content for social and blog posting

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

Reports from 
the field: 

Bob Ashley

‘Straddling the Line’ Works for Stateline Campresort

Most of Stateline Campresort and
Cabins is in East Killingly, Conn. — 
unless the kids go to the park’s play-
ground.
“That’s in Rhode Island,” said 

co-owner Nicola Leonietti, laughing.
“We truly are on the state line.”
Purchased in 1979 by her father, 

Anthony Newman Sr., Stateline has 235
sites — 80 of which are occupied by
RVers who stay the summer — along
with 16 park model cabins that were 
recycled from Cape Cod Campresort in
East Falmouth, Mass., which parent
company ResortCampland Interna-
tional Inc. also owns.
“Every year we bring some to State-

line from the Cape after they have
bought new ones,” Leonietti said.
Things have been a little disrupted

this year as Stateline undertook a major
project to redo its deteriorating electri-
cal system, a job that was completed in
early July.
“We couldn’t fix it so we had to go

forward and redo the whole thing,”
Leonietti said. “It wasn’t a good idea to
have to do it during the season, but we
had to. Now everything is working
great.”
The park sits on 14-acre Elvira Chase

Pond, which RVers can use for catch-
and-release fishing. “We rent rowboats
and kayaks, but we don’t have any
swimming in the pond. We probably
could do swimming, but we never
have,” Leonietti said.
Instead, Stateline has a 9,000-gallon,

are difficult to manage. “We want to put
in more 50-amp sites, but with the elec-
trical upgrade we just put in, I don’t
know if we are going to do it right away.”
Even with the disruption of redoing

the park’s electrical service, business
through the first part of the summer
season has been better than the in 
recent years, she said. “We were never
behind financially, but we were just
breaking even the last two years,”
Leonietti said. “We’re definitely up this
year and the phones are picking up
with people who want reservations at
the last minute.”

* * * * *
The bulk of RVers stopping at Grand

Island Kampgrounds of America
(KOA) Journey 10 miles east of Grand
Island, Neb., are, literally, on a journey.
“The majority of our campers are

one-nighters on their way to someplace
else,” said Susan Bates, who owns the
park with her husband, Wayne. “We’re
right off I-80 and we have all pull-
through sites, so it’s easy in, easy out.”
With about 100 RV sites and seven

cabins, that’s not to say Grand Island
KOA Journey doesn’t get its share of
local customers, particularly the nearby

farmers who stop at the park to pick up
a Hunt Brothers Pizza.
“We do a lot of pizza,” Bates said.

“People come in at the end of the day
and they’re tired and they smell the
pizza. While they are setting up, we’ll
deliver it to them.
“We have farm neighbors and it’s

popular with them too.”
KOA created the Journey, Holiday

and Resort designations for its member
campgrounds to differentiate the 
type of campground they are and the
services they provide.
Most seasons, the park has a small

cafe that serves a single-entree — along
with hamburgers and hotdogs — for
supper five night a week, and offers a
buffet breakfast on Saturdays and Sun-
days. “It’s popular because it’s not fat
food, but it’s not open this year because
we couldn’t find a cook,” Bates said
For the children, aside from its pool

and playground, Grand Island KOA
Journey also rents three- and four-
wheel pedal carts.

* * * * *
Wine lovers are flocking this summer

to Wine Country RV Park in Prosser,
Wash., where 10 wine-tasting rooms are
within walking distance and the park it-
self has wine tasting three nights a week.
“Those are great selling points,” said

Louann Rockney, manager for four
years of the 125-site campground in the
Horse Heaven Hills 60 miles east of
Yakima.
“Our business is going well — better

than last year, when it was 25% better
that the year before.”
With a population of just over 5,700

people, Prosser — and 14-year-old
Wine Country RV — are destinations
for RVers.
“We have a lot of events in Prosser

during the year — wine, music and 
art festivals, a harvest festival, Scottish
festival and hot air balloon festival,”
Rockney said. 
Wine Country RV is popular with

groups with 41 booked for the season.
It also gets a good number of repeat
customers. “Some people who visit us
will come back six or seven times dur-
ing the season to go to the wineries,”
Rockney said.

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

Themed weekends are one way Stateline’s operators
keep things interesting for repeat guests.

L-shaped swimming pool with a slide
and spray pad, which was refurbished
last year.
The park keeps visitors busy with

themed weekends, such as “Pirates and
Princesses,” which features treasure
hunts and costume contests, and “Poly-
nesian Beach Party.” A “Country and
Western” weekend also is planned for
later in the summer and in August,
Stateline was to hold an annual music
festival that will include pony rides for
the children.
Daily activities include arts and

crafts sessions, “Glow” parties and
fishing contests.
“Stateline is in the quiet corner of

Connecticut,” Leonietti said. “There’s
not tons of things to do in town, so
when people come here, they stay here
and we entertain them.
“We are very family-oriented and

once we get people here, they tend to
return unless they are just travelers.”
Stateline hosts a variety of RVers

from tents to 40-foot motorcoaches.
“We have only two or three sites that
can handle 45-footers,” Leonietti said.
And with only 10 pads with 50-amp
electrical service, even some 40-footers

The pool and water features are popular with Stateline’s guests.

mailto:salestower@comcast.net
www.towercompany.com
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Pet-Friendly Parks Find a
Major Upside to Accommo-
dating Pooches with People
‘I know that taking pets creates a little extra work, but
pets are like kids to some people. There are quite a
few people who like to travel with their pets, espe-
cially older people. It’s a family experience and they’re
making memories,’ said Catherine Harbick of Arrow-
head Point Campgrounds & Cabins in Colorado. 

Pets are like family for many people. They
dress them up, buy them massages and 
special food, and cart them around in baby
strollers and carriers. 

This propensity to treat dogs and cats like
children can raise some issues for RV parks
and campgrounds, since those same people
bring their pets along in their RVs. The desire
to welcome all family members conflicts 
with some negative possibilities: Cleaning up
pet waste, dogs barking far into the night, 
children being attacked by an untrained and
unvaccinated animal. 

But they also provide opportunities to 
provide special services that allow park 
operators to ingratiate themselves to pet-
loving campers.

Woodall’s Campground Management
talked to operators of a number of pet-friendly
parks across the continent to get their takes
on how and why they welcome pet with open
arms. All agreed that the benefits of allowing
pets in their parks outweigh the costs. 

“We’ve always believed that many RVers
choose the lifestyle because of the ability to
travel more conveniently with their pets,” said
Dave King, president and CEO of Lake George
RV Park in Lake George, N.Y. The 50-year-old

park offers 400 campsites and extensive
amenities within the 120-acre resort near the
Adirondack Mountains. “Sixty-five percent of
guests camp with a dog.” 

King reported that many of the park’s
guests enjoy camping, hiking and other out-
door activities, and they want to bring their
dogs with them. It’s often easier and more
convenient to stay at a campground and enjoy
those activities than to try and find a hotel.  

Darla Sinnard, general manager of the
274-site gated community Bay Bayou RV Re-
sort in Tampa, Fla., said the most important
part of accommodating pets is having clear
safety policies in place. Once there are rules
that keep everyone’s security in mind — and
those policies are clearly communicated to
everyone in the park — there’s no reason
park operators should be nervous about 
allowing pets, she suggested.  

Pet Restrictions and Rules 
Most RV parks are pretty open when it

comes to the kinds of pets allowed. A few 
define pets as cats and dogs. However, many
owners said they’ve hosted a wide variety of
animals over time, including birds, gerbils,
snakes, turtles, pigs and even horses. 

Many parks limit the number of pets per
site to two. Others cap the number of pets at
six. “We set a limit on the number of people
allowed per site, so we figured we could set
a limit for the number of pets as well,” King
said. None of the parks we talked to charge
site rent for four-legged (or no-legged) 
critters, though there are parks that add nom-
inal fees for pets, and fees for pets in rental
accommodations are more common. 

Spring Creek Marina & RV Park in San
Angelo, Texas, has RV sites, tent sites and
cabins that sit on Lake Nasworthy. Owner
Gary Chidester said the park’s insurance 
policy requires his staff to turn away animals
with a reputation for being aggressive. That
means they don’t allow Doberman pinschers
or pit bull terriers in the park. 

Bay Bayou bans a wider variety of breeds,
including pit bulls, rottweilers, Dobermans,
chows and shar-peis. 

Louann Rockney, manager of Wine Coun-
try RV Park in Prosser, Wash. — 125 RV sites

and nine tent sites within walking distance of
10 local wine-tasting rooms — said the park
once had a weight limit for pets, but recently
lifted that restriction. 

The rules for pets tend to be very similar at
the parks we contacted. Pet owners are re-
quired to keep their animals on six-foot
leashes. Bay Bayou bans owners from using
retractable leashes. “You have to control how
close the dogs get to one another,” Sinnard
said. “You have no control over retractable
leashes.”

Owners must clean up after their dogs.
Many parks provide dispensers with cleanup
bags to encourage owners to pick up drop-
ping promptly. In addition, some parks provide
special containers so pet waste isn’t mixed in
with other household waste. 

Guests are not allowed to leave their pets
unattended in their campsites when they
leave the park. “We don’t like people to leave
them outside all day in case they’re barkers,”
Rockney said. 

King said his park’s staff members require
pet owners to carry rabies and distemper
vaccination records with them. They don’t re-
quire guests to show them when they register,
but he expects owners to be able to produce
the records if needed. 

Sinnard said Bay Bayou requires long-
term guests to produce vaccination records
when they arrive. She shares another impor-
tant rule: “If there’s an instance where a dog
is aggressive, they do have to leave the park.” 

It’s a good idea to ask guests if they’ll be
bringing pets with them when they register.
Just as you’d collect information about the
type of rig they’re bringing, get some basic 
information about the animals, Sinnard said. 

Parks can list their rules for pets on their
websites or other registration materials. Staff
members should also present guests with 
a copy of all regulations upon registration.
Several park operators said they also verbally
reinforce the rules when owners check in.
Bay Bayou, for instance, posts copies of the
park’s pet policies on bulletin boards at their
bathhouses so everyone (not just pet owners)
can view them. 

Amenities for Pets (and Their Owners) 
Lake George RV Park has

received national attention
for Charlie’s Bark Park, its 3
1/2-acre dog park. The area
includes fenced runs for
large and small dogs; a
washroom complete with
warm-water sprayers, tubs
with massage jets and
shampoo dispensers; a
pavilion with benches for
owners; agility courses; and
vending machines filled with
dog treats. 

About 10,000 square feet
of park is carpeted with
K9Grass, an artificial turf
made specifically for dog
parks. Its special mesh
means play areas don’t get
muddy when it rains, King
said. The mesh also does a

good job of draining away pet waste. 
“It’s continuing to receive rave reviews,”

King said. “People just can’t get enough of this
dog park. They think it’s one of the best things
we’ve ever done.”  

Although the park is mostly for pet owners,
King said there are benefits for guests who
don’t have pets. “What we found in our 
research is that dogs that are well exercised
on their vacation are quieter,” he said. 

But park operators don’t have to go to this
extreme to attract pet owners. Even minor
pet-focused amenities provide value for own-
ers. Wine Country RV Park, for example, has
a walking path that surrounds the property. At
Bay Bayou, “We had one dog park and added
another,” Sinnard said. “Now we have one 
for small dogs and one for larger dogs.” 
There are hot-water washing stations on the
property, and staff members hand out dog
treats from the main office and security carts. 

“We put in three 10-foot-by-12-foot ken-
nels that we offer our guests,” said Catherine
Harbick, co-owner of Arrowhead Point
Campgrounds & Cabins in Buena Vista, Colo.,
which offers more than 80 RV sites, tent sites,
cabins and group facilities in the Rocky
Mountains. “This area is very destination-

Agility hoops are one of the many attractions at Charlie’s Bark Park at Lake George RV Park.

Bay Bayou’s pet area includes a spot where owners can clean pets after play.

For many RVers, pets are just an
extension of the whole family.
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oriented. The Arkansas River runs through
valley, so a lot of people go rafting. They don’t
want to leave their pet in the RV or the car
while they’re gone. They are very grateful for
the kennels.” 

Parks without pet-specific sites should
consider advertising nearby amenities for
pets. “Buena Vista is a very pet-friendly 
valley,” Harbick said. “There’s a leash-free
park in town that’s beautiful.” 

Near Rockney’s Washington park, “We
have pastures nearby if people want to throw

Frisbees for their dogs. Sometimes people
bring pools for them.” 

Another idea is to designate some or all
rentals as pet-friendly. Spring Creek Marina
& RV Park recently started allowing pets in
one of their rustic cabins. Arrowhead Point
charges $10 per pet per night for pets that stay
in their cabins. 

Parting advice 
Park operators hop-

ing to attract more pet
owners should definitely
consider adding a dog
park or other off-leash
area. “If you have the
room and depending on
how your park is laid out,
dog runs are a good
thing,” Chidester said. 

The biggest thing park
owners should know is
that allowing pets is
worth it. “I’d like to know
what their reason is for
not doing it,” said Philip
Trusty, owner of Crow
Wing Lake Campground
in Brainerd, Minn. The
100-site campground has
a dog park and a wash

station and they’ve had so few problems with
pets in his family’s 51 years of operating the
campground that he sees it as a no-brainer. 

“Although we’ve been pet-friendly since
the beginning, we took it to another level
when we added the dog park,” Lake George’s
King said “We made many areas that were
restricted open to pets.” Animals are now 
allowed into the trading post, pedal boats,
trolleys and pool area (although they’re still
not allowed to swim in the pool). There have
been no complaints from guests without pets,
which has been heartening to King. 

“Campground owners sometimes don’t 
go there because they think if they’re really
pet-friendly they’re going to alienate the non-
pet owners,” he said. “We’re really haven’t
found that.” 

His only downside to having so many pets
in the park is that it does increase their main-
tenance costs. Not everyone picks up after
their pets, which means the park has to pay
someone else to do it. But King said the park’s
pet-friendly policies have brought at least one
unexpected upside. 

“It helps fill the park during nonpeak 
periods,” he reported. “People with dogs that
don’t socialize as well want to come 
mid-week and during times when there aren’t
as many people.” 

Harbick, by the same token, pointed out,
“I’ve noticed that a lot of park owners are try-
ing to deter people from taking pets. I just
don’t think that’s a real smart idea. I know that
taking pets creates a little extra work, but pets
are like kids to some people. There are quite
a few people who like to travel with their pets,
especially older people. It’s a family experi-
ence and they’re making memories.” —
Sophia Bennett Kessler WCM

started to hire hotel designers to design 
hospitals. 

“But I do find that people spend more on
their pets than on their children — no joke,”
Lazarus said. “Whereas they’ll spend $10 to
$20 on a pet product without a thought, when
their kids come up and ask for $20, it’s, ‘No
way.’” 

As the pet product industry matures, mir-
rors luxury trends and multi-
plies in terms of services
available, the entrepreneurs
and companies involved
have begun to realize that
not only are RVers in need of
products for their pets,
they’re often in need of spe-
cialized pet products
adapted specifically to the
RV lifestyle. That was cer-
tainly the discovery for
Sophia and Fred Langan in
2014 when their personal RV
pet solution turned into the
Rancho Belago, Calif.-based
business My RV Dog Park. 

“We have two dogs and
we started camping in a 
motorhome and it really
wasn’t fun,” Sophia said.
“The dogs were confined all
day and we always felt
rushed to walk them. We

love to walk our dogs but we being forced to
do it wasn’t so fun.”

Fred and Sophia put their heads together
and created an attachable stepwell cover
sewed with heavy-duty fabric, which created
a sealed space around the stairs, preventing
their dogs from escaping when a temporary
fence was erected.

“Now you’ve got a little yard right outside
of your door where your dogs can go outside
themselves,” Sophia said. “After a year of
people saying, ‘You should market this,’ we
decided to go ahead and do it.” 

BYO’s paw prints and bones make clear
that the bench is in a dog-friendly place.

Dogs aren’t the only animals that
travel with campground guests.

Wine Country is one of the parks that goes out of the way to welcome pets.

Relaxing pet restrictions has paid off for
Washington’s Wine Country RV Park.

These Companies Make it Easier
for RV Park Owners to Let Their

Properties ‘Go to the Dogs’

It’s been well established through several
Recreational Vehicle Industry Association
(RVIA) surveys that more than 60% of RVers
travel with their pets. Over the past two
decades, campgrounds and RV resorts, al-
ways on the lookout for new ways to stand
out in the amenities race, began adding pet-
friendly features. From simple and relatively
inexpensive options such as dog waste 

stations to specialized dog agility areas 
and full-service dog wash stations, the 
pet-friendly menu for outdoor properties has
been steadily growing in size and scope.

“I think camping in general has seen a lux-
ury trend over the last 10 years, and I think
that has translated to pet products as well,”
said Jeff Lazarus, owner of Smart Industry
Products in Northbrook, Ill. “Years ago, peo-
ple went tent camping and now we see lux-
ury RVs, beautiful park models and cabins,
and the activities and services have followed.
It’s almost like years ago when hospitals

‘People spend more on their pets than on their chil-
dren — no joke. Whereas they’ll spend $10 to $20
on a pet product without a thought, when their kids
come up and ask for $20, it’s, ‘No way,’’ said Jeff
Lazarus of Smart Industry Products.

Dog On It-Top Spray Hydrant
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Many pet-related camping products are
derived from similar experiential discoveries,
and with the RVing pet-product niche becom-
ing deeper and more well defined, here’s a
more comprehensive list of vendors offering
a wide range of services and products for
both RV travelers and the properties that
serve them.

Dog-ON-It-Parks 
Everett, Wash.
Contact: 877-348-3647, 425-512-8489
www.dog-on-it-parks.com
“The RV resort and camp-

ground market is really a grow-
ing segment for us and one
we’re very excited about,” said
Nora VandenBerghe, sales and
marketing manager at Dog-ON-
It-Parks, which has been manu-
facturing a full line of dog park
equipment since 2007. “Our
campground clients are finding
that it’s really nice for people to
travel with their pets and know

there are dedicated exercise areas when
they stop. Dogs who get this kind of physi-
cal and mental exercise have fewer behav-
ioral problems, less barking and chewing
and are better neighbors.”

The company originally sold equipment
mainly to multi-family communities, munic-
ipal parks and military bases and focuses

on a safe, low-bar to entry for
owners inexperienced in dog
agility as well as environmentally
friendly processes and materials. 

VandenBerghe said the prod-
uct currently trending the most is
their branded exercise equipment
that gives properties the ability to
add their own customized logos. 

Jamestown Advanced Products
Jamestown, N.Y. 
800-452-0639, 716-483-3406
www.jamestownadvanced.com
At Jamestown Advanced Prod-

ucts, in addition to the always-
popular dog-waste container, the
main pet-related product focus is 

on dog-agility components and complete
dog-park installations. 

“We continue to see pet products grow in
popularity,” said Marketing Manager Liz

Caldwell. “Campground and
park owners are seeing this
rising trend and installing pet-
friendly areas, complete with
agility equipment, which in
turn keeps dogs well-exer-
cised. We have received a lot
of really great feedback from
our customers because we
offer three different packages
to choose from, and they are
able to install agility equipment
based on the size of their
space and their budget.” 

Caldwell said the adjustable tire jump and
dog-waste containers continue to be the
most popular products and that personaliza-
tion is the hot trend.

“We offer a variety of products that are
able to be customized, and I think it’s really
neat to see how our dog park line specifically
can add to a campground’s branding,” she
said. “Many of our dog park products are
available in a variety of thermoplastic or pow-
der-coated color options and a campground
name can be added to our adjustable tire
jump.”

Looking forward, Jamestown Advanced is
planning a new portable line of dog park
products, which they expect to debut soon.

My RV Dog Park
Rancho Belago, Calif.
949-484-6162
www.myrvdogpark.com
As mentioned, My RV Dog Park came

about when motorhome travelers Sophia and
Fred Langan created their own custom solu-
tion to the problem of keeping pets cooped
up inside an RV all day long. Their heavy-duty
step covers and portable fencing for dogs are
now available to RVers and camp stores
alike. 

“We can customize as well with a meas-
urement form on our website,” Sophia noted.
“We’ve made it for customers with one, two
or three steps, eight inches wide and 11
inches wide. It’s a double-layered,
indoor/outdoor material and we make the
skirt long enough that it will float up and down
with leveling jacks.”

Pet and Playground Products
Eclectic, Ala.
866-398-3992
www.petandplayground.com
In addition to a full line of outdoor camp-

ground and playground equipment, Pet and
Playground offers pet products big and small,
from their branded Doggie Deposit waste

bags to receptacles, dog-park equipment and
dog-wash stations.

“We’ve kept our product lines pretty
steady over the past year,” said National
Sales Director Bob Hanson. “We do have the
self-serve dog wash station now that is 
becoming very popular on the multi-family
side and we are very competitively priced so
we’re hoping to see more penetration in the
campground market. The real push from the
amenity standpoint has been on the dog park,
especially for those properties who have 
the room.”

Smart Industry Products
Northbrook, Ill. 
847-607-9319
www.smartindustryproducts.com
Owner Jeff Lazarus said Smart Industry

Products entered the camping market by 

accident 10 years ago when he was invited
to a Kampgrounds of America (KOA) show. 

“We formed some really nice relations in
the camping market and became a supplier
in the industry, which is wonderful, I love
dealing with campground owners,” he said.
“About five years ago we branched into the
pet-product niche.”

Since then, Lazarus said pet products
have grown to amount for roughly 25% of
their overall campground-related business,
primarily from pet-waste receptacles, in 
addition to sanitary solutions and odor control
products.

“For a lot of my campground customers,
our goal this year is to build a pet park,” he
said. “It’s not just about pushing products, it’s
about finding what’s good for each customer.
RV parks are diverse too, but at trade shows,
what I find is that people get the most excited
when they see pet products.”

DOGIPOT 
Orlando, Fla.
800-364-7681, 407-888-4627
www.dogipot.com
Given the seasonal nature of many camp-

ground properties, DOGIPOT marketing and
brand manager Linda Rosado said that they
are finding trending demand for their
mobile/removable products such as the
DOGIPOT Dog Valet, which features a remov-
able post that can be stored for the season. 

DOGIPOT has built a name on their envi-
ronmentally conscious pet-waste-removal
products, such as OXO-biodegradable litter
pick-up bags and trash liner bags which
break down into water, biomass and a small

Jamestown Advanced offers a full range of park equipment.

Dog-ON-It-Parks Terrier Tunnel.

Smart Industry Products dog waste stations.

Pet and Playground Rover Jump Over jump bar.

My RV Dog Park allows owners to keep
their dog penned in next to the RV.



WOODALLSCM.com August 2016  -  17

amount of carbon dioxide.
“We also now have DOGIPOT 33-gallon

liner trash bags and 55-gallon liner trash
bags,” Rosado said. “And by popular demand
we have created our own line of DOGIPARK
agility products, and we’re currently taking
pre-orders for those. More and more every
year, parks and campgrounds are accepting
pets and creating dog parks so that dogs can
have fun and get exercise with their families.” 

Rosado said they will have DOGIPARK
products ready to ship by August. 

Intelligent Products, Inc.
Rabbit Hash, Ky.
859-689-7200
www.MuttMitt.com
In addition to their flagship product, the

Mutt Mitt as well as dispensers, signs, 
10-gallon waste receptacles and liners, Intel-
ligent Products has now added special
bumper and window stickers featuring 2016
Canine Presidential Candidate Lucy Lou.
That’s right, the border collie and elected
mayor of Rabbit Hash has thrown her collar
in the presidential campaign.

Proceeds from Lucy Lou’s campaign go to
support the nonprofit Rabbit Hash Historical

Society and the effort to rebuild the historic
general store that burned down earlier in the
year.

“Twelve or so years ago the town of 
Rabbit Hash elected a dog for mayor,” said
IPI Operations Manager Tom Seiter. “Then
another dog replaced him and when he
passed they had a vacancy. So they had
everything from a mule to cats and snakes
that were running for the position. It’s a dollar
a vote and the candidate with the most
money wins, just like with the real thing.”

Lucy Lou won but (through her spokes-
person and owner Bobbi Kayser) after seven
years she’s decided to step down as mayor
in a bid for the presidency.  

“It’s just something fun and we’re happy
to support the Historical Society,” Seiter said.

Bow Wow Pet Waste Products
San Diego, Calif.
877-253-6449
www.bowwowwaste.com
At Bow Wow Waste, park managers and

owners can find a complete line of pet waste
products, with special emphasis on a wide
variety of bag styles, including leash-style
bags, tie-handle bags, single-dispense bags
and roll-style bags. More than eight styles of

post-mounted pet waste stations are also
available, as well as individual waste cans,
10- to 13-gallon liners and bag dispensers.
The Bow Wow Waste website features a
comprehensive list of educational articles to
assist potential customers in gaining a better
understanding of the options available.

BYO Recreation Inc. 
St. Augustine, Fla.
800-853-5316, 904-808-8360
www.byoplayground.com 
With a background in engineering and de-

sign, BYO President Bill Calhoun founded the
company in 1999, initially specializing in play-
ground equipment. Since then, BYO has

branched out to offer a wider range of prod-
ucts including dog-waste disposal systems,
dog-park amenities, individual agility equip-
ment and six complete dog-agility courses
ranging in price from $2,726 to $10,523.

Great Outdoors Direct
Madison, Wis.
800-393-9923 
www.greatoutdoors.direct
In addition to

their prominent
Gerber Tables
brand of furniture
and a wide range
of outdoor leisure
and products such
as picnic tables,
park benches and
fire rings, Great
Outdoors Direct of-
fers a pet waste
pick-up station and
pet waste bags. —
Ty Adams WCM

Poly DogiPot Waste Station
is a popular product. 

Intelligent Products
Mutt Mitt station.

Bow Wow Waste commercial
dog-waste station.

BYO Recreaton offers the Fido Fountain.

Great Outdoors Direct
waste station.

Kampgrounds of America Inc. (KOA)
announced that it received two awards
during the Public Relations Society of
America’s PRSA Silver Anvil Awards,
held in New York.

KOA, along with its public relations
partner Allison+Partners, its research
firm Cairn Consulting and its digital mar-
keting firm LRXD received a PRSA Silver
Anvil Award of Excellence and a Bronze
Anvil Award of Commendation for their
work in 2015 on the 2015 North American
Camper Report and the resulting public
relations and marketing program, “What’s
Behind The Yellow Sign?”

The “What’s Behind The Yellow Sign?”
program was designed to reposition KOA
camping in the minds of current and po-
tential campers, and reintroduce KOA
camping to North Americans who may
not fully understand what the 54-year-old
brand now has to offer.

Attending the awards ceremony in
New York City were KOA Chief Franchise
Operations Officer Toby O’Rourke, KOA
Vice President of Communications Mike
Gast and Allison+Partners Director of 
Accounts Jeannie Horner. WCM

KOA’s Toby O’Rourke (from left) and
Mike Gast with Jeannie Horner.

KOA Wins Pair of 
PR Awards for 
Marketing Efforts

mailto:sales@bbelec.com
www.bbelec.com
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Judging by the number of stories we’ve seen lately in the
press, the U.S. news media seem to have developed an obses-
sion with the Millennials — people from their late teens to
mid-30s who reportedly harbor authentically different views
of our culture, products and society.
They, like countless generations before them, audaciously

challenge conventional wisdom on many levels as marketers
in a wide spectrum of commercial categories — including, 
of course, the recreational vehicle field — work to develop
products and services to suit their intrinsic tastes.
Authentically different?
Among their quirks, the mass media tell us, is a need for

quick answers. They’ll take a pay cut in exchange for a better

work/life balance and, as a result, half of these “edgy, 
hard-to-please” Millennials are looking for new jobs. They
put off marriage, even long-term relationships, and a lot of
them don’t own cars, preferring to summon Uber for a ride to
dinner.
Many of them don’t even have TVs, choosing instead to

gaze into their smartphones instead of making eye contact
with the rest of the world.
We’re also told that these smartphone-wielding, racially

diverse Millennials, about 75 million of whom were born in
the 1980s and ’90s, are now the largest generation in the U.S.
population versus members of Generation X and the Baby
Boomers. As such, they accounted for 44% of the 1.2 million
households in North America that started camping last year,
according to the 2016 North American Camping Report, an
annual independent study sponsored by Kampgrounds of
America Inc. (KOA).
So, they’re expected to fuel growth at public and private

parks for years to come, assuming park operators can stay in
front of them. “The Millennials are going to be very focused
on quality,” noted Toby O’Rourke, KOA’s chief franchise op-
erations officer. “As an industry we have to continue to mod-
ernize our parks. We have to have recreation in our parks and
quality sites. Millennials are demanding excellence and they
want quality.”
As a result, forward-thinking staffers at KOA and the Go

Q&A CONVERSATIONS
Millennials Represent Very Special Challenges —
and Opportunities — for Parks and RV Builders

WCM: Millennials are clearly on
your radar, and that of Go RVing’s Dal-
las-based agency, The Richards
Group, right?

Karen Redfern: Absolutely. Obviously,
they’re the next large population group
to come in as the Baby Boomers are
aging and moving toward the upper
end of our target markets. So, we’re
looking at moving our age demograph-
ics a little bit younger and getting them
in a little bit earlier. And over the last
five years or so, we have actually
moved that needle down from the 
35- to 54-year-old range. We’re really in
the 30-year-old range now. We’ve been
able to target a lot of those folks.

WCM: Dealers, we hear, are seeing
more of these young people at shows,
and campground operators are greet-
ing them at their registration desks.

Redfern: Yes, the biggest challenge
with Millennials in terms of product is
that they’re looking for something very
small and compact. So, some of them
wind up going back to a lot of the vin-
tage units out there. As a result, our

challenge is going to be to ensure we’ve
got product to meet their needs. We
know that they like to get away and get
to the outdoors, but they’re also a very
different generation. For one thing,
they’re not into tent camping — sleep-
ing under the stars. They will opt more
for car camping, as they like to call it,
where they just have their SUV.
They flip down their seats and sleep

in there for the night. So, if we get some
product in there that can be easily
towed by their small SUVs or a very
small motorized product for them,
then we certainly can capture them
and bring them into the market earlier
because they’re definitely looking for a
vehicle that will allow them just to
travel and hang with their friends. For
them, it’s more about the road tripping
than the camping, per say, of going into
the wilderness. But they definitely are
looking at it as a social venue for them
to gather and meet up at places.

WCM: What else do you think the
industry, including park owners,
ought to know about them?

Redfern: From
the perspective
of where they’re
going to go and
meet up, they’re
going to be look-
ing for camp-
grounds where
they can feel that
it’s more of a
gathering place
and they’ll be

able to set up on a campsite with their
friends close by and secure a small area
where they might be able to get five or
six campsites right together so they can
assemble their little community.
A lot of them may not be looking for

as many of the bigger amenities, but
they’re definitely looking for a place
that offers them that gathering experi-
ence and a place where they can meet
up and enjoy the company of friends.
They are into that socializing and 
camaraderie, but they like to do it
among their own peers. They’re not 
really ‘joiners’ in the traditional ways
we’ve seen at the campgrounds where
people wander around and meet their
neighbors. They’ll generally want to
stay together with the small group that
they’re traveling with.
The Millennials are very different,

and that’s why we need to make sure
we’re approaching them with the con-
cepts of what RVing can be in their lives
in a way that appeals to their central
motives: They want the discovery. They
want to be with that small group of
friends they want to share experiences
with, and they will go out in small
groups traveling together and enjoying
outdoor activities, but they’re not 
necessarily looking to go into the deep
woods. They just want it more for the
social aspects of it.

WCM: And they just want it all to be
technologically up to speed? 

Redfern:Yes, especially with regard to
the campgrounds, the Millennials 
definitely need a digital experience. So,
they’ve (RV parks and campgrounds)
got to be easily found on websites
through search engines or these con-
sumers are never going to find them
because they’re never going to pick up

‘The Millennials come across totally different because they’re complete digital natives,’
said Karen Redfern, senior director of marketing communications for the national Go
RVing campaign. ‘They’ve been brought along in a very, very different world.’

Karen Redfern

RVing Coalition are scrambling to
deal with this next demographic
wave, according to the Recreation Ve-
hicle Industry Association’s (RVIA’s)
Karen Redfern, senior director of
marketing communications for the
national Go RVing campaign, which
is budgeted to spend about $16.5 
million this year in advertising and
promotions.
Redfern agreed to talk with

Woodall’s Campground Management
Publisher Sherman Goldenberg
about how Go RVing is dealing with
this age group.

Millennials – continued on page 24

mailto:dcesan@town.adams.ma.us
www.commbuys.com
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those new sales account for somewhere
between 10 and 50 million camper
nights if all those nights are used in
campgrounds. Let’s say conservatively,
30 million go into campgrounds. 
Those numbers certainly are good

news for campground owners, develop-
ers and investors who are in the right
places to profit from that growth. And it
could go higher and it could go longer.
What’s the peak? According to RVIA
about 10% of vehicle owning house-
holds in America own an RV today.
What happens if that number grows 
just to maybe 12% or even 13%? 
Massive growth for the RV park and
campground industry.
Travel trailers of all kinds continue to

outsell motorhomes by a factor of 
11-to-1, according to recent sales stats.
Obviously, the major driver for the
strong trailer sales can be attributed to
the price difference between trailers
and motorhomes. Another factor is cer-
tainly the age of the buyers. With less
time to play and travel, younger buyers
with families are being prudent in their
purchases. But there’s a bright side
ahead. With so many younger buyers
entering the RV-using years earlier,
there’s a strong likelihood that 
motorhome sales may gather steam as
the current younger buyers move up the
ladder in age, income and family status. 
Are you building new parks or adding

sites? Keep this mix of motorhomes and
towables foremost in mind as you plan
so that you don’t overbuild now but
build tomorrow into your long-term
plan — what will I need in 10 years in
terms of sites, electric and other factors?
It’s not easy to do, but it’s an important
exercise to build for the long term.

Congratulations to RVIA for its lat-
est research effort entitled “RVs Move
America.” The study by an independ-
ent research firm provides incredible
data on the impact of the RV and
campground industry in every state
and every congressional district across
the country. 
This is very powerful information

when educating local regulators and
politicians about the contributions
your industry makes to your commu-
nity. It will sure wake up a lot of people
who have ignored our industry and
treated it like the poor stepchild. RVIA
has done the entire industry a great
service by sponsoring this very impor-
tant research. There is no doubt that
the RV industry leadership — corpo-
rate and association — is taking the 
industry into the center of American
life and the American economy. We are
going to be playing with the big dogs in
the coming years. 
To check out where your congres-

sional district and state stand as an
economic force, go to www.RVs-
moveamerica.org and enter your state,
district and email address. It’s really
impressive. 

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

INSITES

David 
Gorin

I can’t recall a time since I became as-
sociated with the RV park and camp-
ground industry that the air has been
filled with such excitement and anticipa-
tion of incredible industry growth. I don’t
know how things are going in your busi-
ness life, but here it has been explosive.
The time has rocketed by as my new

partner, Jayne Cohen, and I have been
inundated with consulting invitations
with investors and developers who have
discovered the growing RV and RV park
industries, park owners raring to 
expand and improve their existing parks
so they don’t miss out on the expanding
business that’s available, and park own-
ers who have realized that they’ve not
entirely kept up with the consumer 
expectations on both the Millennial-
aged end of the business, the Baby
Boomer end of the business — and
everything in between. 
In case you’ve been so busy you

missed some really exciting develop-
ments in the industry, I’ll try to catch
you up and share with you some very
exciting developments that are reshap-
ing the park business.

Park model RVs are becoming
firmly established in the RV world, 
although sales appear sluggish. The
place of the park model (formerly
known as park trailers) in the RV lineup
has certainly become clearer since the
U.S. Department of Housing and Urban
Development cleared up the definitions
of an RV and a manufactured home.
Hopefully, the park industry won’t be
having to fight local regulators on the
issue of park models in RV parks. It has
been a long time coming, but at least in
my humble opinion there’s no doubt
that park models are just another RV —
no different than fifth-wheels and mo-
torhomes. Congratulations industry on
pulling this off.
Now, if sales of park model units can

only pick up a bit. Can the park model
RVs be carried on the back of the other,
more popular RV types? There’s a differ-
ent market and audience, but with time
and promotion that the Recreation Ve-
hicle Industry Association (RVIA) has
proven very good at, I’m confident that
park model sales will pick up steam in
many parts of the country. 

RV shipments are heading for
400,000. Now there’s a number to roll
around in you mind — a national sales
number not seen in the RV industry
probably since the early 1970s before
the first major gasoline shortage that
pulled the rug out from under the 
industry.  
Here’s something to think about.

Based on an average use of a newly pur-
chased RV of somewhere between 25
and 50 nights in a year (that’s the Gorin
School of Economic Analysis — I can’t
image people will buy these rigs and not
use them at least that much in a year),

Park Model RVs are Becoming
Established in Current RV World

http://bookyoursite.com
http://dri-dek.com
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RVC Continues to Redefine the ‘Traditional’
Camping Experience with High-End Resorts

RVC Outdoor Destinations, the
Memphis, Tenn.-based chain of 12 
upscale RV resorts that brands itself as
the “Hilton of outdoor hospitality,” is in
expansion mode as of late — and in
more ways than one.
Founded in 2006, RVC is set to add

two more properties, has two more
nearly completed with its rebranding
and is in preliminary plans to expand
Catherine’s Landing, its 142-site resort
in Hot Springs, Ark. And this is in addi-
tion to RVC enjoying a great start to
2016 as Memorial Day Weekend book-
ings were up 14% in same-location

revenue.
Andy Cates,

RVC’s founder
who serves as its
CEO and general
partner, wasn’t at
liberty to divulge
details of the two
new locations
other than to say
that one is in the

highly desirable Yosemite National
Park area in California. 
“Things are going great. We had the

best first quarter we’ve ever had in the
company’s history and we’re coming up
on our 10-year anniversary — which is
hard to believe. We are growing and
about to add two properties that are
currently under redevelopment, one of
which is in Yosemite where I was just
visiting with my kids. We’re very excited
about those additions.”
The success and expansion are vali-

dation that its strategy — RVC Outdoor
Destinations develops, owns and oper-
ates a portfolio of high-quality outdoor
vacation properties offering upscale
services and amenities and located
within some of the country’s most
beautiful natural settings — is indeed
a viable one, he pointed out. 

“We’re very fired up right now and
trying to grow, but we’re trying to grow
intelligently. For us it’s strictly not a
‘number of properties’ game. It’s how
you maintain the high quality level and
get the properties in the places where
people want to be,” Cates said.
In addition to Catherine’s Landing,

RVC’s resorts include: Garden of the
Gods RV Resort in Colorado Springs,
Colo.; Lake Raystown Resort in 
Entriken, Pa.; Mountain Springs in
Asheville, N.C.; River Plantation in Se-
vierville, Tenn.; Medina Highpoint Re-
sort in Medina, Texas; Live Oak
Landing in Freeport, Fla.; Carabelle
Beach and Carabelle Boat Club in
Carabelle, Fla.; and Pine Mountain, its
first resort, in Pine Mountain, Ga. 
While each resort has its unique fea-

tures, what they all have in common is
RVC’s stated intention to redefine the
traditional camping experience with
an outdoor-destination concept that

provides guests with a customizable
outdoor vacation through a variety of
affordable lodging options, including
RV sites, yurts, cabins and cottages, all
with enhanced guest amenities and

recreational activities.
“For starters — and it’s too often a

cliché — but we always start with a list
of non-negotiables: great people,
cleanliness and consistency of service,”
Cates said. “We’ve spent an enormous
amount of energy and capital building
a culture that performs on that, and
that’s reflected in our Facebook posts,
TripAdvisor reviews and our surveys.
We are not perfect, but I would argue
that we have the best scores in the 
industry. I don’t say that meaning to be
arrogant, that’s just how we keep
score.”
A main selling point for each resort

is its proximity to popular tourist 
attractions, Cates mentioned, such as
Garden of the Gods and its close 
proximity to the park from which it gets
its name as well as Pikes Peak, or
Catherine’s Landing being within 15
minutes of downtown Hot Springs and
near Hot Springs National Park. 
He quickly added, though, that the

primary key to its success is the team
of people at every level charged with
implementing the business plan. That
includes the entire staff at every resort
as well as the management team.
“We’ve got an extraordinary group of

folks — almost all have been with us for
a long time — and we remain hyper-
focused on being a leader in the 
high-quality segment of our industry,”
Cates said. “But I can’t emphasize it
enough, it’s one thing to say you have
the greatest customer service, the
greatest people and you’ve got great
cleanliness, but we really drive that.
And we have to. It’s an absolute daily
fight to make certain we’re doing that
at the highest level.”
The secret to great customer service,

he added, is to make sure RVC’s staff is
the first priority. 

Andy Cates
The sites at Lake Raystown (aerial view above) offer an expansive
view of the rolling hills of Pennsylvania above the water.

Florida’s Live Oak Landing gives guests the
chance to get out on the water in the panhandle.
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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

“We work our tails off to treat our
people right,” he continued. “Our goal,
in order of who we take care of, is we
take care of our people and our team
first because our logic is if you treat
your people right and they love work-
ing with you and working for the com-
pany and they are truly part of a team,

then they are going to treat the guests
right. And if you treat the guests right,
then inevitably we’ll all do fine on the
investment side. 
“That’s the way we look at it,” he 

explained, “and it’s been working. And
it also gets folks very loyal and they all
realize that you’re working on some-
thing that’s bigger than you are and
that we hope will be perpetual and
outlast us.”
RVC Chief Operating Officer Yale

Spina echoed Cates’ comments, saying
it all starts with
hiring the right
person. 
“They’ve got to

have this intrin-
sic style and an
appreciation for
customer service.
That’s what we
look for in our
managers. We

look for people who are smiling, fun
people at every level. The whole idea is
we’re here for our customers,” Spina
explained, adding that from there, RVC
employees undergo a training process
that is unconventional because they
“pre-disaster the job.”
“By that I mean we’ll say to some-

one, ‘You’re going to be working main-
tenance so, guess what? You’re going to
be fixing something and the front desk
is going to call you and says a guest
needs a bundle of firewood at their site.
You have to stop what you’re doing and
get that firewood over to that guest
right away. And then you’ll have to
come back and resume your repair
job.’ That can be frustrating for main-
tenance people to be distracted, so we
tell them right up front, ‘Hey, that’s
going to happen. Are you going to be
OK with that?’” Spina explained.
“If you want to work a job that’s not

going to be distracted,” he continued,
“go work in a factory somewhere. If you
want a 9-to-5 job and not have to stay
after when we have late check-ins,
work in a bank. This is a whole different
deal. We have more fun than anybody
and we work in great places, but we’re
here for our guests.”
An annual retreat as well as a bi-

monthly call with senior management
and each property’s general manager
helps instill a sense of organizational
commitment to staff and guest 

satisfaction, Cates pointed out. And it’s
become the norm that each person has
come to be identified as the “go-to 
person” for a particular issue, Spina
mentioned. At the individual property
level, each resort has developed its own
training programs and meeting sched-
ules that works best for the individual

location’s team. The entire process is
designed to provide the ultimate guest
experience.
“This is what our goal is; to really

change the paradigm,” Spina said.
“When people come to our properties,
we want them to know we’re different.
So, what do we do? First things first, we
like to try and fashion our shopping 
experience as more ‘Crate & Barrel’ and
less ‘convenience store’ so it has a more
appealing allure to it. We have more of
a hotel-front-desk type of experience
while checking in, which gives us the
next part of what we do a little differ-
ent. We offer a concierge service where
we can make tee times and dinner
reservations as well as we sell tickets to
local attractions — in other words, we
take it to that next level. 
“We don’t just check you in,” he con-

tinued, “we find out what are you
doing. What would you like to do? How
long would you like to do that? How
much fun do you want to have? What
color? And where would you like it? We
sell fun.”
One example of RVC’s customer

service is its Maiden Voyage Program,
which assists new RVers as part of a
partnership with area RV dealers. With
each RV sale, the dealership includes a
two-night voucher from RVC. If the
customer uses the voucher, RVC is 
prepared to help the new RVer in any
way possible.
“We meet them at the front gate, and

we help them. It’s that simple. ‘Let’s get
you down to your site. Let’s make sure
you remember how to hook things
up,’” Spina said.
The reason for RVC’s laser focus on

customer service, Spina said, is simply
because people’s leisure time is too
valuable to be wasted. 
“One of the things I’ll ask during an

interview with a potential candidate is
‘How much is your leisure time
worth?’ Just about everybody I ask,
they’ll always laugh and they’ll say, ‘I
don’t have enough.’ Well, that’s the
whole point,” Spina explained.
“Leisure time is so valuable and our
customers are coming to us to have
leisure. If we don’t do that right and we
waste 10 minutes of that valuable
time, they’re never going to get that
back. The less time we waste of their
valuable time, the more they’re going
to appreciate us.”—Rick Kessler WCM

Carabelle Beach in Carabelle, Fla., is one of RVC’s high-end
resorts at what the chain targets as a reachable price.

Yale Spina

www.checkboxsystems.net
http://southeastpublications.com
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and that number is likely to top a billion
dollars this year with increased visitation
to the parks marking the centennial.

Looking back, the NPS came about
nearly a quarter of a century after the 
establishment of the first national park,

The U.S. National Park Service (NPS)
has been building up to the agency’s 
centennial celebration, which “will kick
off a second century of stewardship of
America’s national parks and engaging
communities “ on Aug. 25 — the agency’s
official birthday — with 71 different
events planned that day alone.

So the nation will reflect a bit this sum-
mer on the NPS and its core values —
which, most big-picture observers point
out, is immeasurably important for the
country’s psyche in terms of outdoor
recreation as well as its commercial in-
terests as the national parks host millions
of visitors who spent $16.9 billion in 2015
alone, the NPS reported.

As such, the national parks, along with
their state and county counterparts in the
public sector, clearly serve as incubators
for the country’s future campers — public
and private — because only 3% of na-
tional park visitors in 2015 stayed in NPS
campgrounds, while 6.4% of national 
park visitors camped outside the parks
themselves. That translates to nearly 7.9
million camper nights outside the parks
compared to 3.7 million camper nights 
inside the national parks.

For the record, the NPS estimated that
visitors spent $995.4 million in camp-
grounds outside of the parks last year,

NPS Celebrates 100 Years as an Incubator for Millions
of Campers and Champion of Wilderness Preservation

of the national parks, above and beyond
the millions who visit the parks each year.

With the publicity of the NPS centen-
nial, a new record number of visitors
should visit national parks this year,
above and beyond last year’s record-
setting visitation by all estimates.

According to the 2016 North American
Camping Report commissioned by Kamp-
grounds of America Inc. — which, 
fittingly, quotes Muir in the report’s intro-
duction — more than half of all U.S.
campers surveyed plan to visit U.S. 
national parks this year, and the NPS 
centennial even has one in seven 
Canadian campers saying they plan to
cross the border to visit a U.S. national
park this year.

Similarly, the Recreation Vehicle 
Industry Association (RVIA) expects the
NPS centennial will drive camping this
year.

“It’s estimated that 22 million Ameri-

cans are planning RV trips this summer,
many heading to our country’s national
parks to participate in the centennial cel-
ebration of the National Park Service,”
the RVIA said in its groundbreaking study
on the economic impact of the entire RV
industry. In addition, the improvement 
of campsites in national parks is helping
to drive interest in the RV lifestyle, the 
association reported.

Even so, the national parks are falling
behind on maintenance, with funding for
the parks dropping 21% since 2000, ac-
cording to economic researcher Linda
Bilmeswith the Harvard Kennedy School.

“As we look to our second century of
public engagement through our parks
and programs, we need to think about a
more robust and sustainable model for
our National Park Service,” said NPS 
Director Jonathan Jarvis. He suggested
the NPS will have to be funded with a 
mix of public funds, user fees and 
philanthropic donations.

The NPS is also considering soliciting
corporate sponsorships, an idea that has
drawn fire from some camps, including a
group calling itself the Coalition for a
Commercial-Free Childhood. “A proposal
currently being considered by the 
National Park Service will remove rules
requiring that parks remain free of 
commercialism,” said David Monahan,
campaign manager for the group. “The
new policies direct parks to actively seek
donations from corporate vendors, while
also liberalizing rules on donor recogni-
tion and lifting restrictions on naming
rights in parks. 

Yellowstone, which President Ulysses S.
Grant signed into law in 1872. The estab-
lishment of Yellowstone’s status as a 
national park led to more lands being set
aside to provide a place for all Americans
to appreciate nature and, later, history.

And no look at the history of national
parks would be complete without a men-
tion of John Muir, the Scottish-American
outdoorsman and author who co-founded
the Sierra Club and was a strong voice
for wilderness preservation and the 
establishment of Yosemite National Park
and Sequoia National Park in California
in 1890. 

“Keep close to nature’s heart,” Muir
advised, “and break clear away, once in
a while, and climb a mountain or spend a
week in the woods. Wash your spirit
clean.”

Muir, considered the “father of the Na-
tional Park Service,” wrote of the national
parks as “places for rest, inspiration and
prayers,” and personally escorted Presi-
dent Theodore Roosevelt on a tour of
Yosemite National Park. In addition to his
beloved Yellowstone and Sequoia, Muir
helped establish Grand Canyon and
Mount Rainier national parks.  

National parks and monuments origi-
nally fell under the control of the states in
which they were located or under the
auspices of the U.S. Army, U.S. Depart-
ment of the Interior (which today over-
sees the NPS) or the U.S. Department of
Agriculture.

President Woodrow Wilson signed a
bill in August 1916 establishing the NPS
to oversee the dozen parks at that time.
In the decades that followed, War 
Department sites were turned over to 
the NPS, along with sites around 
Washington, D.C.

Today, the parks are firmly embedded
in the national consciousness. Everything
from Muir’s writings to Ansel Adams’
photographs, from video of the National
Mall in Washington, D.C. to the Statue of
Liberty to the fictional cartoon Jellystone
Park have exposed Americans to aspects

NPS Director Jon Jarvis hands out Every Kid in a Park passes this year as part of the NPS Centennial.

Grand Canyon National Park is one of the
most famous natural sites in the world.

‘It’s estimated that 22 million Americans are planning RV trips this summer, many
heading to our country’s national parks to participate in the centennial celebration,’
noted the Recreation Vehicle Industry Association in its economic impact study.

Old Faithful’s eruptions are just one of the
draws to Yellowstone National Park.
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• 83 national monuments.
• 59 national parks.
• 21 national preserves and reserves,

plus four national parkways.
• 18 national recreation areas.
• 58 national rivers and wild and scenic

rivers.
• 33 national trails.
• 10 national seashores and four 

national lakeshores.
• 72 affiliated and national heritage

areas.
• 11 other designated areas.
• Managing the National Register of

Historic Places.
• Overseeing the federal Historic

Preservation Tax Credit program. 
• Operating federal programs to help

states fund parks.
• 22,000 full- and part-time employees.

Taxpayers are willing to pay more to
support the national parks, whether or
not they visit them, Bilmes said (see 
related story).

From Civil War battlefields to pristine
wildlife areas, from the Statue of Liberty
to the National Mall, from Denali to the
Everglades, the park service has taken on
a lot in the last century.

Whatever the future funding level, a
majority of Americans would likely agree
the national parks are an entrenched part
of the U.S. “National Parks are,” author
and historian Wallace Stegner pointed
out, “the best idea we ever had. Ab-
solutely American, absolutely demo-
cratic, they reflect us at our best rather
than our worst.”—Justin Leighty WCM

“That means,” he continued, “your
visit to a national park will increasingly
become marred by product placement in
visitors’ centers and on signage,
benches, paving stones, and park vehi-
cles.�How long before our beautiful
mountain vistas are tarnished by the
logos of Coca Cola, General Electric, 
McDonald’s, and Budweiser? And what a
sad message to send to children: that our
cherished national resources are for sale
to the highest bidder in the quest for 
commercial profits.

“We believe Congress should ade-
quately fund the preservation and main-
tenance of our national parks,” Monahan
continued. “These protected spaces
should be a refuge from the hardships of
everyday life, including the advertising
and commercialism that surround us. The

National Park Service needs additional
resources, but the answer is not to 
deface our parks with corporate logos.”

As it stands, however, Congress is
funding the parks at a level of only around
$3 billion per year. That seems to be a lot
until one considers the scope of the NPS,
which oversees more than 84 million
acres, meaning funding comes at a level
of $35 an acre. That funding has to cover
the overhead of:

• 879 visitor centers and contact 
stations with 307 million visits in 2015.

• 25 national battlefields and national
military parks.

• 128 national historic parks and sites
and one international historic site.

• 30 national memorials.

Americans put a total economic value of
$92 billion on national parks and program-
ming provided by the U.S. National Park
Service (NPS), according to a first-ever
study by the nonprofit National Park Foun-
dation (NPF). 

The study, conducted by Professor John
Loomis and Research Associate Michelle
Haefele of Colorado State University, and
Professor Linda Bilmes of the Harvard
Kennedy School, determined the total 
economic value of national parks and the
NPS’s programs whether or not people 
personally visit the parks.

“This is different from what we typically
report on an annual basis on visitor spend-
ing,” said NPS Director Jonathan Jarvis.
“This is asking the American public how
much they value the parks whether they
visit them or not. The numbers are pretty 
astonishing in many ways, particularly
when you compare it to our budget.”

In fact, 95% of the American public sur-
veyed said that protecting national parks for
future generations was important — and
80% would pay higher federal taxes to 
ensure the protection and preservation of
the national park system.

“Every day, we hear about the life-
changing and enriching experiences of vis-
itors to our national parks,” said Will
Shafroth, president of the NPF. “While
these experiences provide spiritual, emo-
tional, and physical value to these visitors,
this groundbreaking study documents the
economic value the American public 
recognizes that our national parks give to
our country.”

According to Jarvis, “This study demon-
strates the enormous value that the public
places in the work of the National Park
Service, even beyond the iconic and incred-
ible places in our care. By affirming our

commitment to the programs that help us
preserve American culture and history
through place, this study provides great
context for the direction the National Park
Service will move in our second century to
tell a more complete and diverse story of
who we are and what we value as a nation.”

Bilmes, for her part, added, “Even
though national parks are priceless public
assets, it’s important to estimate how much
the American public would pay to protect
them. This study is a birthday wake-up call
that shows Americans value the NPS at
least 30 times more than the government
spends on them.” And, she noted, the $92
billion figure is a conservative one, since
people who didn’t respond to the 12-page
survey were treated as if they didn’t value
the NPS at all.

The economic value Americans place
on the parks is 30 times bigger than the 
annual budget of the parks. The govern-
ment is paying about $3 billion per year on
national parks funding — and that amount
is 15% smaller now than it was in 2001, she
pointed out.

“This study demonstrates that more than
half of the total economic value of national
parks is attributable to the benefits the Amer-
ican public receives from just knowing the
national park system is protected for current
and future generations,” Loomis said.

The Congressionally-chartered NPF
raises private funds in support of America’s
national parks and programs. Currently,
NPF is in the middle of its largest compre-
hensive fundraising effort to date, the $350
million Centennial Campaign for America’s
National Parks. To date, the foundation’s
total fundraising is more than $225 million.

Shafroth noted that the study wasn’t
funded with any taxpayer money.—Justin
Leighty WCM

Foundation Study Shows Americans Put a 
$92 Billion Value on National Park Service

Yosemite Falls and Half Dome are just part of the natural
wonder of Yosemite National Park in California. Mammoth Cave National Park in Kentucky

allows visitors to explore and learn.

Grand Tetons National Park in Wyoming not only has
natural beauty but is also close to Yellowstone.
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that traditional paper campground 
directory. It’s got to be things that they
can search.
And because they’re looking for the

social gatherings, it might be wise for
the campgrounds to guide them to-
ward other activities they can do in the
area. If it’s relevant, maybe tell them
how to set up a mountain bike tour or
lead them to local rentals for the equip-
ment they need. Those are the kinds of
things that are going to be appealing to
them because it’s going to help them
carry out the kinds of activities that
they want to participate in.

WCM: So, much of what you’re
telling us now results from the 
research you have done, right?

Redfern: Correct — trying to follow
some of the trends of what’s going on,
studies that we’ve been reading nation-
ally about who the Millennials are and
what they’re looking for. And they’re
definitely a group that will spend
money on products that fit in with their
lifestyle.
There’s a huge push right now in the

social media — there’s a group that you
can follow on #Vanlife for example —
that really likes the old nostalgic West-
falia-type of popup van campers 
because it’s something small and ma-
neuverable for them to take on the
road. It’s got a little bit of that
tenting/outdoor kind of feel. So, they
are definitely in the market looking 
for those older units, and they get 
together in large groups and travel and
experience things together.

WCM: Will they, in your view, even-
tually graduate into larger, more 
conventional RVs?

Redfern: BWhen they reach that age
group they probably will, or whatever
(product) is the trend by that point. But
I think we’ve got to realize that it’s not
just a one-size-fits-all scenario, and
we’ve got to bring them in and realize
that a starter vehicle for them at this
point is not necessarily going to be the
typical folding camping trailer as we
know it. They like something that’s a lit-
tle bit trendy. They’re definitely very
conscientious about how lightweight

and earth-friendly it is.
They’re looking for the product

that’s going to get them out there with
just some of the basic necessities. So,
we just always have to remember the
market that we’re targeting and, yes,
eventually they’re going to move on up
as they have families and as they age.
But in the beginning, they may not
want the amenities of our full-size 
traditional RVs as they’re starting out. 

WCM: So, in the big picture, you see
them becoming part of the greater 
‘RV Universe’ in due time?

Redfern: Absolutely, because of the
way peoples’ habits change as they age.
Now, they may not be the joiners in the
large social groups that our Boomer-
aged RVers are. But, obviously, as they
grow older and they get into the work-
ing world and they become parents,
they’re still going to be looking for
some of those same core products and
experiences that our target markets are
looking for today. But we’ve got to
make sure that we’ve got product that’s
going to get them in at that earlier age
and really grab them so it’s something
that becomes a part of their life and
they just want to continue it over the
years.

WCM: So, why is everyone, espe-
cially the media, so focused on the
Millennials and, yet, we barely 
mention Generation X?

Redfern:Well, they’re (GenXers) kind
of that stuck-in-the-middle generation
because they’re a much smaller gener-
ation by numbers. I think most of what
it comes down to is that the GenXers
think more like the Baby Boomers,
whereas there’s a more drastic change
with the Millennials.
If you think about it, the GenXers al-

most wind up becoming the tail end of
the Baby Boomer generation because
some of their thinking is still rooted
more in the same values. So, they kind
of get swept along still as the tail end of
the Baby Boomers because they do
come across as more traditional. The
Millennials, on the other hand, come
across totally different because they’re
complete digital natives. They’ve been
brought along in a very, very different
world. WCM

Millennials —from page 18 just one section of the state rather the
entire state.
“If I have the opportunity to take a

trip, or attend a meeting or just go out
and explore this beautiful state of 
Colorado, I am going to try to swing by
and visit campground owners every
chance I get,” she explained. 
In talking directly to campground

owners, Arlington was surprised to 
discover they often missed email 
messages from the association. An
email address may have changed or the
messages were being directed to a 
general mailbox where a staff member
simply deleted them. Now, she has 
updated the CCLOA database and is
working to ensure the messages go to
the right people. 
Arlington learned precisely what

campground owners were looking for
in convention topics, and she plans to
arrange speakers to address them at
upcoming meetings. The four biggest
questions most owners had concerned:
• How to create a solid employee

contract.
• How to fire nonperforming workers.
• How to hire new staff and work

campers.
• What benefits the association offers

to its members.
“Some owners would like to see us

explore issues in working with govern-
ment regulators,” said Arlington. “The
regulators often don’t really know about
or understand national codes and how
adopting them could make it easier on
local officials and campground owners
alike.”
Quite a few campground owners 

admitted to being fed up with the
amount of work required to properly
market their businesses online. Most
campgrounds had out-of-date websites
and listings on online directories. Some
were simply overwhelmed in attempt-
ing to keep up with changes that
needed to be made, she explained. 
Several owners described problems

associated with the exponential growth
of websites wanting the campgrounds
to claim listings on various travel sites.
“Where campground owners once

had options to advertise in two or three
campground directories, today there
are dozens of online directories and
websites reaching different segments of
a broad audience,” she explained.  “It’s
hard for campground owners to know
which sites are valuable and it’s hard to
find time to maintain so many listings.
Fortunately, CCLOA has programs in
place to ease their burdens.”
There are some legislative issues that

campground owners would like to see
enacted, and it will be Arlington’s job to
advance that agenda with state officials
as well. 
In addition to serving as executive

director of the Colorado association,
Arlington — a former Kansas RV park
owner — also oversees the Kansas
Campground Association, a job she
has held for many years. 
After the success of the Tour of 

Colorado, is a similar tour planned in
Kansas? There are fewer parks in
Kansas, which would make the trip
more feasible, but the Kansas board
and membership haven’t yet moved in
that direction, Arlington explained. 
She plans to continue working with

both groups going forward, and she
thanked Kansas campground owners
for their patience as she settled into the
new responsibilities with the neighbor-
ing state. —Greg Gerber WCM

meetings in parks really helped me bet-
ter understand the issues they face and
how CCLOA can do a more complete
job of serving owners and promoting
the facilities and services the camp-
grounds provide,” she explained. 
“I enjoyed the opportunity to expe-

rience their area and learn what guests
might do when they arrive. That will
help me promote the campgrounds na-
tionally and internationally,” she
added. “Now, when an RVer contacts
our office for recommendations on
places to stay when visiting Colorado, I

have a visual image of particular parks
and can help identify which ones are
best suited to accommodate them.”
Visiting member parks was a great

experience, but visiting nonmember
parks was worthwhile, too. It gave 
Arlington a chance to introduce the
owners to CCLOA, its mission and 
the benefits the association offers to
campground owners. 
“When I told them about what the

association was able to do today, and
explained how the benefit packages
had changed over time, many of the
owners were genuinely surprised and
receptive to joining,” she said. “I’m 
confident we’ll have the opportunity to
serve many of them in the association
soon.”
Following the success of the 2016

Tour of Colorado, Arlington sees it be-
coming an annual event, although not
as elaborate. Perhaps, she will focus on

Colorado Campgrounds —from page 4

Lloyd Delgado new owner of High Coun-
try RV Park in Naturita poses with the
CCLOA mascot during Arlington's visit.

www.pelland.com
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VENDORSCAPES
New Products for Your Park —
and Comfort Upgrades for Guests

swimming area with a consistent shal-
low depth for non-swimmers as well as
being free of lake hazards,” said Ryan
Waldorf of Mod-U-Dock. “Swimmers

like it because they’re swimming in lake
water without mud or seaweed and
there’s no fear of the unknown because
of its solid bottom. Campground own-
ers like it because it’s durable, movable
and expandable, requires minimal
maintenance, is easy to install and is the
latest way to enjoy the lakefront.”
Waldorf mentioned that Mod-

U-Dock continues to do well in the
marketplace as hundreds of camp-
grounds nationwide have installed the
company’s modular dock systems. The
systems are built with UV-inhibited 
marine-grade PVC solid or open-tread
decking set upon a PVC-protected 
galvanized steel frame. The ADA-
compliant, slip-resistant dock systems
can either be anchored or floating,
come in white, tan or gray, and available
accessories include benches, ladders,
handrails, solar lights and more.
For more information, visit www.

modudock.com, email info@modu
dock.com or call 877-746-7056.

Northwood Industries Inc. 
With retail locations in northern Wis-

consin and near Minnesota’s Twin
Cities, Northwood Industries Inc. offi-
cials say their company’s poly-recycled
outdoor furniture is a good fit for the
upper Midwest.

Clair Martin of Northwood Indus-
tries, which is celebrating its 25th 
anniversary this year, said campground
owners and other commercial 
customers appreciate the durability of
their line of Adirondack chairs, fan back
chairs, rockers and gliders, single chairs
and loveseats, pub table sets and 
balcony chair settees as well as side 
tables, ottomans, and more.

“Waterparks, campground owners,
schools and colleges — they all like that
you buy these once and then it outlasts
all of us,” Martin said. “They like the
vivid colors — and they stay bright, they
don’t fade or chip or crack or rot. They
can use a pressure washer to clean them
and they can stay out all year. They 

Lynkris Patio Furniture 
Lynkris Patio Furniture, a Wisconsin-

based manufacturer of PVC-compo-
nent chairs, lounges, table sets and
other patio furniture, has added a patio
umbrella to its product lineup that fea-
tures fiberglass ribs. Owner Bruce 
Webster said fiberglass ribs are an 
upgrade over the standard metal rubs,
which tend to break easily.
“The nice thing about the fiberglass

ribs is that they have flex to them so in
high winds, or even if they fall down, the
ribs are going to hit the ground and
they’re going to flex and bend and snap
back into place. Plus, the manufacturer
has made it to where each rib is individ-
ually replaceable, so even if something
really bad happens or a customer would
break it you can replace the individual
ribs,” Webster said. 
Webster added that business has

been good as more campgrounds are
seeing the value of his products —
which includes shower chairs, towel
hampers and linen carts — despite
them being a little more expensive than
other outdoor furniture options.

“It’s two things really: durability and
comfort. We have a 10-year frame war-
ranty and the sling has two-year war-
ranty, but we’re getting seven to 10 years
out of the sling,” he said. “The nice thing
is that it’s a component furniture. If any-
thing ever does break there’s no part
that I can’t send to replace it and it’s 
simple to fix. And every sling can also be
replaced. The only maintenance is to
keep an eye on the footpads on the 
bottoms of the chairs because they get
drug around on the concrete.”
For more information, visit

www.lynkris.com or call 800-657-4644.

Mod-U-Dock
Mod-U-Dock Inc., a Wisconsin-

based modular dock systems provider,
has introduced a new concept that’s tai-
lor-made for lakes with mucky bottoms,
too deep for youngsters or overgrown
with seaweed. Known as a Swim Enclo-
sure, it’s basically a lake-water pool set
in the water. A rectangular structure
with a bottom and sidewalls, the enclo-
sure is ringed by Mod-U-Dock’s floating
dock system.
“It’s safe because it’s an enclosed

Mod-U-Dock’s swim enclosure allows a
pool-like experience in a pond or lake.

Clair Martin displays Northwood’s
poly furniture.

Lynkris owner Bruce Webster
under the new umbrella.

http://dogipot.com
www.checkboxsystems.net
mailto:tporter7274@gmail.com


60 SITE CAMPGROUND
Rated 4 Stars by Woodalls

All Pull-Thru Sites
Bath House with Showers

Laundromat • Propane Sales
Beautifully Landscaped 

31 Unit Mini Storage Rental
30 & 50 Amp Electric

Cable TV & Internet available on all sites

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

For Sale By OwnerFor Sale By Owner

Beautiful Vermont campground in a tourist 
location. 20 acres with 90 total campsites, 
1/3 seasonal to bring in winter income. 20,
30, 50 amp electric, water, sewer, back-in and
pull thru RV sites. Large recreation hall, bath
house, game room and laundry. Heated pool,
swimming pond, playground, camp store &
propane fill station. 2 bedroom, 2 bath home
with basement, attached garage and shed.
Great location off of the interstate for easy 
access. $850k, no owner financing available.
Email campgroundforsale@aol.com for details. 

Stunning Vermont Campground for Sale!

WANTED!
RV Park near
Metro Area

or Large City!

240-600-2304 or
jasonsharer@gmail.com

CAMPGROUND

Woodall’s 4-Star 2015. 31-1/2 acres, 200 sites
(all with water & 30 amp, some with sewer & 50
amp), 2 bathhouses with flush toilets & showers,
2 laundromats, playground with Rainbow unit,
36' x 64' heated pool (new 2013), 7,000 sq foot
event building, 26' x 56' mobile home (3 BR, 2
full baths). $2.5 million.
Cannon Falls Campground, Cannon Falls, MN

507-263- 3145 or cell 612-709-9895
www.cannonfallscampground.com

Campground For Sale by Owner
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PRIME
Interstate 10 Frontage

2800 ft. Total - 16 mi. E of State Capital
Monticello, Florida

Two Good Sam RV Parks
with Adjoining Residence on Acre

plus One Mobile Home Park
within City Limits

850 997-3890

require no maintenance.”
Available in 18 different colors rang-

ing from yellow and hot pink to more
traditional green and cedar as well as
two-tone combinations, the furniture
features a contoured back and seat for
maximum comfort. They are built with
stainless-steel fasteners and mainte-
nance-free thick poly material.
“It’s made out of recycled milk jugs

so it’s a green product because it keeps
that out of the landfills. The product is
96% recycled milk jugs with the remain-
ing 4% being the colorant and the
binder to hold it all together. There isn’t
any wood fiber in these at all,” Martin
pointed out, adding that the company
also carries a growing line of camping
cabins, garages, gazebos and other 
similar outdoor structures. 
For more information, visit

www.northwoodoutdoor.com or call
800-611-9471.

Prime Karts 
For about the last 15 years, Prime

Karts has been supplying its various
lines of safe, durable, low-maintenance
pedal karts to the campground and
other commercial industries, and camp-
ground owners have found the karts to
be a good source of rental income.
For 2016, Vice President of Sales

Derek Lother said Prime Karts has low-
ered its pricing to make it even easier for
park owners and others to acquire one
of the Pensacola, Fla.-based company’s
pedal karts.
“We’re always improving products

with new fixtures, new tooling — any-
thing that would make our manufactur-
ing process more efficient so that we can
pass those savings onto our customers.
Most of our models are several hundred
dollars less than what they used to be.
We’ve retooled and redesigned some of
our models and we’re excited to show
them off,” Lother said.
“The commercial quality is still there,

the warranty is still there, we’ve just
come out with more competitive pric-
ing,” he added.
For more information, visit

www.primekarts.com, email info@
primekarts.com or call 866-475-0450.

Pilot Rock/R.J. Thomas Mfg.
While picnic tables are the most

common wheelchair-accessible pieces
of equipment sold by campground ven-
dors, Pilot Rock offers a wide variety of
other pieces of campsite equipment
that provide accessibility, according to

the company.
The Pilot

Rock ULT Se-
ries, designed
and made by
R.J. Thomas
Manufacturing
Co. Inc., in
C h e r o k e e ,
Iowa, includes
trash recepta-
cles, charcoal

grills, campfire rings and a utility/prep
table, according to the company’s 
announcement.
“Our ULT Series utility/prep tables

are popular because of their simple,
open design that provides access to
everyone on all sides. The all-steel 
design makes them durable in public
installations,” said Marketing Manager
Bob Simonsen.
For more information, call 712-225-

5515 or go to www.pilotrock.com. WCM

Derek Lother takes the wheel
of one of Prime Karts' models.

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

agers or managers in training. For more
information about current and future
openings, please contact Robert Bouse at
rbouse@travelresorts.com. “Have Fun,
Make Money” with an industry leader!

www.commbuys.com
www.athenarealestate.com
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Campgrounds/RV Parks
ME - NH - NY

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

This month’s featured listings:
ME - 50+ acres,well-built former KOA,105 sites
lg main building, pool, nice home, + 2nd home,
more. Good Gross & Net. Now only $725,000.

ME - NEAR OCEAN! 20 acres, 60 sites, (40 sea-
sonals),yr-round 4 unit apt., summer apt, pool, 2
ponds, sev. ocean beaches - 2-3 miles. $675,000

ME - 1,000’ Lakefront, 6 large cottages, nice 
yr-round chalet, spectacular sunsets, many 
seasonals. Heated pool.Just Reduced. $625,000
………………………………………………
I have several other large parks to $4,500,000.

(Qualified Buyers, only - please.)

Contact Don for these and other listings.

www.BuyaCampground.com
Don @BuyaCampground.com

603-755-3944

For Sale by Owner

WANTED!
RV parks with water feature 
(lake, river, ocean), or near major 
attraction. Prefer 200+ sites with
high number of seasonal residents,
but will consider smaller parks
(with or without water feature), if
have high seasonal occupancy in 
desirable location near attractions.
Family and/or retirement. Rural 
or city location. We will decide
quickly and pay all cash or 
structure sale to meet your needs.
We are experienced RV park 
owners and assure confidentiality.
Brokers welcome. 
Please call or email us today:

  Phone: 518-725-2003
Email: usresorts@outlook.com

“Specializing in RV PARKS and
CAMPGROUNDS FOR SALE”

Over 30 Years Experience

www.rvparksforsale.com
Our Experience And Expertise = SOLD

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

MICHIGAN CAMPGROUNDS FOR SALE
SEVERAL CAMPGROUNDS AVAILABLE

Including in North Central

and West Michigan Regions

BRIGGS REALTY
www.briggsrealtyonline.com

616-942-1071

INVESTMENT OPPORTUNITIES

RV Park for Sale By Owner
1/2 mile off  I-90
Situated between Mt Rushmore and Yellowstone
Devils Tower Exit
56 RV sites, 25 tent sites, 2 cabins
Heated swimming pool
Store, laundry, game room, propane
New Owners apartment above store/office
New 26 x 40 shop
New John Deere compact tractor & 10 implements
Jeep Wrangler with snow plow
Appx. 7 acres
City water, City sewer, CATV
Good Sam Rating 9
30-50 amp pull thru sites
$1,100,000

Serious buyers only / no brokers
Bernie 307-282-0023

Location, Location, Location...

PARK BROKERAGE INC.

John Grant/Park Brokerage Inc. 
john.grant11510@gmail.com • 800-987-3363 • Fax 858-530-2368

www.parkbrokerage.com

Riviera RV Resort on the 
Colorado River, Blythe, CA
175 RV Sites, 9 Park Models, Pool, 
Spa, Boat Launch.13.3% Cap Rate, 
28 Year Extendable Ground Lease.
$2,500,000 with Assumable and 
Seller Financing.

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
53 RV & 24 Tent Sites on the Eel River 
on the Avenue of the Giants Highway.
Newly Renovated, Low Rates. $1,625,000,
8.9% Cap Rate, 17% Cash Flow.

Oxbow Estates RV Park
$1,150,000
Payson, AZ 
49 Large Spaces + 6 Apartments and
Owner/Manager Home. Beautiful Mountain 
Setting in the Pines just Hour from Phoenix.
20 Degrees Cooler in the Summer!

Turnkey 30 FHU campground 
located on busy I-70 in

Eastern Colorado. Quick closing.  
ONLY $189K.

+ Nice 4 bedroom stick home
ONLY $110K.

Must be purchased together.
970-664-2218

jlensz@outlook.com

Lake of the Ozarks RV Park For Sale

Woodall’s 5-Star rating
Located with-in Minutes of the Lake
Meticulously Maintained and Operated
40 sites on 16 Acres  •  5 Cabins
Office/Store  •  Swimming Pool
Showers and Restrooms
Game and Meeting Rooms
Boat Rentals and Dock Slips
Covered and Open Storage
Walking Trails
1600 Sq. Ft. Owners Home
Room For Expansion
Potential Income from Cell Tower
$699,000

www.havaspacervpark.com
RE/MAX at the Lake 

Ed Oberste • edoberste@remax.net                                   
573-374-3288

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


Manufacturers of Quality Recreation FUNniture
www.ParkEquipment.com

1-800-376-7897
2061 Sulphur Springs Rd

Morristown, TN 37813

CALENDAR OF EVENTS

AUGUST

15-17: Tennessee Association of RV
Parks and Campgrounds Annual
Conference and Trade Show
Smoky Mountain Premier RV Resort
Cosby, Tenn.
Contact: 865-685-5339

SEPTEMBER

13-14: Northeast Campground 
Association Great Escape 2016
Hickory Hill Family Camping Resort
Bath, N.Y.
Contact: 860-684-6389,
cyndy@campnca.com

14-18: America’s Largest RV Show
Giant Center, Hershey, Pa.
Contact: 888-303-2887

19-21: Virginia Campground 
Association Annual Meeting
Candy Hill Campground
Winchester, Va.
Contact: 703-291-0657

27: California Association of 
RV Parks and Campgrounds 
Fall RV Park Day
Rancho Jurupa Park and
Crestmore Manor
Jurupa Valley, Calif.
Contact: 530-885-1624

OCTOBER

25-26: Ohio Campground Owners
Association Fall Conference and
Park Operators On Tour
Courtyard Marriott
Lima, Ohio
Contact: 614-221-7748

NOVEMBER

3-5: Campground Owners of 
New York Exposition for the 
Outdoor Hospitality Industry
Turning Stone Resort
Verona, N.Y.
Contact: 585-586-4360

6-10: Leisure Systems Inc. (LSI) 
Symposium and Trade Show
Northern Kentucky Convention
Center and Embassy Suites
Covington, Ky.
Contact: Dean Crawford, 
513-831-2100 ext. 12
dcrawford@leisure-systems.com

8-11: National Association of RV
Parks and Campgrounds Outdoor
Hospitality Conference and Expo
Fort Worth Convention Center
Fort Worth, Texas
Contact: 303-681-0401

11-13: Cruise Inn Conference
Sheraton Fort Worth 
Downtown Hotel
Fort Worth, Texas
Contact: 888-222-4191,
ssilver@cruiseinns.com

14-17: Kampgrounds of America
Convention and Expo
Chattanooga Convention Center
Chattanooga, Tenn.
Contact: 406-254-7416,
shuck@koa.net

20-23: Camping In Ontario
Convention and CampEx
Sheraton On The Falls
Niagara Falls, Ontario
Contact: Krista Bethune, 
877-672-2226
kbethune@campinginontario.ca

29-Dec. 1: Recreation Vehicle 
Industry Association
National RV Trade Show
SKentucky Expo Center
Louisville, Ky.
Contact: www.rviashow.org

DECEMBER

12-14: Pennsylvania Campground
Owners Association Convention
and Trade Show
Penn Stater Hotel
State College, Pa.
Contact: 610-767-5026

FEBRUARY 2017

20-24: National School of RV Park
and Campground Management
Eastern Campus
Oglebay Resort, Wheeling, W.V.
Contact: 303-681-0401

MARCH

1-3: Missouri Association of 
RV Parks and Campgrounds
Spring Meeting
Penn Stater Hotel
State College, Pa.
Contact: 610-767-5026

3-4: Ohio Campground Owners 
Association Spring Conference
and Trade Show
Embassy Suites Columbus Airport
Columbus, Ohio
Contact: 614-221-7748

15-19: Wisconsin Association 
of Campground Owners Spring
Conference and Trade Show
Holiday Inn Convention Center
Stevens Point, Wis.
Contact: 608-525-2327

16-18: Northeast Campground 
Association Northeast Conference
on Camping and Trade Show
Radisson Hotel Nashua
Nashua, N.H.
Contact: 860-684-6389

25-26: Colorado Campground
and Lodging Owners Association
Annual Conference
Courtyard by Marriott
Grand Junction, Colo.
Contact: 970-573-0320 WCM
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http://www.go-usg.com
www.phelpshoneywagon.com



