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Keeping kids entertained onsite with new recreation choices is one way RV parks
and campgrounds can boost their bottom line. Photo courtesy Kidstuff Playsystems.

PUBLISHER’S CORNER

By Sherman Goldenberg

National Parks Centennial — A Reminder of an Old Feud
Here’s hoping that independent RV park and campground owners pay their respects this summer to the centennial of the National
Park Service (NPS), which actually celebrates its 100th birthday on
Aug. 25 of this year.
It’s a big deal, not only for essential patriotic respect owed to
federal parks like Yellowstone, Yosemite, Zion and Glacier, but also,
on a more self-serving end, for the ways in which many private U.S.
parks might take advantage of a standing opportunity to co-market
events and promotions around this one-of-a-kind moment.
Having said that, the NPS centennial is also a reminder of how
some public parks at the federal, state and municipal levels have
been viewed — and criticized — through the years by private park
operators. I was reminded of all that the other day in a conversation with campground industry
analyst and critic David Gorin, an outspoken former association exec who currently co-operates
Florida-based Gorin + Cohen Consulting Group with partner Jayne Cohen.
Heck, when Gorin first got involved some 25 years ago as chief executive of the National Campground Owners Assocation (NCOA) — predecessor to today’s National Association of RV Parks &
Campgrounds (ARVC) — it was a hot topic as public parks were viewed by some in the campground sector as unfairly encroaching on private enterprise with tax-supported facilities employing
predatory pricing. Today we don’t hear all that much about it — even in an age when states and
municipalities have been adding new facilities and enhancing services at existing parks. Why not?
Because, in Gorin’s view, private operators have done a good job of competing with top-notch
facilities while the public sector has had to raise its fees in order to fund improvements.
“There’s no doubt in my mind that the state park systems across the country are expanding their
roles in the campground business,” said Gorin. “They’re adding swimming pools, storage facilities,
full hookups and activity programs. Some of them are offering seasonal camping. And the Virginia
state parks are setting up a rewards system. You know — every time you camp, you can earn points.
So, they’re actually mimicking everything that’s done in the private, commercial sector.”
And even though private parks hold the high ground as private enterprises so often do versus
governmental units run by public employees, the whole situation still bugs the hell out of Gorin.
“It does, from a political point of view,” he said. “I don’t think that there’s anything inherently
governmental about (competing with) commercial businesses, whether it’s operating day care
centers in federal office buildings or selling flags through the government printing office. There’s
all kinds of stuff that the government does that I don’t think is in their ball park, but that’s the way
it goes. I’ve gotten over it a little bit.” WCM
www.woodallscm.com
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RVers in a Buying Mood at
Winter RV, Camping Shows

As gas prices barrel down below $2 a
gallon, RVers have come out in force during
the early round of winter shows that generally set a barometer for the coming year in
terms of trends in the industry and potential
sales. And, despite the backdrop of a gyrating stock market, RV dealers and show
organizers are reporting that out of the gate
2016 is seizing on last year’s momentum —
which delivered post-recession highs for
the industry.
“The early reports from 2016 retail
shows are very encouraging,” offered
National Recreation Vehicle Dealers Association (RVDA) President Phil Ingrassia. “I
attended the Florida RV SuperShow and the
Washington Camping/RV Expo, and dealers
were very busy and upbeat at both shows.
We are also getting good news out of Pittsburgh, Fort Wayne, Cleveland, St. Louis, and
elsewhere.”
Brian Wilkins, president of New Yorkbased Wilkins RV and newly installed
RVDA chairman, was similarly upbeat,
noting that “everyone I’ve talked to is positive about the early shows. Everybody is
mindful of the stock market and of course
it’s an election year, but I just haven’t heard
anything negative.” WCM

It Wasn’t Easy, But TACO, Texas Advertising
and its Subsidiaries are Settling Into New Digs

Brian Schaeffer and Joe Moore stand behind the newly opened office’s sign.

‘The staff loves the new building. Now they have
their own work space and a lot more privacy,’ said
company owner Brian Schaeffer. ‘Our work flow,
which was efficient before, is even better now.’
When the staff members of Texas Advertising, TXAD Internet, the Texas Association
of Campground Owners (TACO) and AGS
hosted an open house for their new building
in Crowley, Texas, earlier this year, it’s hard to
overstate what a change it was for the businesses and the statewide association — or

at least for the staff members.
Few people in the outdoor hospitality industry likely realize that several of the
biggest companies serving campgrounds
were started and operated as home-based
businesses.
The aforementioned companies and TACO

were all being run from President Brian
Schaeffer’s Burleson, Texas, compound.
When Texas Advertising was founded in
1994, it was truly small enough for Schaeffer
and his wife, Debra, to run it from their RV as
they were full-timers — enjoying the lifestyle
and making a living on the road. Seven years
later, they settled into a home in Mansfield,
Texas, and converted the upstairs bedrooms
into rather large offices and commuted a few
steps to work every day.
Over the years, as the business grew,
more staff members were hired and the
house filled up with employees crammed into
every corner. Ultimately, they built a 7,000square-foot facility in Burleson and moved
home and offices to a place they felt they
would never outgrow.
After Schaeffer acquired AGS in 2011, the
workload increased substantially until a dozen
people worked in the home, sometimes six
days a week. The Schaeffers had little privacy
as employees arrived as early as 6 a.m. and
stayed until early evening. For example, an
accountant shared a room with exercise
equipment, and General Manager Michael
Moore’s office was in the billiards room.
People trying to find the businesses were
stymied in their effort because the company’s
published “address” was a private mail facility about two miles away in Crowley, Texas.
Even when customers and vendors called for
directions, many were confused and wound
up more than 11 miles away on a street of the
same name.
Two years ago, Schaeffer realized the staff
TACO – continued on page 29

More Than 50 Seminars,190 Vendors Set Campground Operators From 11 States to
For WACO Convention and Trade Show Gather in March for Northeast Conference

WACO will again offer the upper Midwest’s largest camping
gathering in March, like last year’s gathering in Stevens Point.

Officials are in the final stages
of preparation for the 53rd Annual
Wisconsin Association of Campground Owners (WACO) Convention
and Trade Show, set for March 16-20
at the Holiday Inn Convention Center
in Stevens Point, Wis.
Widely regarded as one of the largest
such events in the nation, the convention and trade show features about 190
vendors and more than 40 speakers
who will be presenting more than 50
seminars on a wide variety of topics
ranging from food manager certification to how to more effectively use
Facebook and other social media.
WACO Executive Director Lori Severson told Woodall’s Campground
Management that as many as 500 repWOODALLSCM.com

resentatives from about 125 different
campgrounds are expected to attend
the convention, including many from
other states. She encouraged any park
owner who’s still deciding whether to
attend to consider that the return on
their investment is a better and more
efficient campground business.
“Sometimes the campground owner
will really be struggling with, ‘Boy, can
I afford to do this? Can I take the time,
effort and energy to attend the convention?’ We’ve really come to be confident
that any money that they spend on attending this conference comes back to
them tenfold when it comes to running
their business,” she said. “Everybody
leaves here with good information
WACO Convention – continued on page 6

The 52nd Annual Northeast Conference
on Camping and Trade Show, “Convene ’16,”
will take place March 17-19 for the second
time at the Radisson Hotel in Nashua, N.H.
Last year marked the first time the
regional Northeast Campground Association
(NCA) gathered in Nashua at the castlethemed hotel, and it proved to be a popular
venue for attendees.
Evanne Schmarder, international speaker,
publisher of the Digital Marketing Benchmark
Study for Outdoor
Hospitality, author
and Woodall’s Campground Management columnist, will
serve as keynote
speaker for the
event, offering expert
advice to attendees
Evanne Schmarder
on “Keeping the main
thing the main thing.”
Schmarder will also offer a seminar on effective use of digital marketing.
“I’m thrilled to have her here this year,”
said Cyndy Zbierski, executive director of
NCA. “She’s done just about everything in the
camping sector from being a work camper to
selling as a vendor here to being an international speaker and author. “With her keynote,
she’s going to remind us all of why we’re
doing this and that we’re doing it the right
way,” Zbierski said.
Schmarder is one of a wide variety of
speakers who will offer sessions, in varying
lengths, on topics from financial planning
to marketing, from workers’ compensation
to dogs in RV parks, from recreation to

This year’s Northeast Conference returns to
the Radisson Hotel Nashua.

credit-card processing.
The trade show expo space sold out in
February, with 76 companies that will have
representatives on hand to work with campground operators over two days.
And of course, the annual NCA auction
will return.
This year will also see an “Industry Super
Session” kicked off by Sherman Goldenberg,
publisher of WCM and sister publication
RVBusiness, and moderated by Bob Zagami,
head of the New England RV Dealers Association. They’ll be joined by Dick Grymonprez
of Champion/Athens Park, who will bring
a park model builder’s perspective along
with a perspective from the board of the
Recreation Vehicle Industry Association.
Jeff Sims from the National Association of
RV Parks and Campgrounds will also sit on
the panel, along with a yet-to-be-named
campground representative, Zbierski said.
The goal is to introduce RV park operators
to national trends and features they might not
Northeast Conference – continued on page 30
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Detroit Camper & RV Show Celebrates Its
50th Anniversary — With Record Attendance

As anniversaries go, the 50th Annual
Detroit Camper & RV Show, sponsored
by the Michigan Association of Recreation Vehicles and Campgrounds
(MARVAC), was certainly commemorated in style.
The show, staged Feb. 10-14, enjoyed
a 16.5% increase from 2015 attendance
numbers, according to MARVAC, and
was the best Detroit Camper & RV Show
attendance since the event moved to
Novi, Mich., in 1994 — first at the Novi
Expo Center before moving to its current venue, the Suburban Collection
Showplace, in 2008.
Bill Sheffer, show director, said they
knew they were on their way to a record
show from day one.
“On Wednesday, opening day, people
were lined up an hour or so before
doors opened. We knew it was going to
be a good show with such a strong
showing of interest,” he said, adding
that a successful show like the 50th
Annual Detroit Camper & RV Show
“demonstrates RVing and camping in
Pure Michigan continues to be popular
and economical for families of all ages
and stages.”
Campground
operators
that
Woodall’s Campground Management
talked to were just as excited about the
amount of interest they were able to
generate at the show. All reported strong
traffic and a noticeable increase in
guests’ interest in staying at their parks
— further validation 2016 will be a good
year, many noted.
Donna Ritchie, park manager at
Lake Huron Campground in Port Sanillac, Mich., said her park was up 20% last
year and they expect to be up at least
the same amount this year.

Donna Ritchie, park manager at Lake Huron Campground
and Joann Mayes, a seasonal camper and volunteer.

“Reservations are booking well ahead
of last year. We’re really looking forward
4 - March 2016

to this year,” she said, citing camping’s
surging popularity as the simple reason
why this is the case. “It’s on outdoor
activity that people, especially families,
can enjoy.”
The campground features 395 sites,
35 cabins and a beach on a 20-acre lake
with swimming along with a host of
amenities, such as a store, pizza café and
clubhouse and heated swimming pool.
Patti and Blain Cornwell, owners
of Camp Turkeyville campground in
Marshall, Mich., have had year-overyear occupancy increases as word is
spreading over their five-year-old
campground. The 400-acre property
used to be a turkey farm owned by
Blain’s grandfather — hence the park’s
name — which the veteran RVers developed into a campground.
“All sites are full hookup and we have
wide-open sites. We’re both campers, so

Patti and Blain Cornwell, owners of Camp Turkeyville.

we made it just how we would like it,”
said Patti, who added their 127-site park
already has a waiting list for Memorial
Day weekend and other summer holidays. “Every year business has been getting better and better,” she said, adding
rally groups are especially attracted to
the park.
The Cornwells also operate a professional dinner theatre, called Cornwell’s
Turkeyville U.S.A., as part of their overall
operations, and said the campground
helps provide customers for that attraction, which also includes a gift shop,
restaurant and other special events.
Mark Koss, a sales manager for
Heartland Woods Family Resort, was at
the Detroit Camper & RV Show to spread
the word about the membership-based
223-site park in Stockbridge, Mich. He
said 2015 was a good year for business
despite unseasonably rainy weather last
summer. “For the 4th of July we nearly

filled up, which for us is pretty good,” he
said. “It’s looking good for this year,
especially with the amount of attention
we’re getting here at the show.”

Obama Requests $3.1B
for National Park Service
U.S. President Barack Obama’s budget
request for fiscal year (FY) 2017 for the U.S.
National Park Service (NPS) supports
critical conservation, preservation, and
recreation programs to share the country’s most iconic, natural, cultural, and
historical landscapes with the next generation of visitors, according to an
announcement from the NPS.
The budget requests $3.1 billion to
boost the NPS’ essential programs and
operational needs by $250.2 million above
the FY 2016 enacted levels.
“This is a smart, innovative and
forward-looking budget that invests in
Interior’s key missions — now and in the
future — so we can continue to serve the
American people,” said Secretary of the
Interior Sally Jewell. “The president’s
budget provides targeted investments to
create economic opportunities by growing
our domestic energy portfolio, building
climate resilient communities, and revitalizing America’s national parks as we mark
their 100th anniversary.”
Recently released visitation statistics
show that America’s national parks are
more popular than ever. More than 305
million people visited the 409 parks in the
national park system in 2015, eclipsing the
all-time visitation record the NPS saw in
the previous year. WCM

Oregon’s Shelter Cove Resort
Joins Cruise Inn Brand
Mark Koss, sales manager at Heartland Woods
Family Resort.

Greg Anderson, a seasonal camper at
Timber Ridge RV Resort in Traverse
City, Mich., was staffing the campground’s booth at the Detroit Camper &
RV Show since he and his family live
nearby. Like others, Anderson said
Timber Ridge enjoyed a robust 2015 and
is expecting more of the same this year.
“There were not very many weekends
where the park wasn’t full,” he said.
“I’d say the biggest reason is because
camping is a family event. You can have
the whole family together at a reasonable cost, especially if they enjoy the
outdoors. Really, that’s what it all boils
down to,” he explained.
In addition, sales inside the Suburban
Collection Showplace at the 50th Annual
Detroit Camper & RV Show were blazing.
Vicars Trailer Sales of Taylor, Mich.,
brought 46 units to the show, including
seven retro-inspired trailers. On Friday,
two days after the show opened to the
public, Vicars owner and general manager Vicky Rokas reported sales doubled from what they experienced at the
2015 Detroit Camper & RV Show. “We
haven’t seen sales numbers like that
since 1998. Everyone seemed happy—
the attendees, the dealers. It was a
phenomenal show,” said Rokas.
MARVAC produces five Camper & RV
Shows throughout Michigan including
shows in Flint at the Dort Federal Credit
Union Event Center March 17-20;
Traverse City at the Traverse City
County Civic Center, April 1-3; and the
Fall Detroit Camper and RV Show at
Suburban Collection Showplace in
Novi, Oct. 5-9. For more information
visit marvac.org. —Rick Kessler WCM

Cruise Inn RV Parks, Cabins and Camping announced the addition of Shelter Cove
Resort & Marina in Crescent, Ore., to its list
of 38 locations open or in development.
Guests can enjoy Oregon’s majestic
beauty at Shelter Cove Resort & Marina,
which offers comfortable accommodations such as lodge and cabin rentals, fullservice RV sites, and tent sites. On-site
amenities include a convenient general
store, restaurant, boat mooring at the
marina, and complimentary Wi-Fi, while
the park is close to many of the area’s most
popular attractions and destinations,
like fishing and boating on Odell Lake,
cross-country skiing at the Oregon
Cascades and the serene surroundings of
Deschutes National Forest and Willamette
National Forest.
Shelter Cove is owned by Highway
West Vacations, which also owns and
operates nine other Cruise Inn parks in
California, Oregon, Washington and Utah.
“Cruise Inn has been steadily growing
in the eastern half of the U.S. in recent
months, so it’s nice to now strengthen our
presence out West with another quality
Highway West Vacations park,” said Scott
Anderson, president and CEO of Cruise
Inn. “We have really enjoyed working with
the team at Highway West Vacations over
the past two years and using our vast
resources to provide a positive impact
on their parks’ revenue, profitability and
overall property value.” WCM
Woodall’s Campground Management
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HUD Offers Better Definition for RVs, Redefines
Exemption From Manufactured Housing Standards
The U.S. Department of Housing and
Urban Development (HUD) recently announced a proposed rule that redefines the
RV exemption from manufactured housing
standards. This announcement and the proposed rule itself are great news for the RV
industry and RV enthusiasts, according to a
joint statement from the Recreation Vehicle
Industry Association (RVIA), the National
Recreation Vehicle Dealers Association
(RVDA) and the National Association of RV
Parks and Campgrounds (ARVC).
That’s because this proposed rule provides a critical solution to the regulatory uncertainty that has plagued RV manufacturers,
dealers and campgrounds for decades. Without it, the entire RV lifestyle could be regulated out of existence. With it, RV
manufacturers, dealers, campgrounds and
RV owners get regulatory certainty that the
RV lifestyle will remain the most attractive
way to recreate in America.
To understand why this proposed rule is
so critical, start by picturing in your mind a
transportable structure which is 320 or more
square feet, built on a permanent chassis and
includes plumbing, heating, air-conditioning,
and electrical systems.
What are you picturing? Is it a travel
trailer? A fifth-wheel trailer?
Actually, that is the federal housing
law’s definition of a manufactured home. And
manufactured homes are required to be built
to comprehensive housing standards set by
HUD.
But the confusion is understandable. After
all, manufactured housing and RVs share
common DNA: they are both descendants of
the so-called ‘mobile homes’ of the 1960s and
1970s. But starting in the mid-1970s the two
products evolved along different paths. Manufactured housing became larger and more
like a stick-built house. RVs became more
mobile and more like a vehicle than a house.
So, given the language of the HUD law,
why are travel trailers, fifth-wheels and park
model RVs not required to be built to HUD’s
housing standards (motorhomes, by the way,

are not part of this discussion because they
are specifically exempted from HUD regulation in the HUD law)?
The simple answer is because, due to the
distinct evolutionary paths of the products, in
1982 RVs were specifically exempted from
manufactured housing standards so long as
they meet HUD’s definition of an RV which
has been:
A recreational vehicle is a vehicle which is:
• Built on a single chassis.
• 400 square feet or less when measured
at the largest horizontal projections.
• Self-propelled or permanently towable
by a light-duty truck.
• Designed primarily not for use as a
permanent dwelling but as temporary living
quarters for recreational, camping, travel, or
seasonal use.
The fundamental difference between
manufactured housing and RVs was, is and
always will be their design intent: RVs are
designed for recreational, camping, travel or
seasonal use. Manufactured homes are
designed to be permanent dwellings. This
was the case in 1982, it is the case today and
it will be the case in the future.
But as RVs continued to evolve down the
vehicle path, the 1982 definition of RVs became
less clear and eventually unworkable. Undefined terms such as “towable by a light duty
truck,” and other technical issues around size
limits given the advent of RV slideout rooms
were problematic for the industry, for regulators, and for consumers. Meanwhile, the RV
industry implemented a stringent standards,
inspection and self-certification process
around the NFPA 1192 standard for RVs and
ANSI A119.5 for Park Model RVs.
To respond to the inapplicability of the
1982 definition to modern RVs, RV manufacturers, dealers and campgrounds put their
heads together with the manufactured housing industry to propose new language to clarify that modern RVs are not manufactured
homes. All parties agreed that RVs should be
built in accordance with NFPA and ANSI RV
standards, not HUD manufactured home

standards. All parties agreed that the key
distinction continues to be that manufactured
homes are designed and built for permanent
residency while RVs are designed and built
to be used by families as a recreational,
camping, or seasonal accommodation.
Eventually an advisory panel to HUD came
up with a consensus proposal to define and
exempt RVs from manufactured housing standards based on the objective fact that they are
built to the standards for RVs stating “a recreational vehicle is a factory built vehicular
structure designed only for recreational use
and not as a primary residence or for permanent occupancy, built and certified in accordance with NFPA 1192–15 or ANSI A119.5–09
consensus standards for recreational vehicles
and not certified as a manufactured home.”
In the newly proposed rule, HUD accepted
this consensus proposal with the additional
requirement that park model RVs contain
a consumer-facing notice that the manufacturer certifies that the structure is a recreational vehicle designed only for recreational
use. The RVIA PMRV seal applied to every
PMRV already contains this notice, so it is not
an additional burden to industry.
So this proposed rule gives RV manufacturers the critical regulatory clarity and certainty they have long sought: so long as they
build to the nationally-recognized RV standards, the modern RVs they are building do
not and will not fall under HUD’s jurisdiction.
The proposed rule gives RV dealers additional critical regulatory clarity they have long
sought: the proper paperwork, forms, and
disclosures the RV dealer needs to provide
during a sales transaction are based on the
design intent of the recreational vehicle.
The proposed rule also gives RV campgrounds the critical regulatory clarity and
certainty that they have long sought: in many
cases the business license for RV parks and
campgrounds only allows them to accommodate recreational vehicles, not manufactured
homes, so under the proposed rule they
would be able to accommodate any unit that
is certified to an RV standard without running
afoul of local regulations.
Under this proposed rule, the modern RV
lifestyle cannot be regulated out of existence.
Great news for anyone involved with it. WCM

Unique Pacific Yurts
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WACO Convention —from page 3
about how they can do something different, how they can save money, or
how they can make money. Honestly,
at the end of the day, that’s what it’s all
about. We are a business and we have
to run our businesses like a business.
So any ideas that we can get, certainly
from each other — or lessons that we
can learn without making that physical
mistake — are totally valuable.”
The theme for this year’s convention
is “Roaring 20’s,” and a number of activities will feature
speakeasies and
other nods from
that era, said Severson, adding that
attendees would
be dressed as
gangsters
and
flappers for some
of the theme-inLori Severson
spired activities.
Other events and activities include
silent and live auctions, “Shootout at
Bullheads,” a crackerbarrel-type idea
exchange on Wednesday night, and a
Friday night and all-day Saturday trade
show. WACO’s annual meeting immediately precedes the start of Saturday’s
trade show, which is followed that
evening by dinner, Hall of Fame presentation and the “Sleep Easy” featuring
gambling and other games.
Sunday offers round table discussions with a twist — attendees stay
seated while one of eight different
moderators, each with their own topic,
rotate from table-to-table every 15
minutes.
Another highlight once again is several former Green Bay Packers players
will be on hand. “Those guys are hilarious and they’re so helpful,” Severson
said, adding she wasn’t sure she’d be
able to convince former nose tackle
Gilbert Brown to dress as a flapper.
Also, children of vendors and attendees again can participate in Kid’s
Kamp, which has its own set of age-appropriate activities to keep the next
generation entertained and occupied.
New this year is a Kids Shark Tank, in
which kids develop an idea of what
could improve a campground operation. On Friday night, those children
will present their ideas to a “shark tank”
of convention dignitaries, with the best
idea earning up to $2,500.
Throughout the convention attendees will have an opportunity to win a
golf cart from Jim’s Golf Carts. The
more people participate in the various
programs, the more chances they will
have to win.
For more information and to
register, go to www.wisconsincamp
grounds.com/2016-convention/ —
Rick Kessler WCM
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MODERN MARKETING

How to Focus Your Resources on Your ‘Model’ Guests
Evanne
Schmarder
As a business owner/operator you
make dozens of decisions every single
day. Some are relatively inconsequential — like which brand of printer paper
to use — while some are more complex
with the possibility of shifting your entire operation. And let’s face it, sometimes this responsibility can be
paralyzing. Where should you start?
How do you know what direction to
explore? What’s the right decision?
I wish I could tell you there was a
formula to help you make the right
decision at the right time all the time,
but we all know that’s not realistic.
However, there is a tool that, if implemented correctly, will inform the
majority of your business decisions
from how to target your Facebook
advertising to what time to clean the
restrooms to whether or not that costly
capital improvement is the best way to
spend your money.
The tool? Avatars, or representations
of your ideal guests.
I’m not talking a generic version of
who you believe your customer, guest,
or prospect to be. I mean a very
specific, in-depth individual image of
your ideal customer.
In your gut or on paper, you know
your customer, guest, or prospect —
but how well do you really know them?
An effective avatar brings you face-toface with model customers. It is a
specific vision of an individual that is
passionate about your park, your product, your services. It’s your business’

evangelist. It lays out exactly what your
ideal customer wants from an experience with your business and helps you
make wise business decisions.
Who is your avatar?
We know that we can’t be everything
to everyone. The key to developing an
actionable avatar is specificity. It’s a
story about your ideal customer: Who
they are, what they love, how they
spend their time, what motivates their
decisions.
You might already have a broad
avatar that reads something like this:
My customer/guest/prospect is 30-45
years old with two children, makes
$35,000-$50,000 a year and camps in a
travel trailer. They live 150 miles from
our town and like to spend weekends enjoying the many park activities we offer.
That’s a good start — but you need to
dive much deeper, sketching out more
specifics:
Judy is a 37-year-old mother of two
boys, 9 and 12, and works as a customer
service rep in a town 150 miles from the
park. She’s always been outdoorsy and
enjoys camping with her boys and her
husband, Jerry, 41.
Insight: She’s a mother, an experienced outdoorsman and, chances are,
customer service is very important to
her.
Judy and her family have a 28-foot
travel trailer with two slide-outs and a
pickup truck. They arrive on Friday
afternoon and come prepared to take
advantage of the sporting activities
we offer. They bring fishing rods, enjoy
participating in family softball games,
like to have at least one meal at the
campground restaurant, always build
an evening campfire and occasionally
shop the park’s convenience store for
food items they have forgotten to pack,
sporting goods, or souvenirs.
Insight: She’s mid-range in her

choice of camper, she carves out time
away from work for her family, she
doesn’t mind spending some money
but doesn’t overdo it and she’s into the
camping experience.
Judy is also tech-savvy and travels
with a laptop and smartphone. The boys
share a tablet. She prefers parks that
offer Wi-Fi but is satisfied with ones that
have ample cell signal. She shares photographs of the family outings in realtime on Instagram, reads and post
reviews on RVParkReviews and catches
up on news via the Huffington Post. If
she’s unsure of a recipe, a craft project for
the boys or a hiking trail, she Googles it.
Insight: Communication is important to her, she likes to be in touch even
in the outdoors, she’s a researcher and
knows how to find information on
several devices. She’s probably not an
outdoor purist.
Judy is the family vacation planner.
She makes decisions based on activities,
location, reviews and cost. She expects to
spend approximately $40/night for a
full-hookup site. Her preferred method
of making a reservation is via the
telephone but spends at least two hours
researching online. Judy and her family
will return to a favorite park four times
during the summer season. They store
their travel trailer in the winter and
enjoy using it from mid-May through
Labor Day weekend.
Insight: Like many families, mom
makes the vacation decisions. She takes
time to pour through websites and
other online resources but likes in-person communication. The family travels
frequently in the summer, is attracted
by good memories and may be an ideal
candidate for RV storage or even winter
camping.
With a well-defined avatar, you’ll
begin seeing actual “Judys” at your business. Take the time to talk with her, ask

her questions about her experiences,
desires, needs, inconveniences, etc. Use
that information to refine your avatar.
Create as many avatars as you feel
represent your ideal customers, guests
and prospects. Each one of them
should represent an actual market segment. Add photographs to your avatars,
identify life stories, step into their shoes
and understand what makes them your
perfect target market.
What does your avatar want?
You’ve completed the avatar exercise
and committed it to paper, complete
with a visual. Now what? Remember
I talked about using an avatar as a
decision-making tool? Here’s where it
all comes together.
Each time you make a decision in
your business you need to ask yourself,
“What’s in it for Judy?” Not what’s in it
for you, but what’s in it for your avatar,
your ideal customer. In fact, have an
internal conversation with Judy. Ask her
a few defining questions:
• How she likes to be marketed to.
• Where she gets her ideas for camping trips.
• What in-park activities matter to
her most.
• What equipment does she have,
need, doesn’t like.
• What usage she and her family
might derive from a spendy capital
improvement.
Every piece of content you release
should pertain to your avatar, every
telephone procedure put into place,
every item purchased for your camp
store, every staff member hired, every
piece of service training for your staff
should move you towards conveying
that choosing your business is the right
choice for your avatar. Everything. That
is what’s in it for Judy.
Your goal is to deliver a precise experience to your ideal customer. By building out specific avatars you get further
inside what your best customer wants
from your business. Looking at each
decision from your ultimate customer’s
point of view will give you insight that
you may not have had. While this concept is simple, it doesn’t always make
decision-making easy. But it does highlight the best ways you can serve your
Judy. After all, meeting — and even exceeding — her needs is the key to your
success. Don’t believe me? Ask Judy.
Like what you see in Modern
Marketing? Stay abreast of the latest
digital marketing trends for the outdoor recreation industry by subscribing to Schmarder’s bi-weekly
trend digest Digital Marketing for
the Outdoor Recreation Industry at
www.roadabode.com. Ask her about
her digital marketing/social media
diagnostics and tune-ups, content
strategy and marketing plans, and
more at evanne@roadabode.com or
702-460-9863. WCM
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SMART OPERATIONS

How to Think Smarter to Beat Facebook at Its Own Game
Peter
Pelland
“If a tree falls in a forest and no one
is around to hear it, does it make a
sound?” is an ages-old philosophical
question. While pondering the answer to that query, let me present a
very similar question: If you post to
your Facebook Page, but Facebook
only allows for a small percentage of
your followers to see the post, are you
totally wasting your time? Almost
anybody can quickly answer that
question with a resounding ‘yes!’
Most people know that, unless you
promote (in other words, pay for)
your posts, only a small percentage of
the people who have “liked” your
page and want to see your posts will
actually get to do so.
Facebook claims that, “Pages organically reach about 16% of their fans
on average. To make sure your fans see
your stories, sponsor your posts to increase the reach of your content.” That
claimed statistic — which everybody
suspects is steadily falling, but that
Facebook has not updated in nearly
four years — is called into question by
third-party analytics that actually calculate a far lower percentage in many,
if not most, instances. We also know
that engagement with the chosen few

who will actually get to see your posts
will be increased if your posts contain
video or photos.
I would not advise businesses to
cave in to Facebook’s financial
demands. What I will advise is that
businesses think smarter in order to
gain the greatest benefit from this
social media giant. Let’s presume that
posts from your page are seen by 16%
of the people who have liked your
page, as Facebook suggests. Metric
studies have also shown that, on average, about 35% of Facebook users
see posts from their friends (as opposed to your page.) The actual percentage will vary, following a complex
algorithm called EdgeRank that
determines to what extent Facebook
will filter any specific posted content
that users will get to see. The bottom
line is that, if more than twice as
many people are likely to see posts
from their friends as they are from
your page, you can substantially
increase your reach if you offer people
incentives to share your posts.
A Case Example
My family was recently involved
with hiring the services of one of the
leading wedding photographers in
the local area. Toward the end of the
year, the photographer ran a very
clever yet inexpensive promotion on
Facebook that was certain to generate
a remarkable amount of traffic,
exposing many new prospective
customers to her services. Here is how
it worked:

• The photographer confirms in advance that couples are willing to allow
their photos to be used for appropriate promotional purposes.
• She then created a Facebook
album that consisted of 35 photos,
one from each of 35 weddings that
she had photographed during the
recent nuptial season.
• She then shared that album with
each of the 35 couples, encouraging
them to, in turn, share the album on
Facebook with their network of
friends, asking their friends to vote
(with a “like”) for their photo.
• The couple whose photo garnered
the most “likes” would win a dinner
for two (valued at $60) at an area
restaurant that is located within a
frequent wedding venue.
• In order to vote, each person was
also supposed to “like” the photographer’s page and the page of the wedding venue (although this would
appear to be an unenforceable rule.)
Because the dinner certificate was
almost certainly provided by the wedding venue at no charge, in exchange
for the promotional value, the total
cost to the photographer? Zero. By the
end of the contest, there had been a
total of 865 “likes” of the various photos in the album, each an indication
of a person who most likely viewed
what is essentially a portfolio of the
photographer’s work. The photographer’s Facebook page currently has
about 4,400 “likes.” Based upon the
16% average that Facebook claims,
about 700 people would have at least

seen the link to this album when it
was posted. Adding in the 865 people
who interacted with the album in response to the links that were shared
by the 35 wedding couples, you
can clearly see that this was a very
effective promotion.
Using a similar degree of imagination and creativity, there are certainly
opportunities for your park to benefit
from a similar promotion. An idea
that immediately comes to mind
would be a contest to choose your
campground’s three nicest seasonal
sites, with the winners getting $200,
$150 and $100 discounts toward their
seasonal site renewal fees for the following year. Every person visiting the
album will be impressed by the quality of the sites that they see and may
be a likely prospect to become a seasonal camper themselves. Another
shorter-term promotional idea (and
with smaller prizes) might determine
the best decorated site (or the best
individual costumes) from your
Halloween weekend. Get the idea?
With a bit of ingenuity, you can
easily multiply the impact of social
media like Facebook upon your business at little or no cost — and without
paying for the privilege of promoting
your posts.
Peter Pelland is the CEO of Pelland
Advertising, a company that he
founded in 1980 and that has been
serving the family camping industry
for more than 30 years. His company
specializes in building fully responsive websites, along with producing a
full range of four-color process print
advertising for clients from coast to
coast. Learn more about Pelland Advertising at www.pelland.com or see
their ad in this issue. WCM

Weak Loonie’s
Snowbird Impact Mixed
Canada’s weak dollar is not enough to
keep Gail Willis from enjoying the Arizona
sun, the Casa Grande Dispatch reported. The
Toronto resident will spend the next two
months at an RV park near Picacho with her
husband, Bob. The couple said Canada’s
plunging oil prices never detoured their plans
to escape the freezing winter.
The only economical change the couple
expected to make was scaling back the
amount of shopping they’ll do. They think their
finances will balance out since gas prices are
much cheaper in Arizona. Other Canadians
have taken greater measures, deciding to
cancel reservations at local RV parks or shortening their stay in Arizona. There’s been a
“slight decrease” in the number of Canadians
at Fiesta Grande RV Resort, according to
Community Manager Beth Kortsen.
Visits by Canadians to the United States
are forecast to be down by 8% this year and
another 1% next year. After Canada, the
biggest sources of international tourists in the
United States are Mexico, with a forecast of
17.9 million visitors this year; the United Kingdom, 4.4 million visitors; and Japan, 3.5 million.
More than 1 million Canadians visited
Arizona last year, according to Kim Sabow,
president of the Arizona Lodging and Tourism
Association. WCM
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ON CAMPGROUNDS

Bashford’s Finds Perfect Balance in the California Desert
Reports from
the field:

Bob Ashley
Bashford’s Hot Mineral Spa, 15 miles
south of Niland, Calif., has come a long
way since Oscar and Retha Bashford
opened 10 sites for RVs in 1963.
“It started as a little grocery store and
a spot across the street that had free
camping,” said their son Craig Bashford,
CEO of the park that now has 143 sites
located 65 miles south of Palm Springs.
Situated at the base of the Chocolate Mountains in the Imperial Valley
in California’s Colorado Desert, Bashford’s boasts six mineral-spring baths
on its 70 acres.

Pools are only part of the attraction
at Bashford’s Hot Mineral Spa

“The weather is what really brings
people in,” Craig Bashford said in early
February when the temperature was
expected to be in the 80s. “People like to
come here to get out of the cold.”
Soaring temperatures cause the park,

open from Oct. 15 through May 15, to
be closed in the summer. “We are 85 feet
below sea level and the temperatures in
the summer can reach 120 degrees —
and later in the summer, the monsoons
come out of Mexico and bring a lot of
humidity,” Bashford said.
Besides having only a “winter season,” ironically, there’s another unusual
aspect to Bashford’s Hot Mineral Spa:
The park doesn’t take reservations.
“My folks never did, and it seemed to
work out for us. We are on a first-come,
first-served basis. I don’t want to have to
tell someone they have to leave so that
someone else can come in,” he said.
Although the park has a website,
marketing mostly is through word-ofmouth. “Most of the time, people bring
their friends down,” said Bashford, who
used to clean bathrooms at the park
when he was in school.
Besides the mineral spas, Bashford’s
features a heated swimming pool and
Jacuzzi, along with a clubhouse, outdoor picnic area and community fire
ring. Dances are held every Saturday
night and the park hosts cookouts,
talent shows, card games and bingo.
“People keep busy here,” Bashford
said. “Some of them have their own yard
parties.”
Bashford’s clientele mostly is retired
senior citizens “We don’t get many
families,” Bashford said. “Occasionally
we get a few on weekends.
“A lot of people come here because
it’s a smaller park and we’re like a big
family. They make my job very easy.”
The fall of the Canadian loonie
versus the American dollar has set the
park back a bit this year, according to
Bashford.
“We could be full, but I’m a little
behind because of the Canadian dollar,”
he said.
Although Bashford’s has room for

The mountains form a nice backdrop
in the Colorado Desert of California

further expansion, that’s not likely to
happen. “I’d like to expand, but I’m
afraid I’d lose the quaintness of the
group,” Bashford said. “Pretty much
everybody comes back. We get two or
three people every year who become
permanent visitors. They come for a
week, then for a month, and pretty
much then want to go permanent
during the season.”
* * * * *
Open year-round, Cinnamon Creek
RV Park in Minden, La., 45 miles east
of Shreveport, headed into the winter
season on a quiet note.
“We were real busy for a lot of the
summer, but that has to do with the
work that’s going on in the area,” said
Trish Stanley, who owns the 81-site park
with her husband Clyde.
“About a month ago, we were probably at about 60% occupancy, but it’s
dropped off pretty good. There probably
won’t be any new projects in the area
until after the first of the year.”
A short distance off Interstate 20,
Cinnamon Creek also is a way station for

travelers.
“We don’t have a lot of people who
just come down for the winter,” Stanley
said. “But we stay pretty busy with
overnighters. We’re just off the interstate
so we are easy to get to.
The Stanleys added a new pavilion to
Cinnamon Creek last year and two years
ago added cable to all the sites and upgraded its Wi-Fi. “We’re the only area
park with Internet. And we have good,
reliable Wi-Fi,” Stanley said. “That’s a
question I always get from people.”
* * * * *
Although Laura-Lea Gordon and her
husband Gary bought Driftwood RV
Park in Fairhope, Ala., in November, they
already plan to more than double the
campground’s 52 sites starting next year.
“We will be doing it in phases, but we
want to add 60 sites,” said Laura-Lea
Gordon. “With 12 acres, we’ve got plenty
of room.”
In addition to the new RV sites, the
Gordons plan to add a laundromat and
build a new clubhouse to replace a
smaller facility that Laura-Lee Gordon
describes as a “man cave.”
“We will add a full kitchen,” she
said. “What we have now is a place
where guys to go watch sports on a
big-screen TV.”
A mile off Weeks Bay and seven miles
from Mobile Bay, the park is situated in
a pecan grove with majestic live oaks
scattered throughout.
Gordon said the March Fairhope Arts
and Crafts Festival will bring more business than Mardi Gras. “We already are
booked full for the festival,” Gordon said.
About half of the park’s sites are occupied permanently, with snowbirds filling
the other half this winter, she said.
Driftwood’s transition to new owners
— the couple previously managed
apartment buildings and mobile home
parks — has gone extremely smoothly,
she said.
“It’s been real easy,” Gordon said.
“This is the easiest job we’ve had. The
people who live here are easy-going and
we haven’t had too many challenges yet.”
WCM Editor-at-Large Bob Ashley is
a central Indiana-based freelance writer/
editor and a 25-year newspaper veteran
who has focused on the RV industry and
national recreation issues for the past
19 years. He received the 2013 “Distinguished Service in RV Journalism”
award from the Recreation Vehicle Industry Association (RVIA). WCM
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GUEST VIEW

Climbing Mount Kilimanjaro
To Help Fund a Water Project
Jeff
Crider
Most people know me for my writing and PR work in the RV and campground industries, and rightly so. For
nearly 20 years, I have been either
writing about or promoting RVing and
camping in every media outlet that
will listen to me.
But my life’s journey has taken me
through many twists and turns, from
childhood RV trips with friends and
family to backpacking adventures in
the Himalayas to medical missions in
Central and South America.
So while many of you will spend the
next few months interacting with me
in the context of my campground and
RV industry work, I will be getting in
shape for what will likely be one of the
greatest adventures of my adult life: A
trek to the top of 19,341-foot Mount
Kilimanjaro in Tanzania for Lifewater
International with my 17-year-old
son, Max.
We’re doing this trek in June with a
dozen other hikers to help Lifewater
raise funds for a water project
in Ethiopia that will benefit 34,000
people.
I see this as not only an opportunity
to create an incredible father-son
memory, but as an opportunity to
support a humanitarian water project
that benefits some of the poorest
people in the world.
This isn’t the first time I’ve taken
Max on a foreign adventure to help
the poor. For the past two summers,
I’ve taken him with me on medical
humanitarian missions to El Salvador
where he worked as a runner escorting hundreds of patients from an
outside waiting area to offices where
they could receive treatment from
U.S. doctor volunteers.
I don’t know what Max will
ultimately do in life. But whatever he
does, I want him to be a good person
and to have compassion for people
who need help.
Truth be told, I have a compassionate heart. My empathy for the poor
stretches back to my college days and
to my first journalism job working as
a newspaper reporter on the Mexican
border, where I witnessed all sorts of
tragedies and injustices.
I majored in Spanish in college and
became fluent during my junior year
while studying in Spain. I had originally planned to go into the U.S. State
Department, but later concluded
that writing was a better fit for me. I
subsequently found my way into journalism and eventually into public
relations work.
In fact, my initial foray into public
relations work was in the water business. When I left my last newspaper
job at The Press-Enterprise in Riverside, Calif., I went to work as a public
relations manager for USFilter, which
14 - March 2016

at that time was the largest manufacturer of municipal and industrial
water treatment systems in the world.
When I later left USFilter to work for
a public relations agency, I specialized
in handling media communications
for California water agencies, who
face perennial challenges with population growth, droughts and shrinking
water supplies. I have continued
to work with water agencies as an
independent consultant while also
working for the campground and RV
industries.
But while I obviously enjoy my
writing and PR work, I’m also finding
great satisfaction in humanitarian
work as well.
I have frequently volunteered as an
interpreter for doctors on medical
missions to some of the most impoverished areas of Central and South
America with Rancho Mirage, Calif.based IMAHelps.
I also help organize the missions
and oversee written communications
in Spanish between IMAHelps and
foreign governments.
I learned about Lifewater International through Doug Headrick, my
former boss at San Bernardino Valley
Municipal Water District. When Doug
told me about the trips he was taking
to work on water projects in Africa, I
started volunteering to help Lifewater
with occasional news releases to
promote their humanitarian work.
Then, last fall, after attending a
water district meeting, Doug pulled
me aside and asked me if I’d like to
join him and other Lifewater volunteers on a fundraising climb up Mount
Kilimanjaro.
I thought about it for about seven
seconds and told him, “Of course!”
Then I asked if I could bring my son,
Max, and he said, “Yes!”
Of course, I have to pay for this trip
on my own. So there is no co-mingling
of funds between the money we raise
for the water project in Ethiopia and
the money we spend to travel to
Africa.
Lifewater has assigned each team
to raise $6,000, which is what it costs
to install one drinking water well
capable of serving up to 500 people.
As of the time of this writing, I’ve
raised $2,545 for Lifewater’s Ethiopia
project, mostly though generous donations from my RV and campground
industry contacts across the country.
I told Debbie Sipe of the California
Association of RV Parks & Campgrounds that if I raised enough donations from California campgrounds
that I would wear a CalARVC shirt and
have my photo taken with it on Mount
Kilimanjaro. Of course, I’d extend the
same offer to any campground or
industry association. I just feel
honored to have the support from my
friends and colleagues in the RV and
campground industries who have
helped educate me about this
business and kept me employed
during the past two decades.
One thing I’ve learned through
both my writing and volunteer work is
GuestView – continued on page 28
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Recreation Equipment Helps Boost the Fun As Much — Or As Little — As You Want
‘Last year was our best year ever and we
really think the splash pad had a lot to do with it,’
said owner Greg Johnson of Big Meadow Family
Campground. ‘We have absolutely loved it — and
everyone who comes in loves it.’

Pineland Camping Park in Wisconsin gets a lot of use out of their
slide from Freestyle Slides, a 40-footer nicknamed “Pinezilla.”
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Like a lot of campground and outdoor resort owners, Randy and Connie Sondalle
have found that many modern campground
guests — especially families — are no longer
content to simply come to a park to sit around
a campfire, which may make sense to those
who have ever tried to sit calmly around a
campfire with a gaggle of toddlers.
“Families want fun, safe entertainment
when they visit,” said Randy who, along with
Connie, has co-owned Pineland Camping
Park in Arkdale, Wis. since 2003. “The kids
love it and it helps the parents relax when
they don’t need to leave the park for activities
and when their kids aren’t under their feet the
whole time.”
When the Sondalles purchased the park,
it was not family-friendly, Randy said, so they
had a blank slate to work with. Initially, they
started adding recreation equipment slowly,
testing ideas before really diving in.
“Our goal was to create a family-friendly
place, and make it so once they come here,
they stay here,” Randy said. “They’ll have a
place here to eat, to get a drink, to have fun.”
The first recreation additions included a
jumping pillow, a miniature golf course and a
trampoline-based “space basketball” game.
Over time, they’ve added more than a
dozen other attractions including safari bikes,
a water wars splash zone, laser tag, kids’

archery, Zorb balls, a mechanical bull ride
and multi-player obstacle game they call the
Wipe-out Zone — as well as “Pinezilla,” a
40-foot inflatable slide that the Sondalles call
their signature piece.
Their newest addition for 2016 is a GyroXtreme human gyroscope ride.
Pineland offers a three-tiered wristband
program of $10, $15 and $25 for their recreational activities, and Randy says it accounts
for just under 10% of the park’s overall
revenue.
“Although that’s not a measure of how
much traffic and how many reservations we
get because guests decide to come here just
for the activities,” Randy said. “Having all
the activities has definitely bumped up our
occupancy rates, no question about that.”
As their park demonstrates and as the
Sondalles can testify, the good news for
operators is that there are more recreation
equipment opportunities and vendors than
ever, ready to meet the increasing consumer
appetite for variety in both new and traditional outdoor recreation activities. Here’s a
sample of the “latest and greatest” — as well
as the “tried and true.”
Inflatables: Slides, Pillows
and Zorbs, Oh My!
When it comes to filling up plastic tubes
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Jumping features are always a big hit with children.

for bouncing in, on or sliding down, there
seems to be no end to the scale and creativity
of applications or how much fun they can
provide for kids and adults alike. One of the
trendiest applications of inflatables is the
giant slide.
“People are always looking for a new and
exciting slide — they’ve never gone out of
style and I don’t believe they ever will,” said
Stephen Philp, CEO of FreeStyle Slides Inc.

of St. Petersberg, Fla. “We can provide slide
heights anywhere from 10 feet up past 76
feet, which is the current height of our tallest
slide, and that one will soon be qualifying for
the tallest inflatable slide in the Guinness
Book of World Records.”
Philp, who started FreeStyle Slides in 2002
in South Africa, said that the company’s
slides can be customized for size and color,
start at a price range of around $35,000 up to

Freestyle Slides has its largest models, from 40 to
70 feet high, on display here, and they offer a variety
depending on the individual campground’s needs.
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Galaxy Multi Ride’s Wipe Out provides
excitement, though safely.

$250,000, and can operate as water slides or
dry slides in temperatures to -40º F. The
expected lifespan of the slides is at least five
years with proper maintenance.
“Our newest slides, called hybrid slides,
are great because they can go as tall as you
want and have a smaller footprint on the
ground, which helps when there are space
concerns,” Philp said. “And when you get up
to 30 or 40 feet, the slide really does act like a
billboard for your property.”
As with the Sondalles at Pineland, Philp
said most of his company’s outdoor hospitality clients seek to provide a return on their
investment by charging for use of the slide,
whether that’s a few dollars per ride or more
for a set amount of time or day pass.
“The slide paid for itself in one year,” Sondalle said. “In general, with all the recreation
equipment, it took a one- to three-year period
before everything was paid for.”
Zorb spheres (or human hamster balls) are
also relative newcomers to the inflatable entertainment world, where up to two riders are
placed inside large, double-walled plastic
spheres and roll on the ground or on water.

Created in 1994 by New Zealand-based ZORB
Limited, the activity has gained popularity
and the field of manufacturers has also
grown, with prices for the spheres running
from several hundred dollars up to several
thousand, depending on specific application.
While they have been around longer, jumping pillows and bouncy castles are generally
more accessible to younger guests and have
found staying power in the campground market. With a rough, fully-installed base cost of
around $15,000 for a smaller size (35 by 50
feet), the pillows provide a relatively inexpensive option to entice families with younger
kids. For a smaller footprint and cost, commercial-grade inflatable houses and bouncy castles start around 10 feet square and $1,500.
Rides and Interactive Games
For Robin Whincup, owner of Galaxy Multi
Rides of Port Charlotte, Fla., what began as a
quest to make the mechanical bull safe for the
masses more than 25 years ago has grown
into a big manufacturing business of interactive games — and one that he said has translated into big business for Galaxy clients like
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Outdoor Recreation Suppliers
Adventure Golf Services
888-725-4FUN; www.adventureandfun.com
Design and installation of traditional and waterbased miniature golf courses, outdoor play fields
and other related products.

Wizard Works Product Development
Co. sees lots of popularity in its
multi-level play structures.

Amusements International LLC
386-775-9555; www.gyrostore.com
Manufacturer of powered human gyroscope rides.
BERG Toys USA LLC
877-499-6462; www.bergtoys-usa.com
Manufacturer and supplier of pedal karts.
Commercial Recreation Specialists
877-896-8442; www.crs4rec.com
Supplier of a wide range of outdoor recreation
products, including water-based (water parks,
splash pads and inflatables), land-based (play
structures, mini golf and climbing walls), and
related products.
Epic Outdoor Cinema
386-304-2336; www.epicoutdoorcinema.com
Manufacturer and supplier of portable, outdoor
theatre screens and systems.
FreeStyle Slides Inc.
866-694-4776; www.freestyleslides.com
Manufacturer of the world’s largest inflatable
land-based wet/dry slides and water-based slides.
Galaxy Multi Rides
941-697-0324; www.galaxymultirides.com
Manufacturer of mechanical bull rides and multi
ride systems.
Kidstuff Playsystems
800-255-0153; www.kidstuffplaysystems.com
An IPEMA-certified manufacturer of playground
equipment with over 30 years of experience.

campgrounds and outdoor resorts.
“We calculate that the amount of product
we’ve sold in the last four years is approaching $4.5 million,” he said. “We’ve also calculated a return on investment for our clients in
excess of $15 million — and I think that’s
being very conservative.”
In addition to the firm’s long-selling mechanical bull rides (customizable to feature a
surfboard, shark or virtually anything else)
Galaxy created an interactive, multiplayer
“sweeper” game in 2011 modeled after the
popular obstacle course game show Wipeout.
RainDeck offers a wide
range of price points for
splash pad installation.

Lomma Championship Miniature Golf Courses
570- 346-5555; www.lommagolf.com
Design and installation of indoor and outdoor
miniature golf courses.
Mini-Golf Inc.
570-489-8623; www.minigolfinc.com
Design and installation of pre-fabricated
indoor/outdoor miniature golf courses.
Miracle Recreation Equipment Co.
888-458-2752; www.miracle-recreation.com
Manufacturer and supplier of outdoor playground
equipment, site amenities, fitness equipment
and water-based play equipment. A division of
PlayPower Inc.
Pet and Playground Products
866-398-3992; petandplayground.com
Distributor, supplier and manufacturer of playground and outdoor fitness equipment, dog park
and agility equipment and site amenities.
PlayPower Inc.
www.playpower.com
Manufacturer of commercial playground equipment, floating dock systems and lifts for boats and
personal watercraft.
Premier Park & Play
617-244-3317; www.premierparkplay.com
Consulting, design, manufacture and certification
services with a full range of playground equipment including splash pads.
Prime Karts
866-475-0450; www.primekarts.com
Manufacturer and supplier of pedal karts.
Rain Deck
888-445-RAIN; www.raindeck.com
Design and installation of commercial, light-commercial and residential splash pad and splash
park products.
Trailmate Tricycles
800-777-1034; www.trailmate.com
Manufacturer and supplier of the Fun Cycle Trike
Series.
UltraPlay Systems
800-458-5872; www.ultraplay.com
Manufacturer of outdoor play equipment and
related products. A division of PlayCore.
Wizard Works
855-WIZ-BANG; wizardworks.biz
Water parks, splash pads and other water-based
recreational equipment. WCM
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Their product lineup has since grown to
include several four- to eight-player versions
of the sweeper game with one or two rotating
boom arms, as well as 78-foot inflatable
obstacle
courses,
a
combination
sweeper/obstacle course and a wet/dry
bounce house among others. In regard to
pricing, Whincup said entry-level bull rides
start at $14,000 while the Junior Meltdown
four-person sweeper games also start
around the same price (the bull ride and
sweeper game can also be ordered as a
combination). Galaxy’s most popular eightperson version of Meltdown starts at $17,000.
“That’s opposed to, say, $100,000 for small
rollercoasters,” Whincup said. “And the
beauty of it is that anyone from 4-foot tall can
participate, it appeals to all ages and sexes,
and it’s a challenging physical activity. As
an operator, you can also get a lot of
people through it very quickly.”
Whincup also stressed the fact that
Galaxy is a family-owned business and all its
products are made in the U.S. at its facility in
Florida. Most of their current clients are
rental companies that purchase the rides to
lease out while campgrounds account
for roughly 3% of their business, though
Whincup believes it’s a growth market.
“Campgrounds are just another area of
the market where people will gather as families and look to have fun,” Whincup said.

“Campgrounds come in all shapes and sizes
so I wouldn’t say that every campground is a
potential customer, but for those looking to
put together a unique recreation environment
our products can be great earners.”

concept of a play castle with stairs and slides
and add a variety of water features.
“With a splash pad, we’ve found that
campgrounds can’t really charge for the use
of that,” Bruce said. “People aren’t going to
spend more time in the park for that. But with
multilevel play structures, they’ve been able
to sell day passes.”
The unique aspect of Wizard Works, she
added, is its integration of computer systems
into the splash pads and water parks, as well
as its feasibility study software.
“We would never want someone to invest
in something that isn’t worth their while, so
we’ve designed feasibility studies with the
help of a bank and several accountants,” she
said. “Potential clients can plug in what kind
of structure they’re looking at and the feasibility study calculates the money involved in
each structure. It also calculates the loan
from the bank and interest rate, and takes into
account the population surrounding the park
and competition within a two-hour radius. We
want them to have hard data that this will be
a smart investment.”
At Mesa, Ariz.-based Rain Deck LLC, the
focus has been on proving to park owners
that entry into the splash pad arena doesn’t

Splash Pads and Water Parks
In recent years, some outdoor hospitality
properties have evolved into mini
water parks — even full-size water High Roller USA-Matt Armbruster sits astride one of his
parks in several cases — and many Highroller USA adult big wheel tricycles.
more have dipped a toe in the waterthemed activities by adding splash
pads of various sizes. As with inflatables, water play equipment has
proven to be very scalable, running
from basic splash pads with two or
three nozzles up to multilevel, fully
interactive parks spanning more
than 10,000 square feet with jets,
slides, geysers, fountains and more.
Focusing on the mid- to high-end
of the market, Wizard Works Product Development Co. of Albany, N.Y.
is so pleased with its success in the camphave to break the bank, as well as catering to
ground arena that the company has begun
clients who want to go the do-it-yourself (DIY)
to focus primarily on that segment.
installation route.
“We’re a family-run business so we love
“When we do trade shows, we have peoto see our products helping other familyple walk by the booth all the time and you’ll
owned operations grow their business,” said
hear them say something about how they
Melissa Bruce, director of sales and marketwish they could install a splash pad but it’s
ing at Wizard Works. “That’s why we’re sticktoo expensive,” said Ryan Vaughn, co-owner
ing within this industry. Up to this point we’ve
at Rain Deck. “I have to catch up with
done 12 different campgrounds with multithem and they’re always surprised at how
level water play structures. Not only is it great
affordable it can be.”
for them to have a nice, pretty water park, but
Vaughn said his company’s goal since
it’s also increased their revenues. All of our
founding in 2005 has been to educate people
campgrounds have reached their return on
that building a splash pad is not rocket sciinvestment within three-and-a-half to four
ence and that a small and simple pad can be
years. It’s been a great success because
accomplished for as little as $3,000 to $5,000
Traditional playground equipment, like this
offered by Kidstuff Playsystems, is, of course,
a popular choice for recreation.

there is nothing they can do other than expanding to reach those kinds of revenues.”
Bruce said that the company’s entry-level
products start around $50,000 and their
larger-scale installations can run upward of
$500,000 and beyond. The hottest product
with campgrounds has been the multilevel
play structures, which take the traditional

for the DIYer, or around $20,000 for those who
choose to contract out the installation.
“We looked 10 or 15 years ago and
thought there were some manufacturers raking people over the coals — every single bid
was $100,000 to $200,000,” he said. “We’ve
showed that for the same type of installation
Recreation Equipment – continued on page 28
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Benefits of owning a splash pad:
• Safe • Low Maintenance • Affordable
• Increase Your Bottom Line!
Rain Deck caters to all markets in the splash pad industry. Campground
owners can now take advantage of huge price breaks by going with a
“light commercial” splash pad since they typically have supervision,
operating hours, and less chance of vandalism, etc.
Rain Deck offers an on-site training package for those that feel their project
could be a bit over their heads. Rain Deck’s “Purchase With Confidence”
program is the only one of its kind in the industry. It was designed to
specifically meet the needs of campground/RV park owners and their
staff to save them thousands of dollars!
Here is a list of a few campground/RV park owners with Rain Deck splash pads:
• Junction West RV Park & Campground (CO)
• Lake Isabella KOA (CA)
• Sleeping Bear RV Park & Campground (WY)
• Bastrop KOA (TX)
• Young Life Campground (OR)
• Whispering Hope Ranch Campground (AZ)
• Scenic View Campground (NH)
• Lazy Acres RV Park (IA)
• Bellefont/State College KOA (PA)
• Revelle’s RV Park & Campground (WV)
• Hounds Campground (NC)
• Flying Flags RV Park & Campground (CA)
• Rawlins KOA (WY)
• Misty Mountain Campground (VA)
• Peaceful Valley Campground (PA)

• Shallow Creek RV Park (TX)
• Jonestown KOA (PA)
• Strawberry Park RV Resort (CT)
• Gordon’s Campground (IN)
• Buffalo KOA (WY)
• Fort America Campground (LA)
• Big Meadow Family Campground (TN)
• Thunder Bay KOA (CAN)
• Happy Holiday Campground (NC)
• Seven Maples Campground (NH)
• Manton Campground (MI)
• Camp Icimani (VA)
• Benbow KOA (CA)
• Lake Wanoka Resort (PA)

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

••••••••••
“The splash pad has been a huge hit, best
thing we ever did!” - Chelsie, Scenic View
Campground
••••••••••
“The kids absolutely love it!” - Chris,
Sleeping Bear RV Park & Campground
••••••••••
“Revenue is up over $100,000 this quarter,
and we have nothing else to attribute it to
other than the splash pad.” - Todd, Flying
Flags RV Park & Campground

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

(888) 445-RAIN • www.raindeck.com
WOODALLSCM.com
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Q&A CONVERSATIONS
Upcoming Wi-Fi Changes May Make a Big Difference for
Campgrounds — Behind the Desk and In the Campsites
‘Wi-Fi started out as a consumer service but it’s soon going to be just as important and just
as beneficial for the park operator and park staff in the efficiency that they can create on
the property,’ said TengoInternet’s Kevin Lloyd. ‘This is a big trend we see coming in 2016.’
Without a doubt, providing good Wi-Fi service to guests is one of the
most troublesome issues a park operator has to face. Aside from the cost,
the confusing details of an ever-evolving technology is enough to send
anyone over a cliff.
Fortunately, businesses exist that can relieve most of the pain. One of
those, TengoInternet, is one of the more familiar names in the campground industry. Based in Austin and San Antonio, Texas, TengoInternet
has installed 1,500-plus Wi-Fi networks for RV resorts, campgrounds and
lodging operators throughout North America. In addition to network
design, installation, support and monitoring, TengoInternet’s Wi-Fi
lifecycle solutions include ISP management, consumer liability services
and branded options.
Recently, Kevin Lloyd, TengoInternet’s director of sales and marketing,
sat down with WCM Managing Editor Rick Kessler to answer a few
questions from Woodall’s Campground Management.
WCM: It perhaps might have started
out as a marketing campaign, but in all
honesty a campground owner should
really view their Internet service as no
longer an amenity but as a utility,
much like sewer, water and electric.
Are you finding that park owners now
recognize this as well?
Kevin Lloyd: What we do is driven
almost entirely by what consumers are
asking for. It’s not that the park or
TengoInternet came along one day and
said, ‘Wi-Fi needs to be the fourth
utility.’ It’s that modern travelers today,
by virtue of their lives outside of RV
parks and campgrounds, are so much
more connected. As they travel, they
feel like they need that Internet connection just as much as they feel they need
electricity, water and gas.
What we see is if a park puts in really
great Wi-Fi — and the emphasis there is
on “really great Wi-Fi” — a couple of
things happen. First, their guests are
willing to stay an extra day or two because they don’t feel the urgency to get
back to ‘the real world.’ Second, those
consumers are actually willing to pay
extra for that service.
It is a utility and, if you think about it,
the expense of that utility is passed along
in one form or another to the consumer.
We use the word utility specifically because it has to work right. And, because
of that expectation of working right,
parks can and should now charge for
providing that utility. The days of 100%
free Wi-Fi are coming to an end because
free Wi-Fi was for ‘best-efforts’ Wi-Fi.
Most consumers today are going to be
willing to pay if they know that it is going
to be excellent Wi-Fi, and that puts it
into the category of being called a utility.
WCM: What is the “freemium”
model of Wi-Fi service?
Lloyd: Freemium stands for ‘free’ plus
‘premium.’ So you can have a free level
and a premium level, but if you’re going
to have a premium level it has to be
worth paying for.
How it works is somebody would log
in and they would be presented with
two options. They would see ‘free basic
Wi-Fi for the duration of your stay at the
park’ or ‘paid high speed Wi-Fi.’ Right
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then and there they would put in their
credit card information and when they
click the ‘Go’ button on the premium
plan, then they would automatically get
the higher speed Wi-Fi service. By the
way, this is just like you do in most hotels today; this model has been around
for a decade in the hotel industry. And
the best part is that this revenue belongs
to the park, not TengoInternet.
Some consumers will still want free
Wi-Fi and that could be high speed for
a free hour of service, or free basic speed
for an unlimited amount of time — the
options are customizable by the park.
But that doesn’t mean everyone has the
expectation of free Wi-Fi. For those who
don’t expect free Wi-Fi and are comfortable with paying for higher speed, that
option needs to be available.
WCM: What level of Wi-Fi service
would be considered a premium?
Lloyd: The short answer is that each
park is different, and that no camp-

ground alone should just take a guess at
it. We’ve been doing this for 15 years for
a thousand parks, so it’s taken a long
time for us to be able to look at an
800-site RV park and say, based on your
demographics, your average occupancy, your seasonality, the average
number of people you have per RV — all
of those factors go into answering that
question — that we would recommend
you to have 400 or 500 megabytes per
second, whatever it happens to be.
One thing we know is that the very
first question to ask is always, ‘What
kind of experience do you want to
provide?’ And every RV park needs to
answer that question for themselves
because there are definitely different
tiers of Wi-Fi quality out there and consumers today know the difference. Park
operators could say, ‘Well, I want a basic
experience where people can just check
email’ or, ‘I want to provide the at-home
experience where people can stream

Today, “unplugging” at campgrounds more and more means using Wi-Fi and a battery-powered
device, not getting away from technology. Photo courtesy of KOA.

movies all day long.’ Those two different
experiences require different network
architecture, require different bandwidth and require different levels of
investment. But the park needs to be
the one that answers that question.
The key to remember is that the
bandwidth a park needs is likely going
to increase year over year.
Part of what we talk to customers
about is that Wi-Fi has a lifecycle, so you
need someone who’s going to be there
with you and have a conversation with
you every single year. We talk to our customers and ask, ‘How’s your bandwidth
going? Do you still have enough? Can
you get more? How much is that going
to cost? Do you want me to call the ISP
and negotiate for you?’
That’s really important because its
not a ‘set it and forget it’ type of situation. It’s not like a swimming pool. Folks
should be expecting to reinvest in their
Wi-Fi probably every four to five years.
That’s not because the equipment is
going to die — it’s because consumers
in five years are going to expect something completely different then what
they expect today.
WCM: Without getting too technical,
what are some of the longstanding obstacles — i.e. limited bandwidth, property topography, metal-sided RVs —
that campgrounds have to overcome
to provide a good Wi-Fi service? Are
there any technological advancements
coming that would help overcome
those obstacles?
Lloyd: You touched on one: limited
bandwidth. The foundation of putting
in great Wi-Fi is having sufficient bandwidth. You can be in the most beautiful
part of the country, but your online reviews are going to get killed if you don’t
have great Wi-Fi. There is a satellite
provider we work very closely with who,
in probably the next year or so, will be
launching a satellite that will have nearcable Internet speeds and almost no
data cap. That is going to be a game
changer in the RV park and campground Wi-Fi space. It’s going to really
change things because you’ve got folks
out there who are on a T1 line and
paying $600 a month for it — or a DSL
line that drops when the weather gets
bad — who will now be able to offer
park-wide streaming Wi-Fi.
No. 2 has to do with the type of Wi-Fi
networking access points people are
buying. One of the constraints today is
the sheer number of Wi-Fi devices that
people are bringing with them. What
most folks don’t realize is older Wi-Fi access points can only handle a certain
number of devices at the same time.
That maximum is usually only about 20
or 25 devices, so if you’ve got 20 RV pads
under a radio and each pad (user) has
two devices, you’re going to max out
your radio pretty quickly.
The best access points out there, the
ones that we sell and like the best, can
handle upwards of 90 or 100 unique devices. That is a critical factor to consider
when you are putting in Wi-Fi. We call it
the rainy day test: If you’ve got a rainy
day and you have 30 RVs and three people per RV and everybody is streaming
their smart TV and checking their email,
then the radio for those 30 RVs needs to
have the capacity to handle that volume
of devices. That’s a requirement for any
Q&A Wi-Fi – continued on page 30
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Electrical Infrastructure is Critically Important
to Guests — and These Experts Have Your Back

Jamestown Advanced’s light-up pedestals, like
this one at a waterside site, serve as one of the
most popular options for the New York company.

‘I predict that in the next four or five years, it’s
going to come to a point where the campground
operator’s going to have to figure out how to
meter or monitor overnight sites,’ said Utility
Supply Group’s Wade Elliott.
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Today’s RVs demand more power than
ever before. In fact, in the current market,
campground operators report that even some
tenting guests want access to electrical
power so they can charge phones or tablets
at their sites. As a result, ample electrical
service is becoming even more essential for
guests of all descriptions.
In fact, from what we are hearing here at
Woodall’s Campground Management, park
operators are increasingly viewing their electrical pedestals as a means of dressing up
their parks, as well — and meters are becoming a component
of business operations, according to the
electrical
experts
consulted by WCM.
Helping to lead the
charge on all that,
according to Wade
Elliott, founder and
president of Utility Wade Elliott
Supply Group in
Kingston, Wash., is Billings, Mont.-based
Kampgrounds of America Inc. (KOA). “KOA
has made the standard for most sites to
be lit,” said Elliott, “so they’re encouraging
franchisees to have lights at every site.”
The simplest place to do that, of course, is
the electrical pedestal. And having lit
pedestals is becoming financially more attractive, Elliott said. “You’re seeing a smaller
price differential to have a lit product. We’re
seeing a lot more pagoda lights just because
campgrounds, from a safety standpoint and
from a site visualization standpoint, like to

Utility Supply Group’s add-on
pagoda light, MH75P-3L, is a
favorite choice for lighting
and dressing up sites.

have those lights there. It
keeps people from backing into a pedestal
and keeps people from tripping in the dark.”
Liz Caldwell, marketing manager for
Jamestown Advanced Products in
Jamestown, N.Y., said one of the company’s
specialized products taps into that same
trend. “Our LED-lighted access door and personalized LED-lighted access door RV power

The light in pedestals, like this Jamestown 21123-CL, provides ambiance and makes it easier
for guests to connect in the dark.
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outlets are extremely popular with our
customers. We recently had a customer
purchase 600 of our lighted units that will
be used throughout two brand-new
campgrounds.
“I think everyone likes seeing their name
or logo in lights,” Caldwell continued, “and
the lighted power outlets add to the
ambiance of any campground.”
And Elliott said more and more of that
lighting is energy-efficient LED lighting. “The
prices of LED is coming down considerably.
LED lighting typically will last three to four
times as long as compact fluorescent lighting, he told WCM. “LED lighting is able to get
a little closer to soft white than a compact fluorescent is, and LEDs come on immediately.
“I sell a compact fluorescent or LED with
my pagoda lights.
There is a price difference, but if you look at
the length of time the
bulb is rated to last, it
probably
makes
sense to buy LED.”
Maggie Linnell,
owner of Your Electrical Solutions in Lake Maggie Linnell
Orion, Mich., said last
year’s banner year for the campground sector has translated into equally good news for
her and her competitors. “Everyone’s really
happy and people are replacing big time. It’s not
even just buying parts, it’s
buying full pedestals. Some
people are going to buy five
at a time until they get all 50
they need, while I had a call
the other day where a customer bought 85 of them.
Everybody I talked to had a
banner year last year and YES LED light kit.
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How Do You Know It’s Time to Upgrade?

Matt Linnell, Jen McBurney and Terry Linnell
show off B&B Electrical’s popular products.

the RV industry is on a huge roll.”
In addition, Linnell pointed out, it’s been a
mild winter for many parts of the country,
allowing campground operators to do work
in January and February that would be
impossible most years. “My phone rang more
this winter than it ever has in another winter,”
she said.
Likewise, Elliott said last year was the best
year Utility Supply Group has ever had, and
low gas prices should promote travel and
hopefully more business this year for the
campground sector despite stock market
losses and the uncertainty of a presidential
election year.
Last year was also the best year ever for
B&B Electrical, based in Keego Harbor,
Mich., and co-owner Terry Linnell said this
year is starting out great, too. “The camping
world is definitely on an uptick with the cost
of gas right now and parks are going all out.
People are really wanting to put money
into their parks, upgrade their electrical to
support the big rock-star-type buses that are
coming through.”

“If a string of RV sites is experiencing a brownout condition, it’s
probably time to look at upgrading the service to those sites,
according to Wade Elliott, owner of Utility Supply Group.
And while problem breakers can be replaced, Liz Caldwell,
marketing manager at Jamestown Advanced Products, said there
are a variety of things that are indicators that park and campground
owners need to think about upgrades. “If park and campground
owners are hearing complaints about their current electrical units,
if the breakers are tripping or if there are power shortages, they
might need to think about upgrading,” she noted.
Not only that, but sometimes there are aesthetic reasons to
upgrade.
If you decide to do so, what’s the best approach? That depends
on your business. Some parks will upgrade five pedestals at a time
as they work toward fixing 50 sites, said Maggie Linnell, owner of
Your Electrical Solutions.
Co-owner Terry Linnell of B&B Electrical, agreed. “A lot of
parks can’t afford to start from scratch,” he said. “They might do
15 or 20 spots at a time.”
Jamestown Advanced recommends contacting your local
licensed contractor or electrician if you have questions regarding
maintenance and upgrades to electrical units, Caldwell said. A
licensed contractor or electrician will be up-to-date on all of
the local codes and will be able to give the park or campground
operator the best idea of what is needed.
“Park and campground owners should approach upgrades or replacements in the way
that makes them feel most comfortable,” Caldwell suggested. “After they have researched
and utilized a licensed contractor or electrician, campground owners may choose to
approach upgrades in a series of phases. Or, they may perform upgrades at the end of a
season. It really depends on their budget and comfort level.” WCM
She also reported growth in the number
of customers buying equipment to provide
electricity to park model RVs. “Those are
becoming more and more popular. It’s a huge
investment for park owners, but we’re getting
so many inquiries,” she said.
Jamestown Advanced reported a similar
growth, even with some parks adding manufactured housing to provide larger rental
options for their customer base, Caldwell

told WCM.
Regardless of which style, most pedestals,
when properly maintained, have a long life
span, Terry Linnell explained, but sometimes
campground operators will choose to upgrade them. “You can add water shrouds
where someone can have access to a faucet.
Also, there are cable add-ons for phone
and cable hookup. Of course there’s pagoda
lighting that can be added.
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Opening the access door shows how well the
light works in the Jamestown 21-123 CL.

“Also, sometimes people will want to add
a meter onto it,” Terry Linnell said.
In fact, metering electrical usage at individual sites is a trend that’s grown significantly. Nearly all the experts told WCM that
their single best seller these days is a
50/30/20-amp metered pedestal.
Maggie Linnell explained, “People are
staying longer in parks, and so meters are becoming more popular. Even if campground
owners aren’t ready to start using them, I say
put them in and don’t look at them. If it’s there,
guests are going to think someone’s watching
so they’re not going to use as much power.”
B&B’s Terry Linnell said that smart meters,
which can be read by radio or over the Internet, are becoming more popular in parks that
plan to actively monitor guest usage. “People
are putting a huge investment into those. The
cost of those meters is probably about four
times what a regular meter costs.”
Elliott pointed out that a couple of years
ago, maybe 55% of pedestals he sold were
metered. Today that’s more like 70% — and
he doesn’t expect that number to stop growing anytime soon.
What Does the Future Hold?
“The Edison institute estimates that in the
course of the next four to five years, electrical
power costs will go up by 40%,” Elliott
explained. “It’s going to become a bigger and
bigger part of the equation for a campground
operator.
“I predict,” he continued,” that in the next
four or five years it’s going to come to a point
where the campground operator’s going to
have to figure out how to meter or monitor
overnight sites.
“It’s a logistical nightmare to go out and
read a meter every day,” he acknowledged,
“but I don’t know what the alternative is.
You’re going to have to figure out a way to
reduce the usage of electricity.”
In the meantime, Elliott said, it looks like

Electrical Suppliers
B&B Electrical
888-391-3802
www.bbelec.com
Hialeah Meter
800-654-0821
www.hialeahmeter.com
Jamestown Advanced Products Corp.
800-452-0639
www.jamestownadvanced.com
LCN Outdoors LLC
800-552-2267
www.lcnoutdoors.com
Utility Supply Group
800-800-2811
www.go-usg.com
Your Electrical Solutions
855-644-2400
www.yourelectricalsolutions.net WCM
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the proposed revisions to the National Electric Code (NEC) relevant to campgrounds will
take effect next year. In short, “NEC’s going
to basically start responding to more electrified RVs. New sites will require the availability of more power to each site. That won’t
mean more pedestals, it will mean the wire
will be bigger,” he observed
In terms of products coming, Caldwell said
Jamestown Advanced has some new things
in the development pipeline, though they’re
not ready to go into details yet.
“We have been listening to what our
customers are requesting,” she said, “and
watching the trends when it comes to electrical equipment. I’m happy to announce
that we have several new and exciting
products in research and development right
now. We want our customers to know that
Jamestown Advanced Products is listening
to what they want, and making those
changes happen.”

Utility Supply Group’s new GFI option should save
money on replacement parts as time goes on.

Utility Supply Group, meanwhile, has
a new offering that helps solve a strange
problem that only occurs in parts of North
America, where ants like to get into 20-amp
outlets on pedestals.
Those outlets have a built-in ground fault
interrupt (GFI) switch. That switch provides
protection, but it makes replacement of the
outlet far more expensive than a standard
outlet — on the order of $17 to $20, compared
to a couple of bucks for a standard outlet.
“What we started doing,” Elliott said, “is
putting together a kit where you can put in
that GFI protection but take it out of the
receptacle and put it into the breaker.
You still have GFI protection on the 20-amp
service but you’ve moved the protection from
the receptacle to the breaker. That
GFI breaker will also last longer than a GFI
receptacle, and its sealed so it’s a lot harder
for ants to try to get in there.”
Elliott said they’re also working with
pedestal builders to include the option at the
factory. — Justin Leighty WCM

Manufacturers of Quality Recreation FUNniture

www.ParkEquipment.com

1-800-376-7897
2061 Sulphur Springs Rd
Morristown, TN 37813
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GUEST VIEW

Bad Times = Good Camping. Good Times = Better Camping
Brian
Schaeffer
As I type this, a barrel of oil costs less
than $30, a sight we haven’t seen in
more than 10 years. This has caused
banks and stock markets alike to
become increasingly volatile — which
is spilling over to other aspects of
the economy, including tourism and
hospitality. But should it have a negative effect on this great business we
have all undertaken?
There will always be ups-and-downs
in any industry, but the most successful
businesses find ways to avoid being
consumed by unforeseen circumstances. This recent activity in the oil
market is no different.
If we take this particular example,
there are two sides of it for the campground sector. On one hand, you may
have companies laying off employees
or people budgeting tighter than they
were. If you took the pessimistic point
of view, you could wonder if the balance of your winter or your summer
travel numbers will hold up if people
aren’t taking as many vacations.
On the flip side of that coin is the fact
that, because of gas prices, the ability to
travel around this great country is even
cheaper than it was during the housing
crises of 2008.
Taking it a step further, I would also
argue that you should feel the same
way about your operations and marketing approach. Why would you put all
your eggs in one basket/approach?
It leaves you highly vulnerable and
susceptible to market changes instead
of diversifying your portfolio.
Let’s look at the operation side first.
Park models/cabins/cottages continue
to multiply at campgrounds. Several
campgrounds are buying more and
more to put in their park to where,
soon, they’ll have just as many units as
RV sites. But whether you buy a few, a
dozen or a hundred, it’s not a bad idea
to offer this service. If it’s as cheap as it
has been in a long time to travel, why
not open up the pool of possible customers to include those without RVs?
Many campgrounds aspire to accommodate rallies and family reunions
every weekend, but not everyone in a
group has the luxury of owning an RV.
A cabin or cottage is their key to giving
your campground business. As for
marketing those cabins, the Internet
has continued to improve and shorten
the reservation process. Websites such
as VRBO.com and many others are
offering a virtual place to advertise your
business.
But by no means am I advocating
putting all your attention to cabins or
one segment of the market. However,
whether you’re a long-term park for oil
workers or most of your business is
transients coming off the highway, it’s
important to be diverse.
When marketing, be prepared with a
variety of advertising avenues. First as
a sales representative then owner of my
WOODALLSCM.com

own marketing firm, I’ve seen the
changes that have occurred. Without a
doubt, the Internet is growing in terms
of importance in marketing your business. But should you put all of your
marketing dollars into one basket?
An easy way to narrow down how to
spend your marketing dollars, both
print and Internet, is your website analytics. Analytics are great in tracking
down how someone came to your website. Of course, there are websites that
link to your site — state campground
associations, local chambers, etc. —
but there’s also a way to track how well
your print marketing is doing. There’s
an area of your analytics called
‘sources.’ Referrals are other sites that
have ‘referred’ your site.
But there’s also something ‘direct’
where a user has to physically type in
your website address to get there. With
the exception of the bigger players in
the industry, a random campground
website address is unknown to the general public. It takes some sort of advertising with a call to action to get them
to type a web address into a browser.
This is your print advertising at work.
You can also create different URLs
for different print sources. This method
would tell you exactly how well your
print advertisement is doing in a particular publication.
Another way to narrow down where
your business comes from is to simply
ask a few quick questions of everyone
making a reservation or even calling for
information. All you need to ask, before
anything else, how did you hear about
us? They’ll probably say either a magazine, the Internet or a friend/family
member. If they say either of the first
two, it’s not too much trouble to ask one
more question: Which magazine or
website? It’s truly that simple — and
can save you a lot of marketing dollars

and effort trying to pinpoint a winning
formula.
Either way, I assure you that no
owner in our industry gets 100% of their
business from one medium, even the
Internet. Our industry is inherently
about our customers disconnecting!
Many of them don’t want to rely on
their phones or computers and instead
turn to guides they find at RV shows or
other places. But no matter what the
split between print and Internet is, why
would you completely ignore these
numbers?
I hear it every year at operator shows
and events — “I’m going all Internet on
my marketing. Print is dead!” I’m here
to tell you the print business is alive and
well in our industry. I know this because
my own business — AGS Guest Guides,
which produces more than 2 million
guides for 1,000 campgrounds around
the U.S. and Canada — has seen
increases in both advertising revenue
and print quantity every year since I
acquired AGS in 2011.
The most successful businesses I
work with have marketing diversity. The
best ones realize they need a strong Internet presence but also keep some
marketing dollars earmarked for print,
customer loyalty and other venues.
They then employ some of the techniques mentioned above to refine their
marketing strategy every year — to the
point of feeling confident that they’re
spending their money most effectively.
Of course, there are those folks that
claim to be ‘so busy’ that they don’t
need to advertise. This is another fallacy
that doesn’t do your campground any
good in the long-term. While there are
several campgrounds that may have
100% occupancy in-season, you can’t
guarantee all of those customers will be
coming back next year. Things change,
and you should always be looking for

new business.
Meanwhile, stay consistent in your
approach to the marketplace, ask
people you trust what they recommend
— and verify the results.
Brian Schaeffer owns Texas Advertising which operates AGS Guest
Guides and TXAD Internet along with
the day-to-day operations of the
Texas Association of Campground
Owners. He and his wife have been
involved with the campground industry since 1994. You can reach him
at Brian@TexasAdvertising.net. WCM

Anchorage May Ban
Parking Lot RV Stays
A proposal before an Anchorage
(Alaska) Assembly committee would ban
the popular tourist practice of overnight
vehicle camping in commercial parking lots,
such as Walmart and Fred Meyer, the
Alaska Dispatch News reported.
The proposal from Assembly Vice-Chair
Elvi Gray-Jackson would also create a
license for camping parks for recreational
vehicles and require health and safety
inspections. Anyone operating a RV park
without a license could be fined $100,
according to the proposal.
Gray-Jackson and Assembly Chair Dick
Traini say the proposal, which is still in draft
form, would fix an oversight in Anchorage’s
new land-use regulations, which took effect
at the start of 2014. They say it appears the
new regulations inadvertently allow people
to camp overnight in commercial parking
lots, which had not been allowed in the past.
“We have people who live and contribute to our community on a daily basis,
and they’re losing business,” Gray-Jackson
said, referring to established RV campgrounds. “Plus, it’s unsightly.” WCM
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CAMPGROUNDPROFILE
Earth-friendly River’s End Campground — ‘Mayberry
With a Beach’ — Caters to Campers on Tybee Island

River’s End Campground on Tybee
Island, Ga., is just steps from
beaches along the Atlantic Ocean.

For the second time in the last four
years, River’s End Campground in
Tybee Island, Ga., a barrier island
located just east of Savannah and south
of Hilton Head, S.C., received the 2015
Plan-It-Green Award from the National
Association of RV Parks and Campgrounds (ARVC) at the group’s Outdoor
Hospitality Conference and Expo
(OHCE) at the Ocean Center in Daytona
Beach, Fla., in November.
The campground also won the same
award in 2012 for its efforts at being environmentally friendly, which includes
the use of motion-sensor lighting, rain
barrels, energy-efficient appliances, CFL
bulbs, beach reclamation, recycling,
pervious hardscape materials and
xeriscaping — using local plants that require less water than non-native species.
The campground’s earth-friendly
programs are integrated with the City of
Tybee Island’s “Green Team,” which is
an employee-composed committee
focused on moving the city in a more
sustainable and renewable direction in
all aspects of city operations. Tybee Island owns the award-winning RV park.
River’s End Campground Manager
Woody Hemphill said the park is
pleased to do anything it can to
preserve the fragile ecosystem of an
island that’s only two miles by one mile
in size. The award validates “our mindset, policies and principles,” he said.
“It’s kind of been a no brainer, honestly, for us. We can’t very well sit over
here across the street from the public
works department where oyster shells
are reclaimed and not do our part. The
city of Tybee does an amazing job of
educating tourists about litter and
garbage and recycling.”
Hemphill has been the campground’s manager since 2006, the same
year the city purchased the property for
$7 million from a developer to prevent
yet another condo complex from being
built, especially since there was a glut of
vacant condos in the city at that time.
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The property had been a privately
owned campground since the late
1970s, and officials wanted to keep as
much green space in the city as possible. Also, the nine-acre, 104-site campground is located between the city’s
public safety and public works departments, giving officials further incentive
for it to become municipally owned.
“The other thing I was told when I
came here was as Tybee Island was
building its name, camping and outdoor hospitality was the main source of
recreation for a lot of families, especially
if they were just trying to take a
quick trip from elsewhere in Georgia.
Economically, this was their best shot at
a family vacation back in those days. So
it was in the city’s interest to keep that
property as a campground,” Hemphill
pointed out.
A notation agreement between
the developer and campers holding
reservations, which guaranteed their
camping trip would take place as scheduled, alleviated any concerns people
might have had. It also bought
Hemphill time that first year to perform
a needs assessment as well as manage
the campground’s transition from
private to public ownership.
“There’s a heck of a lot of transition
that goes on when it goes from being a
privately owned park to a city-owned
park. We’ve got to convert everybody
over to new vendors, everything from
how you’re paid to when you’re paid. So,
administratively I knew that was going
to be a priority and, honestly, that had
to take place before anything else,” said
Hemphill, a Georgia native who holds a
bachelor’s degree in outdoor education
and a master’s in outdoor recreation
administration with a business
management concentration. “The first
year was more or less a needs assessment, to find out where the bodies
are buried, if you will. And for the first
couple of months it was just work hard
and tread water just to keep the lights

on and the water working.”
Two people in particular were especially helpful during the first year or so,
Hemphill mentioned. The former
campground owner, Walt Simmons,
and the city’s CFO, Jan Fox, provided
much-appreciated insight and advice.
Fox, in fact, was a winter resident of
the campground who championed
the city’s purchase of the park, and
Simmons served as a consultant.
“That was invaluable because I got a
chance to pick his brain. ‘If you had to
do it all over again, what would you
repeat and what would you change, and
why would you do either?’” Hemphill
pointed out. “He was an amazing man.

dog parks, TV lounge, fitness center and
Tybee Island’s “largest swimming pool”
— although that claim is a bit of a
misnomer, Hemphill admitted.
“It actually is the largest swimming
pool on Tybee Island, but it’s not big by
any stretch of the imagination. That tells
you how small our island is, if anything,”
he related. “I say that to people sometimes and people must think we have
an Olympic-sized swimming pool and
Michael Phelps is out there training in
the morning. It’s more like Michael J.
Fox is out there.”
Of its 104 campsites, 90 are fullhookup and each offers 50/30-amp
service and its own 110-volt outlet. The
bathhouses feature separate private
units with a shower, toilet and sink.
Portable restrooms are located throughout the park as well. There are five
water/electric tent sites with tent pads,
and lawn sites in the middle of the
campground are used for overflow
camping. All primitive tent camping
sites have a tent pad, charcoal grill, and
a fire ring with integrated cooking grate.
The camp store includes a gift shop
— Tybee Island’s best-kept secret,
Hemphill said — where the same souvenirs sold in town cost half the price at
River’s End. Also, the pavilion typically
isn’t made available to groups outside
the campground simply because there
isn’t enough parking beyond what’s
already available for campers.
The fitness center is the campground’s newest addition. It has two
treadmills, two elliptical machines, one
stationary bike and a weights system.
“The TV lounge is called the River
Room and it has a couple of tables for
when the rally groups come so they
have a place for their officers to hold a
business meeting,” Hemphill added.

The camp store is Tybee Island’s best kept secret, park
manager Woody Hemphill said, since it sells the same
souvenirs as stores in town, but for half the cost.

He reminded me a lot of my grandfather, who was a pretty formative influence on my life. He was very patient,
and thorough; it was great.”
Campsites & Amenities
River’s End Campground includes
104 campsites, eight cabins, a camp
store and office, coin-operated laundry,
vending machine concessions, bathhouse, propane dispensary, Wi-Fi,
screened-in community pavilion, two

“We also have an outdoor screened-in
area with audio-visual equipment.
What a lot of our rally groups will do is
have all of their photos on a laptop so
they can show a slideshow or they can
use it for a PowerPoint presentation or
something along those lines.”
River’s End earned $1.3 million in revenue in 2015, roughly half of which is
delegated to debt relief. The park is
projected to make $1.4 million this year,
depending on a yet-to-be-determined
Woodall’s Campground Management

River’s End Campground includes 104 campsites and eight
cabins, which are situated around the swimming pool.

water utility project the city was still
mulling over. As comparison, the year
before the city bought the property in
2005 the declared revenue was $595,000.
Upgrades & Improvements
Once that first-year needs assessment was completed, Hemphill and his
staff set about improving and upgrading
much of the campground, including remodeling the store, installing a new roof
on the main building and replacing all
water, sewer, electric and cable. From
there, the staff basically took their time
to methodically repair, replace, upgrade
or improve the entire campground.
“We had a tentative five-year capital
improvement plan but the recession in
2008 knocked us for a loop. Because
tourism on Tybee Island is such a strong
part of our economy and housing was
so severely impacted, we had to drop
back and punt in several areas,”
Hemphill noted, pointing to one project
in particular.
“There was part of the property that
we were going to make into ‘super sites’
that was part of the Public Works site
and part of the old Fort Screven when
the north end of the island was a military installation. So EPD (Georgia’s Environmental Protection Division) told
us we could not build our super sites
because they found pressure-treated
lumber had been stored there, so I guess
they were concerned about mercury.
The night that we were going to issue
the RFP — request for proposal — for us
to build super sites we got a cease-anddesist letter from the EPD.
“That turned out to be a good thing,”
he continued, “because instead of
developing that area for super sites we
made it a tent zone, so there’s no underground infrastructure. That was also
right at about the time that rental cabins and cottages were starting to take
off, so we used that capital we were
going to spend on super sites and
instead spent it on developing our first
phase of rental cabins. We put those in
around our swimming pool and those
have been really successful. “
The swimming pool served as a
natural location for the cabin rentals,
Hemphill said, because it grouped those
campers into a natural cul-de-sac. This
has helped to segregate the different
types of campers, he added.
“The previous owner was of the
mindset that campers are campers, no
matter whether they’re in a Class A, B,
or C, or in a trailer or even a tent. What
I’ve found is there are different types of
WOODALLSCM.com

campers: There are those who go to bed
early and wake up early; there are those
who stay up late and wake up late; people who want to have their accommodations so they could get out and meet
and greet others; and people who just
want that passive, quiet camping experience. Sometimes those different types
of people just didn’t see eye to eye. So
we put the cabins around the pool and
now everybody just stays together in
their little areas, and that has cut down
on the complaints about tenfold.
“I can understand if you’ve got one of
those mega parks where there’s a thousand sites,” he continued. “But our
entire acreage is nine acres so we’re not
talking about a city here. Coming from
a local government background, you
have zoning laws for a reason.”
Campers & Rallies
River’s End has four declared seasons, with rates adjusted accordingly.
Low season is the months of January,
February, November and December.
Mid season is March and the week after
Labor Day through October. Peak

An Airstream club is among
the park’s regular rallies.

season is April 1 through Labor Day.
And high season is 10 select weekends
and holidays and during area festivals,
including something called “Pirate Fest”
on Columbus Day weekend in October.
“It’s pretty much pandemonium
when grown-ups dress up like pirates
and say ‘Arrgh!’ about 20,000 times in
three days. They tell me that it’s good for
tourism and the businesses. I’ll just take
their word for it,” Hemphill quipped.
Occupancy during peak season is 85
to 99% — “If I had 20 more cabins I
could fill them every night and if I had a
hundred more campsites that could
probably fill those as well,” Hemphill
noted. Mid-season occupancy drops
down to 65 to 90% and low season
hovers around 50%.
“It took me 10 years, but we’ve gone
from about 22% occupancy in low sea-

Among its other amenities, River’s End Campground’s
swimming pool is said to be the largest on Tybee Island.

son to about 53% in January of this year.
I’ll take it,” Hemphill stated. “I’ll tell you
this: it’s a heck of a lot harder going from
20% to 50% than it is going from 70% to
100%. When you’ve got 70% occupancy,
you’ve already established a market.
You’ve got a lot of people who are going
back and telling their friends about you.
They’re doing your marketing for you.
But when you don’t have anybody in
your park, then nobody knows how
good you are and they can’t tell their
friends. The people who have already
camped here and had a good time are
the best marketing we have.”
Most campers are coming from
within a day’s drive or less, Hemphill
noted, with the majority being guests
who return year after year.
“Augusta, Ga., is a huge market for us.
What helped us there is the tourism
council for Tybee started marketing
their events at Augusta. My brother is an
accountant there and he called me
one day and said that at the end of the
promos the tagline is ‘Tybee Island;
Augusta’s beach.’ We’re three hours from
Augusta but nevertheless we’re their
beach now. We’ll take it,” Hemphill said,
adding that there are no restrictions as
to type or age of an RV.
“We have an Airstream rally every
spring, along with a vintage camper
tour and open house. I couldn’t do that
if we had a policy that you can’t come
here if your camper was built before
1999 or whatever. I don’t want to be that
place,” he said.
While River’s End doesn’t go out of its
way to recruit rally groups, Hemphill said
they still find their way to River’s End.
“You know, it’s funny. The travel rally
market is either hit or miss. My first year
here we did six and I think my second
year we did 17 and I lost my mind. As
soon as ’08 hit the first thing to drop
was the group travel market. I guess
everybody just figured it was the first
commodity to cut from the budget. But
the year after that it came back like
gangbusters. I think we had 33 rallies,”
he noted.
Helping Hemphill run River’s End is
Office Manager Rosie Laney, who has
three full-time employees and one volunteer camp host position. In addition,
there is an operations supervisor and a
campground maintenance operator.
Some services, such as landscaping and
custodial, are contracted to an outside
entity. As many as 10 campground
hosts escort campers to their sites, staff
the propane dispensary and perform
other duties as needed. Also assisting

operations is RMS North America,
which is the park’s park-management
software system.
This year Hemphill has an intern
from Georgia Southern University who’s
doing a little bit of everything, including
starting up a bring-your-own instrument Wednesday Night Jam Session
around the campground’s open campfire. Other activities include yoga, movie
nights, and a beach-combing program
for kids to find shark’s teeth.
Hemphill has seen others use Tybee
Island as a stepping stone for career advancement, but he sees the barrier island
like his campers do — a destination.
“I’ve thought several times over the
last decade: Tybee is an amazing place
to come to — our mayor says it’s ‘Mayberry with a beach,’” he said. “It’s an
amazing place to come work because
you get to wear a lot of hats and you get
an opportunity to do a lot of things that
if you work for a larger company or if
you worked for a larger local government you would never in a million years
be able to do. Here you are literally
judge, jury, and executioner. Your success or failure is pretty much tied to
your individual performance, which
sometimes is a blessing and other times
as a challenge.” — Rick Kessler WCM

Campground Overview
Name: River’s End Campground
Address: 5 Fort Ave., Tybee Island,
GA 31328
Number of sites: 104
Physical description: Located five
minutes from beaches and a 15minute drive from Savannah, Ga.,
River’s End Campground is situated on nine acres on Tybee Island.
Season: Open year-round, with
Low, Mid, Peak and High seasons.
Rates: Vary depending on site and
season. For 2016, full-hookup sites
range from $54-$99/night;
Water/electric sites range from
$44-$79/night; Primitive sites
range from $29-$59/night. Cabin
rentals range from $70-$175/night.
Weekly and monthly rates also
available.
Website:
www.riversendcampground.com
Contact:
800-786-1016; 912-786-5518;
info@riversendcampground.com WCM
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Recreation Equipment —from page 18
they can pay $20,000 to $30,000 and build it
themselves on site or have it installed for
$60,000 to $70,000.”
Big Meadow Family Campground in
Townsend, Tenn. was one of the parks that
went in on a basic pad with equipment and
24-hour tech support from Rain Deck,
adding a 1,000 square-foot pad in 2012,
which came to around $20,000 when
installed by a local contractor.
“Last year was our best year ever and we
really think the splash pad had a lot to do with
it,” said owner Greg Johnson. “We have
absolutely loved it — and everyone who
comes in loves it. We went with one of the
less-expensive options, but it’s been a very
good investment for us. Every day we prefer
this over the pool because we don’t have to
watch the kids.”
Miniature Golf, Pedal Power and
Playground Equipment
Some things never go out of style, like
playgrounds and bikes and miniature golf —
but even with those classic recreation equipment options quite a bit of evolution has taken
place over the years. For example, largescale mini-golf courses that eat up a lot of

been a part of the camping
“There has been a pushback against the
landscape for decades,
extreme safety caused by the insurance inthree- and four-wheeled
dustry to create equipment that’s a little more
pedal karts have been en
challenging and introduce ‘safe risks’ into
vogue recently with vendors
playgrounds,” he said.
such as Prime Karts of PenAccording to Doug Knotts, president of
sacola, Fla. and BERG Toys
Premier Park & Play of Newton, Mass., in adUSA of Lititz, Pa. catering to
dition to splash pads, playgrounds at municthe segment.
ipal parks have begun moving more toward
And a new player, High
natural play environments, which is someRoller USA of Lafayette,
thing that campgrounds seem to be picking
Colo., has taken the childup on. “Just the idea of creating play areas
hood Big Wheel toy and upthat mimic the natural environment and
sized it for adults, according
merge more with it.”
to company founder and
“For example,” he said, “embankment
aerospace engineer Matt
slides built on the side of a hill or ziplines
Armbruster. “I had a 1972
passing over natural areas seem to be taking
Big Wheel I got off eBay. I
off. I think that’s also been paired with more
measured the whole thing,
environmentally-conscious play areas using
measured the height of a 6recycled materials and doing more to preyear old and then measured
serve resources.”
Galaxy Multi Rides offers bulls, sharks, surfboards myself. I scaled it up so
Improving accessibility to playground
or any custom item you might want.
when you sit down on it, your
features is another facet of modern play
whole perspective changes
areas, Knotts added. “We now have a newreal estate are now being replaced with modto 6 years old,” he explained. The back
style merry-go-round that’s wheelchair-acular courses that can be changed frequently
wheels are even plastic for power slides,
cessible, which we call a whirl-a-round,” he
for variety. And the folks at Adventure Golf
though the 26-inch front
Services in Traverse City, Mich. have recently
wheel has more traction
released SplashGolf, a combination mini-golf
than the childhood version.
and splash pad.
As for playground equipAnd, while bikes and bike rentals have
ment, while traditional elements like swings, climbers
and domes are still popular,
industry insiders say that
new trends are also developing.
“We’re seeing trends
away from the post-andclamp platforms to more
free-standing connected
play events like climbers The two-armed Meltdown game by Galaxy Multi-Rides.
with specialized themes,”
said Richard Hagelberg, CEO of Kidstuff
said. “It’s installed at ground level so a child
Playsystems in Gary, Ind. “For example,
can roll right up and get on easily.”
we’ve also got a couple of new climbers that
While campground guests are getting
look like dinosaurs and state panels with a
more access than ever before to great recremap of the state with major cities on the map
ation equipment and activities, it all starts
and facts about the state. Bright, contempowith owners, who also appear to have more
rary colors are also really popular.”
choices and product diversity than ever.
Another trend that seems to be developing
Whether property owners are seeking to crein playground structures, Hagelberg said, is
ate a fee-for-entry mini-amusement park in
a movement away from equipment that is so
the style of Pineland or a basic amenity desafe that it’s boring, which can often lead to
signed to attract more families, it’s all possible
serious accidents because kids aren’t chalwith the impressive range of modern recrelenged enough to keep their attention on the
ation equipment designed to fit most any
equipment.
budget. — Ty Adams WCM

GuestView —from page 14

that despite all the naysayers out
there, it is possible to make a positive
difference in people’s lives. I’ve written
stories and sent out press releases that
have benefited my clients in many
ways. I’ve also written stories and
press releases that have generated donations for non-profit organizations
that are truly making a positive difference in the world.
Please keep Max and me in your
thoughts as we embark on our Kilimanjaro adventure. We’ll be visiting
Lifewater’s water project in Ethiopia
after the climb and I’ll be writing about
it and taking lots of photos. You can
find my fundraising page for Lifewater
by running “Jeff Crider Kilimanjaro”
on a Google search or go to give.life
water.org/fundraise?fcid=479738.
Jeff Crider, senior editor for
Woodall’s Campground Management,
is a frequent contributor to WCM and
a PR expert who works for a variety of
industry groups and a periodic
speaker at campground conferences
around the U.S. WCM
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TACO —from page 3

until the work was done before planning the
move. Work on the fiber line started in October and wasn’t completed until the first week
of January.
“Actually, AT&T was another roadblock.
They had the phone lines at the house, but
would come up with all sorts of excuses as

could be even more efficient if everyone had
their own office space as well as a common
conference area to conduct meetings. After
their guest guide business increased by 20% last
year, the hunt for new office space intensified.
“We really liked the Crowley area. It is only about 20
miles from Fort Worth and 45
minutes from the Dallas-Fort
Worth airport,” he explained.
Ironically, they found an
ideal parcel of property less
than a quarter-mile from the
home office. The building was
on three acres of property at
the end of a cul-de-sac and on
the border of Burleson and Texas Advertising now has a professional home that’s easier for clients
Joshua. In fact, it would have to find and that serves the firm’s needs for the foreseeable future.
been the last property in the
city of Burleson.
to why the work order to transfer the lines
Schaeffer was ready to pull the trigger to
couldn’t be completed,” said Schaeffer. “I fiacquire the site when the city stepped in and
nally insisted that they get supervisors from
demanded that he install a 12-inch water
all the departments involved in the move on
main and a one-acre retaining pond.
a conference call with me to work out their
“I thought it was a ridiculous requirement
internal issues.”
considering that the water main would have
Although Charter Business had installed
had to be extended by several hundred yards
the fiber connection to the building, when
and could not have gone anywhere else from
Schaeffer tested the connection speed, it
there,” he explained.
wasn’t nearly as fast as he had ordered.
He reluctantly abandoned that plan. Then,
“I felt like a campground owner when
one day, he got a call about a building in the
cable companies tell them they can only have
heart of downtown Crowley. It had been used
so much connection speed,” he said. “Reas a call center by another company that was
gardless of what they are willing to pay,
moving its operation. The 5,000-square-foot
campgrounds are often told they can’t have
building was already wired for more than 60
a pipeline large enough to do what they want
telephone lines, had fiber-optic lines installed
to do in a park environment.” The most bafand ample electrical power.
fling aspect of that problem was that SchaLocated at 109 N. Texas Street in Crowley,
effer insisted he was okay with paying a
the building was ideal for what Schaeffer
higher cost to bring in a faster connection.
wanted to do, so he closed on the property in
However, Charter Business’ staff kept trying
late September.
to scale the company back to a slower speed.
“It cost us $500,000 to acquire the building
“Finally, I got a supervisor on the phone
and modify it for our specific use,” he exwho admitted they would have to do some
plained. “I couldn’t have built something like
extra work to bring that much power into the
that for less than $700,000.”
building,” he added. “The company didn’t
The brick building offered a professional
have a pipeline close enough to our building
appearance with three separate entrances
to deliver a 100M connection and they would
and parking for at least 20 vehicles. Inside,
have to lay new fiber lines — and bill me for
there was a separate reception area, six prithe extra cost.”
vate offices and room for eight large cubicles
Schaeffer already had his attorney look
plus a separate air-conditioned equipment
over the contract and it was pretty solid in
room. There also was a large conference
that Charter had obligated itself to deliver
area with seating for 12. It was wired for
100M service for $300 per month, which they
video conferencing so employees could talk
changed to $600 per month.
with anyone from anywhere, or simply plug
“I told the supervisor, ‘Look, I know you’re
in a laptop and share a presentation with othobligated under the terms of this contract,
ers. Schaeffer added large wallboards and
and we both signed it agreeing to those
an integrated big-screen TV so the staff can
terms,’” he said. “I’m willing to pay the $600
collaborate on projects and draw out ideas.
per month, but you’re going to have to deliver
“The staff loves the new building. Now they
the 100M connection. The supervisor finally
have their own work space and a lot more priagreed, but said it would take more time to
vacy,” said Schaeffer. “Our work flow, which
upgrade the fiber optic line,” he explained.
was efficient before, is even better now.”
Today, the company has a blazing fast
With any building project, there are
Internet connection.
always challenges when moving into a new
“We may have the ‘baddest’ signal in
facility. For example, although the building
Crowley, Texas,” said Schaeffer. “We have
was prewired for fiber optic cables to deliver
way more capacity than we can anticipate
telephone and Internet connections to
using, but we are a marketing and Internet
60 workstations, Schaeffer had problems
company and we have to plan that way.”
with Charter Business in getting service
Schaeffer said he’s confident the current
connected to the building.
space will easily accommodate another 50%
“We had purchased a high-end voicegrowth in the company, and he thinks the imover-internet protocol (VOIP) system and
proved office may speed that growth.
needed some exceptional bandwidth to han“We are now in a position that we can offer
dle all the traffic,” he explained. “We made a
tremendous additional value to our customers,
deal with Charter to have a 100M fiber line
and have already picked up several new state
brought into the building, and the contracted
camping guides, web clients and guest
cost was $300 per month.
guides,” he explained. “For years, we have of“But, a few days later, the company called
fered clients web design, blogging, digital marback and said the salesperson made a misketing and search engine optimization.”
take and the firm couldn’t honor that price.
With the new space and new high-speed
The cost for a 100M connection would be
connections, AGS is planning to offer video
$600 per month,” he added. “They said they
services in addition to high-definition printing.
could have all the phone lines transferred
TXAD Internet and Texas Advertising are also
over and we’d be up and running in 10 days.”
experiencing hefty growth again this year,
But, something in his gut told him to wait
Schaeffer noted. — Greg Gerber WCM
WOODALLSCM.com

William Watts

1331 Hansberry Lane, Ormond Beach, FL 32174
ph. 386-256-3441 • fx. 386-256-3440

www.envirodesignproducts.com
wwatts@gate.net

Beats the
rubber donut

NEW

PRODUCTS

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

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

“GATOR”!

Real Log Park Model Cabins

• Real Rustic Log Cabins
• Turn-Key!
• Durable and Appealing
• Highly Profitable
• Pays Off Within 1-3 Years

Park Model Cabins
starting at $21,900
Located in Lancaster, PA

1-800-684-5808 • www.keystonekabins.com
March 2016 - 29

Q&A Wi-Fi —from page 20

Northeast Conference —from page 3

campground that wants to be serious
about their Wi-Fi.
The last point I would make as far as
what’s coming up for RV parks is what
we call the ‘Internet of Things.’ This is
more exciting for RV parks than it is for
consumers. Everything is about to get
Wi-Fi friendly. We’re talking about lockers, bathrooms, doors, meters, cameras
and more. There are already parks out
there that are figuring out they can save
a whole lot of money on staff time and
a whole lot of expense by putting in
devices that they can operate from the
front office over their Wi-Fi network.
I’ll give you an example. Anaheim RV
Resort near Disneyland has locks on its
bathrooms that are triggered automatically over Wi-Fi so they don’t have to
send somebody out there everyday to
lock and unlock the doors. The same
thing is possible with meters: if you’ve
got a 600-site RV park and you’ve got to
read a meter every time somebody
leaves, that’s a big job. But meters that
can be read over Wi-Fi are a huge time
and cost saver. The ROI you can get on
automating is pretty significant.
Wi-Fi started out as a consumer service but it’s soon going to be just as
important and just as beneficial for the
park operator and park staff in the efficiency that they can create on the property. This is a big trend we see coming in
2016. But at the end of the day it still all
comes down to guest satisfaction.
WCM: Is there anything RV manufacturers can do that can make their
units more Wi-Fi friendly?
Lloyd: Yes, absolutely. There are
devices that will pull Wi-Fi out of the air
and rebroadcast it inside the vehicle.
That is a wonderful tool to have because when you install outdoor Wi-Fi, it
really is truly that — it’s outdoor Wi-Fi.
It will get into the RV, but if the RV is
older and it’s made out of aluminum or
doesn’t have a lot of windows, then
there may be trouble.
There are third-party devices — like
the Wi-Fi Ranger — that manufacturers
could include or at least make available
as an option. That’s not to be confused
with a device that broadcasts its own
signal. You don’t want that because it’s
going to compete with the Wi-Fi from
the campground. WCM

know about and to talk about how RV dealers
and campgrounds work together, and how
they can work even more closely since
both sectors serve the same end user and
complement each other, Zbierski said.
“This isn’t going to
be a niche conversation, it’s going to be a
lot of thought-provoking information,” she
said. “Another thing
we want to consider
is: Is there a need for
a better coalition
between all of the
Cyndy Zbierski
parties? How can
NCA help that? We absolutely believe the outdoor hospitality/camping/RV industry is going
in the right direction, but how can we speed it
along and make it better and more profitable
for the RV dealer and the campground?”
Not only is Zbierski excited about the new
feature, she said she’s gotten calls from many
new campground owners who are specifically
looking forward to that part of the program.
The other new feature this year, aimed at
new attendees, is a “communication station”
area near the hotel lobby where veteran
campground owners can sit down with new
owners and new attendees to help them with
anything they need, Zbierski said.
“If a first-time attendee would like to go
and introduce themselves and have a conversation or have questions, they can do that
there. The veterans are excited about it,
they want to share, and it’s less formal than a
first-time attendees meeting.”
In all, Zbierski said she hopes to provide
attendees more value than ever.
“NCA works very hard to provide them
with one time during the year where they can
learn about multiple subjects happening in
the campgrounds, they can meet veteran
companies and brand-new firms on the trade
show floor, and experience the importance of
the camaraderie of the campground owners,” she said. “It’s been going on for 52
years. We strongly believe that if they come
once, they’re going to return and realize
there’s absolute value in the travel time and
the days away to learn all they’re going to get.
“It’s the friendly faces that come through
the door,” she continued, “and the new
people who are made to feel very welcome.”
For more details and for registration, go to
CampNCA.org/conference.
— Justin Leighty WCM
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CAMPGROUND
CAMPGROUND DEVELOPMENT PARTNER WANTED
The city of Plattsmouth, Nebraska is offering a 29 acre
riverfront parcel for development as a 190 site camground/
RV park. The property may be purchased or leased by a
qualified developer company and the city offers $1.2
million in cash and tax incentives to assist the developer.

Proposals due March 18, 2016.
Request RFP from:
Erv Portis, City Administrator
eportis@plattsmouth.org, (402) 296-2552 ext 301
or online at www.plattsmouth.org

Adirondack Gem For Sale
A phenomenal business opportunity to own 25 acres in the heart of the
Adirondack Mountains. Singing Waters RV Park and Campground, is an
exclusive full-service park located only 6 miles south of the Upstate New
York tourist town of Old Forge. This gated community boasts 145 sites,
with accessibility to over 500 feet of prime water frontage on the Moose
River. Currently, 60+ year-round/summer/winter seasonal sites have
been contracted, with remaining 85 water/electric/sewer hookup sites
available for future rental. The grounds also feature cabins for the less
enthusiastic camper, who prefer the comforts of home. Enjoy the park
amenities: a sandy beach, playground, gazebo, game room, tennis courts,
and shower/bath houses. Plus, on-site is an owner/operator 4 BR, 2.5 Bath
house, and a newly renovated apartment above the main lodge. Singing
Waters RV Park & Campground’s expansive land is situated on over 1,000
feet of the most traveled roadway North into the Adirondack Park, Route
28. This is a highly profitable business to own, there is the potential for
advanced development, and unlimited potential! Call 315-369-6618
or email: singingwaters@frontiernet.net for further information
regarding the sale of this property.

CLASSIFIEDS
Classified Advertising Rates are $1 per word, minimum $15 per ad. Payment
must accompany order. Closing date is the first of the month preceding
month of publication. Published monthly. Make remittance payable to
Woodall’s Campground Management, 2901 E. Bristol St., Ste. B, Elkhart, IN 46514

HELP WANTED
CAMPGROUND MANAGERS
Travel Resorts of America is expanding and
is seeking both experienced and potential
managers to join our professional management team as operations managers or
managers in training. For more information
about current and future openings, please
contact Robert Bouse at rbouse@travel
resorts.com. “Have Fun, Make Money”
with an industry leader!
SEEKING CAMPGROUND MANAGER
Succesful 27-Year Cooperative Campground
is seeking a qualified full-time/year-round
manager to over-see all operations of the
campground. Knowledge of/or CPO
certified and Quick Books Pro is a plus.

Position is on Gardner Lake in Salem,
Connecticut. On-site manager residence is
available.To apply or view job listing go to
www.indeed.com. Search by keyword:
Campground and select Connecticut as
State.

SERVICES
YOUR NEW BROCHURE PROFESSIONALLY
DESIGNED FOR FREE! Full color, many
sizes, formats. Competitive pricing. Free
shipping! Quantities 2,500 to 1,000,000.
Serving campgrounds, RV resorts, marinas since 1994. Free human consultation!
Old fashioned small town customer service, big city capabilities. Contact Jim
Austin, Campground Marketing Solutions, 866-893-1490.
Woodall’s Campground Management

INVESTMENT OPPORTUNITIES
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

PARK BROKERAGE INC.

WANTED!

Ocean & Riverfront MH, RV, + Motel Resort
Smith River, CA (on CA/Oregon border)

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:

136 MH, 288 RV, 50 Motel, 2 Story Restaurant
48 Acres on the Pacific Ocean & Smith River
$7,500,000, Upside & Development Acreage

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, Upside
$1,625,000, 8.9% Cap Rate, 17% Cash Flow

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

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
Stunning Vermont Campground for Sale!
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.

For Sale By Owner
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
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

MICHIGAN CAMPGROUNDS FOR SALE
SEVERAL CAMPGROUNDS AVAILABLE
Including in North Central, South
East and West Michigan Regions

BRIGGS REALTY
www.briggsrealtyonline.com

616-942-1071

FOR SALE
4-STAR Campground in Southeastern
PA just one mile off of major interstate.
Large pull-thru sites, wonderful convenience store, laundry, playground, showers,
Rec Hall, etc.
Owner financing with large down payment.
Great opportunity for the right buyer.

Call 570-691-4900

WANTED!
RV Park near
Metro Area
or Large City!
240-600-2304 or
jasonsharer@gmail.com

For Sale by Owner
Profitable 30 FHU campground and
4 bedroom home located on busy
I-70 in Colorado. Turn key, 24 pullthrus, 30/50, showerhouse/laundry,
great small town lifestyle for families
or semi-retired. $299K.

970-664-2218
jlensz@outlook.com
Campgrounds/RV Parks
ME - NH - VT - NY
Don Dunton – one of America’s most
experienced Campground/RV Park Brokers
………………………………………………
This month’s featured listings:

Maine Geological Wonder Tours, Campground,
Gift Shop, Museum, House, More. Most popular
ocean-tourist town in state. Reduced.
Now Only $725,000!
Campground/Canoe Livery. 100 sites, 175
Canoes/Kayaks, Quality Park, Store, Residence.
1,000' of New England’s most recreational River.
Now $1,150,000
NH - 68 sites, Pool, Pond, Residence, Major
Tourist Highway, More. $549,000
ME - 100 Sites, 2 Houses (1gutted), Pool, Large Office/
store/rec rooms. More, Pretty Park $775,000

………………………………………………

Southern Arizona Campground For Sale
On I-10 Between Tucson and Phoenix
82 sites on 10 acres. Office, Clubhouse,
Guest Laundry, K-9 Camp, Heated Pool,
Propane Sales, and onsite Steakhouse.

Call 520-560-4589
WOODALLSCM.com

I have several large parks to $4,100,000.
(Qualified Buyers, only - please.)
Contact Don for these and other listings.

www.BuyaCampground.com
Don @BuyaCampground.com

603-755-3944
March 2016 - 31

CALENDAR OF EVENTS
MARCH
1: Maryland Association of
Campgrounds Meeting
Cherry Hill Park; College Park, Md.
Contact: 301-271-7012
2-4: Missouri Association of RV
Parks and Campgrounds 48th
Convention and Trade Show
Ramada Oasis Hotel and
Convention Center; Springfield, Mo.
Contact: 573-337-0543
4-5: Ohio Campground Owners
Association Spring Conference
& Trade Show
Embassy Suites Columbus Airport
Columbus, Ohio
Contact: 877-787-7748
14-16: 25th Mid-Atlantic
Conference & Trade Show
Crowne Plaza; Cherry Hill, N.J.
Contact: 609-645-0145
njcoa@campnj.com
16-20: Wisconsin Association of
CampgroundOwners “Roarin’
WACO” Conference
Holiday Inn Convention Center
Stevens Point, Wis.
Contact: 608-525-2327
17-19: Northeast Conference
on Camping
Radisson Hotel Nashua; Nashua, N.H.
Contact: 860-684-6389
18-20: Colorado Campground
and Lodging Owners Association
Annual Conference
Wooley’s Classic Suite Aurora, Colo.
Contact: 303-974-7998

Association of RV Parks and
Campgrounds Annual Meeting
Wyndham Orlando Resort
Orlando, Fla.
Contact: 850-562-7151

JULY
11-15: National School of RV Park
and Campground Management
Western Campus
Metro State University
Denver, Colo.
Contact: 303-681-0401

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
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 WCM

21-23: Michigan Association of
RV Parks and Campgrounds
Spring Conference
Treetops Resort; Gaylord, Mich.
Contact: 989-619-2608
29-30: Illinois Campground
Association Annual Meeting
Sunset Lakes Resort; Hillsdale, Ill.
Contact: 866-895-226

APRIL
8: Maine Campground Owners
Association Annual Meeting and
Trade Show
Portland Sports Complex
Portland, ME
Contact: 207-782-5874
12: California Association of RV
Parks and Campgrounds Spring
RV Park Day
Sam’s Family Spa Hot Water Resort
Desert Hot Springs, Calif.
Contact: 530-885-1624
17-19: Texas Association of
Campground Owners Spring Show
Kerrville, Texas
Contact: 817-426-9395
27: Arizona Association of RV Parks
and Campgrounds Annual Meeting
Rawhide, Ariz.
Contact: arizonaarvc@aol.com

MAY
4-5: Florida and Alabama
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