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Campground and RV park operators find that concerts like El Capitan Canyon’s
Canyon’s weekly event serve as a nice draw. Photo courtesy El Capitan Canyon
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By Sherman Goldenberg

Chatting with Consumers at the Hershey Show
As businesspeople, we spend countless hours trying to “get
inside of consumers’ heads” to find out what they’re actually thinking. And at least once a year I seem to find myself at a busy retail
show where I get a chance to interface with camping consumers and
answer some questions for myself.
My latest opportunity was in mid-September at the
Pennsylvania RV & Camping Association’s Hershey Show in
Hershey, Pa., where I’d hoped to get a better handle on the big
picture and what sort of magical thing is occurring right now in the
RV marketplace. What, I’m wondering, could be so captivating
U.S. RV buyers and propelling the kind of growth we’re currently
witnessing in the RV universe — a development that can’t help but
spill over in a big way into the RV park and campground arena?
The latest indicator: The Recreational Vehicle Industry Association (RVIA) is reporting August
wholesale shipments of 35,946 units that were 31.5% ahead of August 2015 and the largest
August shipment totals since 1977.
In chatting with numerous attendees on Senior Day at Hershey — a show that drew record
attendance of 57,692 — I spoke with Elizabethtown, Pa., residents Tom and Sandi Reed, who had
waded through long opening-day lines to check out motorhomes in the $120,000 range with which
the retired first-timers hope to hit the road in a big way.
Ed and Debi Hurlburt were cruising Hersheypark to keep up with the latest industry twists for their
respective Facebook groups (“RV Tips” and “Debi’s RV Cooking”) and, perhaps, latch onto a new
motorhome to replace their ’07 Itasca. “You never know what you’re going to find,” said Ed.
Veteran Enola, Pa., campers Lou and Janie Bobisch were considering a trade up from their
two-year-old Forest River travel trailer — something a little bigger, said Lou, a retired gas company
employee who didn’t mind waiting in line to get in.
Then there were Joe and Mary Kubisky, who drove three hours from Lincoln Park, N.J., to maybe
find something bigger than their existing 30-foot Hurricane Class A.
Meanwhile, New York retirees William and Susan Gibson were thinking about getting back into
the RV lifestyle after a two-year hiatus. “We just want to see what’s new in the industry,” said Bill,
retired from the aerospace industry. “They’re changing so much every year, a lot of new features.”
So, did all this help resolve my questions about the inexplicable growth of the RV universe? Heck,
no. But am I convinced that there are real people with hopes and aspirations who are earnestly driving
this growth market? Yes — and I’m equally convinced, as East Coast dealer Don Strollo so aptly put
it, that “we’re really in an unprecedented time regardless of cyclical trends from the past.” WCM
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ELS is Upgrading Arizona
Resorts for ’16 Snowbirds
Several RV resorts near Phoenix, Ariz., operated by Chicago-based Equity LifeStyle
Properties Inc. (ELS) announced they are making improvements in preparation for the
upcoming snowbird season.
ViewPoint RV & Golf Resort in Mesa is
working to complete its second fitness center
by the end of September.
“It’s going to be a really nice facility with
nice equipment,” said park manager Cheryl
Dewarrat, adding that a grand opening for the
new fitness center is planned for Nov. 17.
Dewarrat said the 300-site resort is improving its facilities in response to guest demand.
Other ELS properties making improvements
in preparation for the upcoming winter season
include Sunrise Heights RV Resort in Phoenix,
which replaced its tennis courts with four
pickleball courts this summer.
“Pickleball is the new craze in RV communities and our RVers have been asking for
them,” said Natalie P. Daniels, community manager for Sunrise Heights, which has 199 sites.
Meanwhile, Countryside RV Resort in
Apache Junction rebuilt its pool and deck area
and adjacent restrooms this summer.
“Our maintenance staff also put in a new
building for pool equipment, so it looks nice and
fresh,” said Marta Alegria, resort manager for
Countryside, which has 254 RV sites and 276
park model RV sites.
The resort also built a flowerbed at the entrance to the park to improve its curb appeal,
Alegria said, adding that the park is currently
installing new street signs. “We were booked
full last winter,” Alegria said, adding, “I’m sure
this coming winter will be the same.” WCM

ARVC Plans for Big 50th Anniversary Bash at
2016 Outdoor Hospitality Conference & Expo
This year’s conference is on pace to be as big
as last year’s gathering in Daytona Beach, Fla.

‘We want attendees to see how far the industry has come
and how great a community they have helped to create
in addition to seeing the great things and people that are
to come in the next 50 years,’ said ARVC’s Erica Owens.
A lot can happen in 50 years — and trying
to cover it all can be an insurmountable task.
Rest assured, however, that the National Association of RV Parks and Campgrounds
(ARVC) will at least hit the high points as the
nationwide association of campground owners celebrates its golden anniversary Nov. 811 during its 2016 Outdoor Hospitality
Conference and Expo (OHCE) at the Fort
Worth Convention Center in Fort Worth, Tex.
“This year’s conference is about celebrating the last 50 years and building relation-

ships — new and old
— and taking away
tools and skills that will
make our member
campgrounds better
and our industry
stronger for the next 50
years,” Erica Owens,
ARVC director of marErica Owens
keting and events, told
Woodall’s Campground Management.
Paul Bambei, ARVC president and CEO,

likewise believes
there will be strong
turnout for this
year’s OHCE. “It’s
generally been a
good year across
the country and I
think this is a reflection of that. People
Paul Bambei
are looking forward
to winding their year down and coming to a
great, great venue in Fort Worth.”
Attendees at this year’s OHCE might see
even more young faces than normal. “For the
first time, we’ve created a special free registration for the young professionals in our
association, anybody 35 or younger. There’s
a separate agenda for them,” Bambei
explained. “They’re going to be exposed to
things really designed for the younger mindset — how to get involved with ARVC, how to
connect with a mentor if you seek a leadership role. We want to elevate their knowledge
base and connection to our association.”
It’s part of a big-picture effort by ARVC
leadership to focus on the future, Bambei
said. “We saw this as a way to assure this
association has longevity.”
Meanwhile, there’s plenty on the schedule
for the bulk of park operators coming to Fort
Worth. Following a full day of preliminaries on
Monday, Nov. 7 — park tours, leadership
workshops, board meetings, state leaders’
meetings and an ARVC Council of Delegates
meeting — the OHCE officially gets started
Tuesday with education seminars running all
ARVC Conference – continued on page 22

Family Owned Wyoming RV Park Marks ARVC Michigan Works to Update State
80 Years of Welcoming Travelers in 2016 Laws Governing Private Campgrounds

Phillips RV Park has been owned and operated by the Phillips family since 1936, and it is
celebrating its 80th anniversary this season.

Members of the Phillips family, who
own, manage and operate Phillips RV
Park in Evanston, Wyo., celebrated the
business’ 80th anniversary over the
summer season.
WOODALLSCM.com

Over the past eight decades, the park
has physically changed, but the family’s
desire to stick together and create a lasting impression on their customers has
not.
During the spring of 1936, Phillips
Camp and Sinclair Service was established in Evanston by Bona Elbert and
Maggie Phillips. The business offered
gas service, trailer spaces, tent camping
and 11 cabins with adjacent open
garages available to people traveling the
Lincoln Highway. Customers shared a
community bath and shower house
with running well water.
That winter, Elbert passed away, leaving Maggie Phillips with five children
and a business to run.
“When they bought the property, it
was a chicken ranch,” said Maggie
Phillips’s son (and current owner)
Ranold Phillips. “My mother ran the
business and raised us five children at
the same time. With that, she put all of
us through college, except for my oldest
sister and myself. Mother needed the
help more than I did.”
In 1945, the gas station was removed
and the business was renamed Phillips
Cabins. The cabins rented for $1.25 per
night, or $1.50 with linens. The cabins
were heated with coal stoves, but did
not have running water. Trailer spaces
were also available, costing just 25 cents
per night.
In 1947, six of the cabins were moved
to the front of the property with the
Phillips RV Park – continued on page 23

It’s been nearly 30 years since the public
act governing private campgrounds in Michigan was revamped, so the members of the
Association of RV Parks and Campgrounds
of Michigan (ARVC Michigan) took it upon
themselves to come
up with a plan to fix
what they believe
are some longstanding problems.
To address the
issue, ARVC Michigan assembled an
ad-hoc committee
made up of operaPaul Maitre
tors of small and
large campgrounds from across the state
including Jim Cordray of White River Campground in Montague, Paul Maitre of Bluegill
Lake Family Camping Resort in Mecosta,
Dan Staley of River Ridge Campground in
Breckenridge and Wendy Wolflinger of
Greenwood Aces Campground in Jackson.
The committee spent two years working
with Scott Everett of Fraser Law Firm to
analyze, revise and update Michigan Public
Act 368, which was first passed in 1978.
Committee members said their proposed
changes are designed to update the law to
reflect modern terms and practices as well
as make certain regulatory oversight more
equitable among all campgrounds.
Highlights of the proposed changes
include:
• A new license fee structure based on
the size of the campground.
• Amendments addressing the limitation
on campsites based on an outdated waste-

water formula.
• Updating definitions to reflect modern
campground businesses.
In addition, the revision would merge the
campground oversight rules into the law,
which committee members believe would
reduce confusion by campground owners.
At the same time, it would prevent the state
regulators from establishing new rules without a public process.
The revision also updates definitions of
several common campground terms, including park model RVs and what constitutes a
campsite and campground.
The committee’s proposals were introduced as Senate Bill 952, sponsored by Sen.
Darwin Booher, R-Evart, in May and was
referred to the state Senate Committee On
Outdoor Recreation And Tourism. A spokeswoman for Booher’s office said that while the
legislation is unlikely to be further acted on
in 2016, she expects it to be reintroduced in
2017 and said it would be a top priority for the
senator.
A key factor in the committee’s efforts,
members said, was helping private campgrounds compete with publicly owned
campgrounds, particularly state campgrounds run by the Michigan Department of
Natural Resources (DNR).
“The private campground owners are
facing challenging times,” said Maitre, who
also is ARVC Michigan’s vice president. “We
don’t feel like we’re competing on a level
playing field as the DNR and other campgrounds that are publicly owned.”
The committee’s fee proposal is more

ARVC Michigan – continued on page 14
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This year’s KOA trade show will feature extra time
for attendees to meet with park model RV builders.

Kampgrounds of America Gearing Up for a Major 2016 Convention for Franchisee Owner/Operators
‘I want them walking away with ‘wow!’ I want them
to be empowered and refreshed as they go back to
their campgrounds,’ said Stacey Iversen Huck, KOA
director of training and events.
As the 2016 summer camping season
came to a close it proved to be another
record-breaking year for Kampgrounds
of America Inc. (KOA) and its franchisees, most of whom will celebrate in
Chattanooga, Tenn., for the 2016 KOA
Convention Nov. 14-17.
Not surprisingly, KOA executives anticipate the upcoming gathering in the
Chattanooga Convention Center will be
at least as big as last year’s convention
— which, itself, was second only to the
chain’s 50th Anniversary earlier this
decade.
“In terms of attendance, the numbers are pretty well on track with where
they were at this time last year,” Stacey
Iversen Huck, director of training and
events for KOA, told Woodall’s Campground Management in mid-September. “In terms of trade show exhibitors,
we’re maybe two or three ahead of last
year. Both numbers are really strong.
We’re pleased.”
The convention theme aims to highlight what individual campground owners and the franchisors are doing to
push camping forward at the 495 KOA
parks: “Spark Innovation. Ignite Action.”
“We really wanted to step it up and
focus on what innovation is going on,”
Huck said. “We’ve added a lot of new
things for the conference this year.
We’ve stepped up our game, trying to
be innovative and keeping up with the
innovation and the peer sharing that

needs to go on. It’s an event-packed
week. We’re going to spark that innovation for four days so they can get back
and ignite action.”
Between feedback from previous
conferences and work with the KOA
Owners Association to identify the best
educational topics and needs, this year’s
convention will have a number of new
features — many of them designed to
provide more networking opportunities
for campground operators. That
includes a casual networking lounge on
the first three days of the conference.
“Some of the feedback I’ve gotten
from attendees is how much they learn
from each other, that peer-to-peer interaction,” Huck explained. “The networking lounge is where they can come
in and charge their phones, grab a cup
of coffee, sit down and visit.” They’ll also
have the chance to learn quick social
media “how-tos” in the informal setting.
There’s also a networking breakfast
before the Tuesday morning session, allowing attendees who want to socialize
over an informal meal to do so before
going into the morning meeting —
which will also have a different format
from prior years.
Instead of KOA leaders giving a “state
of KOA” briefing (that will happen later
in the conference), the morning session
will focus on innovation by different
KOA parks, Huck explained. “Because
our theme is innovation, we’re going to

Northgate Converts California, Texas RV Parks to Jellystone
Grand Rapids, Mich.-based Northgate Resorts has converted two parks
it acquired into Yogi Bear’s Jellystone
Park Camp-Resorts.
Northgate bought a 272-site campground next to the Tower Park Marina
in Lodi, which it is converting into a
Yogi Bear’s Jellystone Park CampResort — the first Jellystone Park in
California.
“We’re very excited about this
location,” said Zachary Bossenbroek,
CEO of Northgate Resorts, a private
company that owns seven other Jellystone Parks, mostly in the eastern half
of the country. “Our vision is to make
the campground in Lodi into a true
destination resort.”
4 - October 2016

Northgate has experience doing just
that.
In fact, half of the Jellystone Parks
Northgate owns received national
awards last year from Leisure Systems
Inc. (LSI), the Milford, Ohio-based
franchisor of Jellystone Parks across
the U.S. and Canada.
Northgate also is working on
upgrading Guadalupe River RV Resort
in Kerrville, Texas. “This is going to be
an amazing resort,” Bossenbroek said.
“We’ve set up an activities program
that’s keeping our guests entertained
all day long.” The park recently got a
miniature-golf course as one of the
family activity upgrades Northgate is
making at the riverside park. WCM

highlight innovative things going on in
our campgrounds, bringing up people
on stage with things they’ve been working on, and we’ll show pictures of those
things on the big screens.”
Attendees will then move into the
educational sessions, and there are
more options than ever.
“In the past we’ve had 25 workshops.
This year we went to 32. What we did a
little different this year is we added to
each session. Previously, we ran five
blocks, and five sessions per block; now
there are six sessions per block. One session in each block is a roundtable discussion hosted by KOA owners and
moderated by KOA owners/managers
with no formal speaker. What we’ve
learned is not only do they want time to
network, they want to learn from each
other,” she said.
And while there will be essential sessions on topics ranging from working
with multiple generations and creditcard processing to Wi-Fi, merchandising and planning an exit strategy,
there are new topics, too. Those include
projects to make campgrounds more
eco-friendly as well as focusing on
projects with a one-year payoff, a threeyear payoff and a 10-year payoff.
Turning to the trade show side of the
convention, KOA is trying a couple of
new things there as well. The first is to
open up a couple of sessions specific to
“Deluxe Cabins,” what KOA calls their
park model RVs. One session will deal
with some of the nuts-and-bolts of purchasing Deluxe Cabins, while the other
will get into detail about how to most
effectively clean them, keep them clean
and keep them well maintained. Those
sessions will feature park model

vendors and Jill Currier, KOA’s director
of accommodations.
There’s also a new “Accommodations
Open House and Happy Hour” event,
allowing KOA franchisees time to interact separately with the cabin vendors, a
tent vendor and possibly a tipi vendor
over beer and wine, Huck said. That
allows franchisees to handle any
cabin/accommodation questions and
purchases outside of the trade show,
allowing attendees to focus on the rest
of the trade show when it opens.
KOA’s other nod to vendors is a couple of gatherings for vendors only. “We’ll
have breakout sessions for our vendors
so they can learn about KOA and
how we can partner together with their
business,” Huck explained.
The convention’s keynote address
will come from Daniel Levine, with a
company called Avant-Guide. “He is a
‘trends guru,’” Huck said. “He’s got a lot
of roots in the travel industry and knows
what motivates people to hit the road.
He has more than 9,000 researchers
who chronicle the latest ideas and
experiences around the globe.
“He’ll talk about whether something
is a trend or a fad,” she continued. “It
will be a very campground-centric
speech. It’s very specific to what we can
do.”
With all the additions to this year’s
conference and the context of years of
record-breaking growth for KOA and its
franchisees, Huck said she’s really
excited about what attendees will experience this year. “I want them walking
away with ‘wow!’ I want them to be
empowered and refreshed as they go
back to their campgrounds.” — Justin
Leighty WCM

Cruise Inn Adds Trent Arnold as CFO, Executive Vice President
Cruise Inn RV Parks
announced the 40-RVpark brand network has
added Trent Arnold as
executive vice president and CFO.
“As Trent assumes
the role of EVP and
CFO, his first charge
will be in the area of finance and treasury,”
said President and CEO Scott Anderson. “As
Cruise Inn grows, the need for more reporting
on the progress of our parks and the financial
progress of Cruise Inn is required. In addition,
Trent will assist in the advancement of the
next generation of technology to be implemented at our company. With the changes
in the purchasing habits of the Cruise Inn
customers, the need to continue to be on the
cutting edge of technological advancements

is critical. Also, he will assist in all areas of
the company as a trusted and knowledgeable
partner to me.”
Arnold has a long history in the hospitality
and outdoor recreation industries, and was a
key member of the founding team of CNL
Lifestyle Properties, a real-estate investment
trust, where he served as director of investments. In this role, he focused on outdoor
resorts, golf courses, marinas, ski areas, and
RV parks and campgrounds.
“As a long-time RV owner and park user,
and after spending many months in the last
year personally visiting over 75 RV parks to
better understand the enormous business
opportunities,” said Arnold, “I can personally speak to the value and quality created
at a Cruise Inn member park, and why it’s
such an exciting time to be in this great
industry.” WCM
Woodall’s Campground Management
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Jellystone Park Operators Will Find a
Full Slate at the 2016 LSI Symposium
The Emirbayer Family poses with
some of the themed decorations
at last year’s symposium.

‘The annual symposium is a great opportunity for owners and operators to
attend educational seminars, buy Yogi Bear merchandise for next season,
visit with trade show vendors, network with other attendees and get reenergized for next year’s camping season,’ according to Leisure Systems Inc.
If success breeds success, this year’s LSI
Symposium and Trade Show should be a
grand slam. Set for Nov. 6-10 at the Embassy
Suites Hotel Cincinati-RiverCenter and the
Northern Kentucky Convention Center in
Covington, Ky., the annual con/expo for owners and operators of Yogi Bear’s Jellystone
Park Camp-Resorts from across North
America will cap what executives at franchisor Leisure Systems Inc. (LSI) are already
calling a record-setting year in the outdoor
hospitality sector.
Despite unfortunate timing — the National Association of RV Parks and Campgrounds is meeting the same week in Fort
Worth, Texas — the vast majority of the 84
Jellystone locations will be represented and

the trade show is sold out, according to LSI
Executive Vice President Dean Crawford.
“It’s always a
good event. Most of
our parks make it
every year and look
forward to it,” Crawford told Woodall’s
Campground Management. “Overall
the parks are saying
they’ve had a good
Dean Crawford
year. They stay busy
through October, doing the Halloweenthemed weekends. Campers aren’t done
yet.”
LSI has a packed schedule planned for

franchisees. The early event of the symposium is training, set for Nov. 6 in the Embassy
Suites, while the Yogi Advisory Council —
an elected group of 10 members that works
to enhance the flow of information between
franchisees and LSI — will meet much of
Monday, Nov. 7 in the hotel. Also on tap
for most of Monday is the chance for franchisees to order their Yogi Bear-exclusive
merchandise. “We carry more than 500
items,” Crawford pointed out. “We started
doing our merchandise ordering on
separate days from the trade show. That has
worked out really well. Our campground
owners aren’t having to split their attention
between ordering merchandise and the
trade show.”
The official welcome reception and buffet dinner takes place at 6 p.m. that evening.
The Yogi merchandise purchasing continues Tuesday, Nov. 8, until 2 p.m., with
lunch also scheduled at the Embassy Suites.
After that, the symposium moves across the
street to the convention center at 2 p.m. for
the LSI Updates and Travel Log before the
4:30 p.m. opening of the trade show, which
runs through Wednesday afternoon.
“We’re basically sold out already,” Crawford said of the 100 spaces split between 70
to 75 vendors each year. “Last year I turned
away quite a few vendors and it looks like I’ll
have to this year, as well. We’ve got three
cabins coming and just a good variety of
vendors showing up, including quite a few
new ones.”
One of the new vendors is Log Hoggers,
which does chainsaw sculptures and wood
carving as entertainment and education.
That company has been working in one of
this year’s new Jellystone Park locations,
the park in Monticello, Iowa, Crawford said.
There’s also Peace Frogs, a T-shirt
vendor that’s new to the trade show this
year, as well as a company that provides
ceramic items, providers of inflatable items
for water use and a solar-panel provider. “I
think that’s going to be an up-and-coming
thing we’ll see more and more of at the
parks,” Crawford said.
And, of course, many of the key vendors
who attend will be back, including Utility

LSI Symposium – continued on page 23
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Initiative Encourages
Latinos to Visit Parks
Latino youth voices sharing positive experiences in nature are the driving force behind
a new Spanish-language radio campaign
Hispanic Communications Network (HCN)
launched Sept. 19 in partnership with the U.S.
Forest Service.
The national radio campaign celebrates
and promotes national forests, parks and
other public lands as accessible places with
outdoor adventures and events across
hundreds of local communities in all 50 states.
The first phase of the campaign, which
began in September, includes the testimonies
of two young Latino men — Luis and Emerson
— whose lives were literally transformed by
nature. Their inspirational stories lead the
Spanish-speaking public to an online tool
where they can locate nearby public lands
and outdoor recreation activities by zip code
at DescubreElBosque.org.
“HCN is excited to expand our alliance
with the forest service through this initiative
that connects Latino communities with adventures in forests, parks and public lands. These
lands belong to all of us. They are accessible
and affordable treasures that stimulate mental
and physical health. Trips to public lands are
also great low-cost alternatives for families
who cannot spend hundreds of dollars at
theme parks, and for families that want to create new memories and traditions through nature,” said Alison Rodden, CEO of HCN. WCM

Bruce Willis Movie Filmed
at Ohio Campground
The first three weeks of September
were interesting at Ohio’s Lazy River At
Granville campground.
As reported by the Newark Advocate,
the bulk of the shooting for “First Kill,” a
movie starring Bruce Willis, took place at
the campground on Dry Creek Road,
making for a unique experience for coowners Mark and Kathy Kasper.
“This was their base camp,” Kathy
said. “This is where the whole cast and
crew showed up every morning. They
did filming on our trail. They did filming
in front of the campground. They ate
their meals here. So we got to meet a lot
of people.”
“I can tell you it was sure very active
out here for three weeks or so,” Mark
added. “On any given day we might see
50 vehicles in our field. That was where
they had make-up and different parts of
the puzzle, so to speak.”
The Kaspers quickly learned what you
see on film and what you see in real life
are two very different things.
“It was really interesting since I had
never seen a movie shot before,” Kathy
said. “There was a car scene and they had
a flatbed trailer they put the vehicle on,
along with all the movie equipment. So
someone else is driving, of course, instead
of the person you see in the vehicle.”
“They did an ATV chase scene,” she
continued. “They used a drone for part
of the filming, as well as cameras in other
vehicles. They’re very good with their
props and set-ups to make things look
like something they’re not.” WCM
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MODERN MARKETING

How to Avoid ‘Rookie’ Instagram Marketing Mistakes
Evanne
Schmarder
There’s a reason Instagram continues to be at the top of the social media
food chain. This six-year-old visual
platform continues to capture the imagination of its 400 million global daily
users. It’s reported that smart modern
marketers participating on Instagram
are enjoying per-follower engagement
rates at nearly 60 times higher than that
of Facebook (which acquired Instagram
in 2012). Instagram users are more than
2 1/2 times more likely to click on social
ads as compared to other platforms.
It’s estimated that one-third of U.S.
mobile phone users — a whopping 89.4
million — are on Instagram at least
once a month and nearly 52% of social
media users are Instagram users.

Consider:
• 83% are between the ages of 18 and
49.
• 49% are female, 51% male.
• 26% have a household income
greater than $75,000.
• 58% have at least some college
education.
Instagram does one thing and does it
very well: visuals. Enhanced by filters,
sorted by hashtags and auto-shared
with Facebook, images and short videos
tell stories, encourage viewers to place
themselves in the scene and, in turn,
prompt them to take action. As an
experienced outdoor recreation digital
marketing consultant, I’d suggest that
there is no better match for the outdoor
industry — with our vivid imagery of
the great outdoors, family (or Boomer)
fun, rest and relaxation, and memorymaking at its finest. The image possibilities of our product are abundant,
around every corner.
I’d like to pause here for a brief exercise. Close your eyes and think about
your park not in words but in pictures.

What beauty or interest do you see?
Attractive landscaping or blooming
flowers? Smiling staff? Laughing guests?
Roaring campfires or communal bonfires? Frog hunts, potlucks, arts and
crafts, bingo, family softball games?
Does your mind’s eye go to cabins,
rentals, teepees, yurts, well-manicured
sites or lush surroundings?
Now, open your eyes and let’s talk.
With smartphone photography at
nearly everyone’s disposal and the
seemingly endless list of image opportunities, I am flabbergasted when a park
owner/operator says images are just too
challenging to capture. Impactful
Instagram marketing is at your fingertips, allowing — even begging — you to
tell your park’s story.
But as you’d expect, it’s never that
easy. Certainly all the rules of digital
marketing still apply, including smart
planning and implementation, but
platform specifics matter, too. While
there is no “secret sauce” for Instagram
success, there are a few unforced errors
(seen again and again) that might be
holding you back.
Beware these three rookie Instagram
marketing mistakes.
Rookie Mistake 1: Lackluster Profile
Your Instagram profile is the “about
us” section of your account. It’s the
portal into your business. Leading with
a weak description of your product or
service, using an unrelatable name
or branding your profile with a fuzzy
picture are easily avoidable rookie
mistakes that get you started off on the
wrong foot. Instead:
• Make it easy for others to find your
account by using your business name.
• Brand your profile with an easilyrecognizable profile image, nothing
too detailed or cutesy. If possible, be

consistent with your social media brand
images, using what you present on
other platforms on Instagram.
• Maximize your allowed 150 characters by penning a concise snapshot of
who you are and what you do. Add a call
to action if possible.
• Instagram does not allow URLs to
be used anywhere on the platform
except in your profile. Add a link to your
website here.
Rookie Mistake 2: It’s Still Storytelling
In the limited time you have to spend
on Instagram you might be tempted to
post anything in an effort to simply
post. That would be a rookie mistake.
Like every other piece of marketing
you do (and yes, this is marketing) you
need to tell a story. Consider these
storytelling ideas:
• What message do you want to communicate? Is it your excellent recreation
program? Your amazing facilities? Your
gorgeous property? Your easy-off/easyon location? Choose what story you
want to tell and post accordingly.
• Create visual consistency by utilizing similar looking filters on your
images. Is your collection (feed) bright
and colorful? Warm and naturesque?
Cooler with more blues and greens?
Post accordingly to create a consistent
brand/feel.
• Captions are an important part of
your post; they add to the story.
Include a snappy description of what
the viewer is seeing. Sprinkle with
hashtags if possible.
Rookie Mistake 3: Hashtag Havoc
Instagram users often look for interesting images by searching a particular
term, a hashtag. Hashtags allow you to
categorize your images, allowing for
greater exposure and discoverability.
This rookie mistake comes up time and
time again: businesses either using one
or two weak, one-off or little-known
hashtags, using an industry-insider
hashtag that doesn’t mean anything to
the consumer, and/or not taking full
advantage of the 30 allowed hashtags in
a post. Here’s how to do it:
• Create three brand-specific hashtags, including your park’s name, and
use them on every post.
• Develop a short list of relevant but
generic hashtags. This might include
#camping, #RV, #outdoors, #getoutside,
#vacation, #roadtrip, #nature. Use them
on every post.
• Find and use post-relevant, popular
hashtags by looking at popular outdoor
vacation posts and profiles.
• Add hashtags to the caption section
of your post in one of two ways: add to
the bottom of your image caption (best
practice: give the caption three line
returns, adding only a period to each of
the three lines) or use the hashtags in
the first post comment.
On your smartphone use keyboard
shortcuts for text replacement to save
time. This valuable tool allows you to
type a shortcut term or phrase and
magically be presented with replacement text. You can create a shortcut so
that when you type campgram you
are presented with #camping, #RV,
#outdoors, #getoutside, #vacation,
Modern Marketing – continued on page 32
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SMART OPERATIONS

All Campground Listings Are Good — or Are They?
Peter
Pelland
One of my clients recently contacted
me, concerned that his New Hampshire campground was listed without
his prior knowledge or authorization
on several websites that purported to
be online campground directories. He
discovered this when one of the sites
contacted him on behalf of a camper
who wanted to make a reservation to
stay at his park and another contacted
him to “claim” his listing.
At first glance, these would appear
to be good things, wouldn’t they? Any
resource that is sending you business
is generally welcome to do so. After all,
your campground is probably sent online traffic from a variety of referring
sites — everything from Go
CampingAmerica.com to your state
association website to Good Sam to
your local tourism association.
However, in the instances that my
client described something just didn’t
seem right.
Over the years, a number of websites
have sprouted up that are essentially
directories of local businesses. Many of
these have evolved from so-called “yellow pages” companies and their business model is to persuade gullible
business owners to pay for enhanced
listings. In my own experience, about a
third of these local directories list my
company’s street address correctly but
then locate us in the next town. Another third list our fax number as our
phone number. Do I care? Yes and no.
These sites get close to zero traffic —

but they do have a cumulative impact
upon the SEO (search engine optimization) of a company’s official website with legitimate search engines like
Google and Bing. These websites are
working with compiled data that is
provided by one of four aggregators:
Infogroup, Acxiom, Factual and
Neustar/Localeze. They provide the
data that is used by many directories,
minor search engines, review sites and
GPS services. You can try to correct
these listing errors on individual websites, but the process is usually an exercise in frustration that leads to a
dead-end with a fee. There are companies that simplify the process of
correcting these database listings,
including Florida-based Insider Perks,
a company that specializes in working
with the campground industry.
That said, the sites that my client
described were an entirely new breed.
Also based upon compiled data, their
business plans are no longer focused
upon selling enhanced listings but in
providing reservation services where
they collect referral or transaction fees.
These can be problematic indeed.
My client has gone through a fairly
labor-intensive process of getting
his business de-listed from several of
these sites. My client’s instincts were
probably right on target.
Campground reservations are accurately perceived as a multibillion-dollar
business — and companies that would
like a piece of the action are suddenly
coming out of the woodwork. Funded
with infusions of venture capital, the
focus is on generating income from the
collection of processing fees on those
reservations, either in real-time (with
campgrounds that get on board) or
with the type of delayed booking that
initially caught my client’s attention.
One such site posts that it “anticipates”

use by 1 million campers per month,
even though it does not currently show
up as even a blip on the radar at Alexa,
the leading provider of comparative
website traffic analytics.
What is the problem with these
sites? There can be problems with
compiled data, particularly when it involves compiled pricing data. How
often are the data updated and how accurate is the initial source? (Think back
to those local sites that list my business
incorrectly, where uncorrected data
tends to perpetuate itself.) On one of
these sites that my client called to my
attention, I perused the campgrounds
listed in my home state of Massachusetts. I am intimately familiar with the
industry players in my home state and
I found fictitious listings, listings
for municipal parks that have nothing
to do with camping, listings for
campgrounds that have been out of
business for several years and listings
for summer camps.
The second problem is the potential
for these sites to compete with your
own official website and your own
chosen online reservation engine, a
situation that can only serve to confuse
consumers and that could inflict harm
upon your business. If pricing
(that may or may not be accurate) or
reservations enter into the equation,
the potential for problems is very real.
On the Thursday night prior to
Labor Day weekend, I made lastminute plans for a family stay in
Toronto, Ontario. We ended up booking two rooms at a Sheraton hotel on
the outskirts of the city. We were surprised (and pleased) to find limited
availability, reserving our rooms using
Booking.com, a division of Priceline.
We paid $237 (U.S.) for two rooms, a
fraction of the usual room charges. In
this instance, the hotel was happy to

receive $237 (less any fees paid to
Booking.com) for two rooms that
would have otherwise gone vacant and
would have generated zero income.
Under these circumstances, a thirdparty booking engine that is designated to specific inventory makes total
sense. What you want to avoid is to
needlessly discount inventory that
could otherwise be sold at full price.
This is the essence of dynamic pricing,
which will no doubt become the norm
within the campground industry
sooner than you might expect.
The third problem can be the fine
print. If you choose to get on board, be
sure to read the fine print. The “Terms
of Service” listed on one of these websites consisted of more than 20,000
words that ran 42 pages in length.
That’s a far cry from the old-fashioned
handshake agreement of years past
and probably reason to proceed with
caution.
Another of my company’s clients, an
Illinois campground with a new website, was contacted earlier this year and
asked to funnel traffic from his website
to a startup company’s booking engine.
When referred to me, the salesperson
could not understand why I explained
that it was not in my client’s interest to
accept the offer and why we would not
be installing the company’s “Book
Now” button on the campground’s
new website.
Keep in mind that any online directories or search engines built upon
compiled data (even Google) need
businesses like yours as much as you
need them. Without listing real businesses that consumers are seeking,
they have no product to offer. It is your
decision whether or not to get on
board with any particular website.
Understand the potential risks and
benefits, and then make a decision
based upon what is best for your
business and how it can most effectively meet the needs and expectations
of its core clientele.
Peter Pelland is the CEO of
Pelland Advertising, a company that
he founded in 1980 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
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ON CAMPGROUNDS

The Summer was Great for Timberland Acres RV Park
Reports from
the field:

Bob Ashley
The summer season hardly could have
been better at 226-site Timberland Acres
RV Park in Trenton, Maine.
“Business has been phenomenal this
year,” said Debbie Ehrlenbach, co-owner
of the park with her husband, Lincoln,
and parents, Jimmie and Elizabeth Awalt.
“It’s been better this year than last year
— and last year was an excellent year,”
she said. “We have been full on the weekends since before the 4th of July.”
Ehrlenbach said business was spurred,
in part, by the U.S. National Park Service’s
100th anniversary: Arcadia National Park,
on the shore of the Atlantic Ocean, is
14 miles from Timberland Acres.
“Gas prices are down, sales of RVs is up
and Arcadia and this area got a lot of
recognition with a presidential visit,” she
said.

Jimmie Awalt opened the 35-acre,
heavily wooded campground with 100
sites in 1985. “He bought the woodland
and laid out the park himself,” his daughter reported. “About 15 years ago we
added another 100-plus sites, all with full
hookups and 100-foot-deep pull-through
sites — my father had the foresight to
realize that larger RVs were on the way.”
Interior park roads are paved and RVs
sit on either gravel or grass sites.
Timberland Acres has two swimming
pools, two playgrounds and a pavilion
where the park serves special themed
meals including blueberry pancake
breakfasts, New England baked beans
and a complete Thanksgiving dinner in
September.
Among a slew of activities — including
tours to popular local attractions —
Timberland Acres is known for a number
of chainsaw-carved, life-sized figures
created by a one-time guest including a
Maine black bear, moose, man sitting
around a fire and totem pole.
About half the sites are occupied by
seasonal visitors, many of whom are traveling the country. “A lot of our customers
are retired old-timers,” she said. “Their
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Building for future RVs at the
turn of the century paid off.

RV is their home and they go from one
location to the next. We see a lot of the
same people every three to five years.
They’ll come to the East Coast this year
and maybe the West Coast next year.”
Over the years, though, Timberland
Acres has seen a decrease in the number
of rallies and caravans, although a
Winnebago group was rallying at the
park in mid-September.
“There are fewer players out there
doing the caravans and rallies,” Ehrlenbach said. “Those have died out with the
younger generation, which is more independent and doesn’t like to travel in
groups. We still get a couple of Good Sam
chapters that come through, but there
are five or six RVs instead of 12 or 20 like
there used to be.”
* * * * *
Big plans are afoot at Amarillo Ranch
RV Park in the Texas panhandle. Within
the next two years or so, it’s going to be
torn down and moved across the street so
that a restaurant can be built where the
campground sits now.
The plan also calls for an event center
sitting on about 200 acres.
“The owner bought 80 acres east of
here and they are going to break ground

any time,” said Bill Turner, who for 21⁄2
years has managed the 162-site park on
Amarillo’s east side.
Although Turner said plans for the
number of sites in the new park haven’t
been finished, the new campground will
open before the old one closes.
The move likely is to change the character of Amarillo Ranch, which now
caters mostly to overnight guests.
“Our park is a stopover park,” Hill said.
“We’re five hours from Oklahoma City,
five hours from Dallas and about four
hours from Albuquerque, so we are a
natural hub for people to stop in the
evening.”
The park, which is open all year long,
features adobe-style buildings and an
indoor heated pool and spa adjacent to
the clubhouse.
Business has increased each of the last
two years, Hill reported.
* * * * *
In the high desert in Colorado, the
next couple months will bring change to
Aunt Sara’s River Dance RV Resort in
Gypsum.
Some 40 miles west of Vail, the 34-site
park on the Eagle River will transition
from a park that draws people seeking
“mountain things to do” during the
summer to one that will attract campers
into skiing and snowboarding, according to manager Bob Cummings.
“A lot of our clientele is here to do all
the adventure stuff,” Cummings said.
“Pretty soon, the snowbirds will be coming through and then we’ll get the skiers.”
The park, built in 2001, is named for
the woman who was the first homesteader on the property in 1880.
Aunt Sara’s is open year-round and
offers river fishing and canoeing
and horseback rides are nearby. While
nestled in the mountains, temperatures
remain moderate until December.
As with many parks throughout the
U.S., the summer season was strong.
“This has been a good year,” Cummings
said. “Business has steadily been
increasing for the last three or four years.
We’re full every day in the summer, early
in the day. The economy is coming back
a little and people are able to afford
more travel.”
WCM Editor-at-Large Bob Ashley is
a central Indiana-based freelance writer/
editor and a 25-year newspaper veteran
who has focused on the RV industry and
national recreation issues for the past
22 years. He received the 2013 “Distinguished Service in RV Journalism”
award from the Recreation Vehicle
Industry Association (RVIA). WCM

12 - October 2016

Woodall’s Campground Management

WOODALLSCM.com

October 2016 - 13

Now 40 Locations Strong, Cruise Inn RV Parks Looks
Forward to the Emerging Brand’s Third Conference
‘There’s a tremendous camaraderie, a lot of information sharing, a lot
of fun. People are really open and are excited to be there. There’s very
good energy,’ said Cruise Inn President and CEO Scott Anderson.

Cruise Inn’s staff members, like (from left) Scot
Anderson, Kathy Palmeri, Linda Profaizer and
Adam Frisch will work with Cruise Inn members during the conference.

The independent owners and operators of Cruise Inn RV Parks will get together Nov. 11-13 in Fort Worth, Texas, for
the third annual Cruise Inn Conference.
And, just as the brand has continued its
steady growth, Woodalls Campground
Management has learned, this year’s
conference should be the largest yet.
The event kicks off at the Sheraton
Fort Worth Downtown hours after the
conclusion of the National Association of
RV Parks and Campgrounds (ARVC)
Outdoor Hospitality Conference and Expo
(OHCE).
It certainly seems fitting for Cruise Inn
to position its annual get-together on the
heels of ARVC’s OHCE convention because that’s where the brand, headquartered in Coral Springs, Fla., was originally
launched in 2013. It’s also Cruise Inn’s way
of simplifying life for the brand’s members,
explained Scott Anderson, president and
CEO of 40-park-strong Cruise Inn, an
alliance of park operators who retain their
respective identities while affiliating with
a larger national brand.
“That way they don’t have separate
airfare and hotel rooms to book,” said
Anderson, a veteran of the hotel industry,
adding that the timing also helps keep
things short and concise. “We start Friday night and end at noon on Sunday. By
that point, we’re all pretty tired because
we’ve been going at ARVC all week.”
The Cruise Inn Conference may be
brief, but it packs in a lot for members,
who Anderson said really seem to
enjoy the event. “There’s a tremendous
camaraderie, a lot of information sharing,
a lot of fun,” he told WCM. “People are
really open and are excited to be there.
There’s very good energy. Our feedback
is always very positive. They’re generally
14 - October 2016

pretty happy.”
Friday evening is dedicated to an
opening reception, while Saturday packs
in a day of learning at an event that just
seems to keep gaining momentum,
having grown from 35 attendees three
years ago to 60 last year and an anticipated 80 this year, said Anderson, who, in
jest, predicted that Cruise Inn may soon
need a major coliseum to accommodate
its expanding audience.

Most of the action at Cruise Inn’s confab, in turn, involves the whole group. “It’s
everyone in the room together,” Anderson told WCM. “The educations sessions
are all together all day on Saturday and
there’s a fun event on Saturday night.
The group looks forward to that, and on
Sunday we do a half day of education —
including our membership vote.”
In all, Cruise Inn members will benefit
from a wide range of in-depth information
from Anderson and his staff as well as

outside experts. Topics will include the
state of the industry, Cruise Inn marketing
and operations updates, social media
management, grassroots marketing, the
Americans with Disabilities Act, ARVC
updates, managing disasters, financing
outdoor hospitality facilities, the growing
variety of outdoor accommodations —
from yurts to cabins to refurbished
Airstreams — plus an interactive session
with RMS North America, provider of
Cruise Inn’s booking software.
“I do some of the sessions,” Anderson
said, “as do my marketing and operations
teams, and we bring some outsiders in.
For something like ADA, which is clearly
a big issue in the industry, we’ll bring in
an expert on that. For financing we’ll be
bringing in a banker.”
Another unusual feature of the Cruise
In Conference is that there’s no trade
show component as such. Instead,
Cruise Inn works with vendors who sponsor the conference and — instead of
manning booths — tend to spend the full
conference interacting with Cruise Inn
members. “They’re an integrated part of
the conference, and at different times
they get a brief chance to address the
room,” Anderson said.
Then, there’s Sunday’s member vote.
Cruise Inn is driven by its members, noted
Anderson, who is obliged to heed the
wishes of two thirds of the brand’s membership with regard to any proposed
brand standard change.
In any event, the level of interaction
among park operators at the conference
is one of the keys to its ongoing success,
maintained Anderson, who believes that
attendees learn as much from each other
as they do from his staff. —Justin
Leighty WCM

ARVC Michigan —from page 3
equitable because it would give smaller
campgrounds relief from high fees while
recognizing that larger campgrounds need
more oversight.
In addition, the committee identified a revenue source for the Michigan Department of
Environmental Quality — the state regulatory
agency overseeing private campgrounds.
Michigan currently chooses to do very little
oversight of temporary campgrounds, such
as those that spring up for more than 800
festivals and fairs across the state. The
committee specifically included regulatory
oversight of these temporary campgrounds
— and the included fee structures — as part
of its revisions.
“We felt they were not being held to the
same standards as permanent campgrounds. We want the same oversight for the
temporary campgrounds that we have for
the permanent ones,” Maitre said.
Another important issue for the committee was wastewater discharge. Michigan
law requires private campgrounds to have
a sewage treatment system capable of
handling 75 gallons per day, per campsite, for
campgrounds not connected to city sewer.
The new standard proposed would be 40
gallons for modern campsites and 30 gallons
for primitive sites.
Staley said his detailed records going
back 15 years indicate his campsites use
about 28 gallons per day. “I’ve talked to
different people with the state. They even
agree that 75 gallons is too high,” Staley said,
adding all committee members agreed lowered wastewater discharge requirements
could be a boon for campground owners.
“What it does is it opens the door for
expansion for many parks. We hear a lot of
campgrounds would like to expand but are
prohibited from doing so because of the
wastewater limitation; SB 952 would change
that,” he said.
Staley said requiring standardized rules
such as building codes is critical for campgrounds. He described a recent situation
where he was constructing a building
addition that was designed by an architect.
The plans called for electrical junction boxes
to be installed in the ceiling, but the local
inspector said he preferred that they be more
accessible.
“Every county is different,” Staley said.
Committee members are hopeful that
their efforts will lead to changes in the way
campgrounds are governed in Michigan, but
Maitre said campground operators have already benefitted from the committee’s work.
“What we have really done here is we
took the initiative to draft and propose the
changes. What normally happens is the regulatory agency proposes the changes and
we end up responding to it,” Maitre
said. “And so far so good, we have a bill
introduced that was created by the owners
of the business that the law is regulating.”
Senate Bill952 can be read at:
https://legiscan.com/MI/bill/SB0952/2015 —
Bryan Laviolette and Rick Kessler WCM
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The Importance — and Difficulty — of Good
Guest Internet Access Keeps Growing for Parks
Technology has followed campground guests into the woods
more and more, park operators and Wi-Fi experts note.

‘It’s always an arms race with the guest bringing more
devices,’ said Jim Ganley, CEO of Checkbox Systems.
‘Target your growth in the next two to three years,
because even if you’re not going to add campsites or
expand, your users are going to expand their demand.’
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Fifteen years ago, the limited number
of camping enthusiasts who traveled
with technology seldom had more than
one laptop in their vehicle and most
were happy if they could check their
email at an RV park’s front office or other
common area with a single Wi-Fi
hotspot. Those who had cellular telephones probably didn’t imagine they
would ever connect to Wi-Fi.
Today, however, each RV or carload of
tent campers is likely to bring four to six
electronic devices, including laptops,
tablets, smartphones, smart watches
and Wi-Fi-enabled television sets.
“The traditional rustic, ‘get away from
it all’ campers are less and less of
what we see,” said Jim Westover, vice
president of operations of Milford, Ohiobased Leisure Systems Inc., franchisor
of 84 Yogi Bear’s Jellystone Parks across
the U.S. and Canada.
“The way our folks camp, they run
their smartphones. They’re streaming
Netflix. It’s very common to see somebody out by the campfire streaming
something. They also want to be able to
go on Instagram and post pictures and
connect with their friends on Facebook
to show them what they are doing.”
Wayne Hulit, CEO of Cedar Mountain
RVI, an outdoor Wi-Fi provider based in
Chantilly, Va., pointed out, “Mobile
devices are growing at a rate of 53% per
year. We have our friends at Apple and
Samsung to thank for that. Families that
are traveling to campgrounds are
increasing the demand for Wi-Fi in

general.”
Eli Morse, CEO of Morse Technologies, which works with Cedar Mountain
under Morse’s SigmaWiFi brand,
observed, “more
and more people
want to watch
their television,
unfortunately —
they should be
cooking marshmallows — and
want an at-home
experience at the
Eli Morse
campsite.”
Growing numbers of campers also increasingly want to tap into the Wi-Fi systems in private parks so they don’t use up
all of the data in their smartphone plans.
“You have these people that use up all
the data on their cellphones, so they rely
on the park’s Wi-Fi to make up for it,”
said Gary Quigley, a second-generation
co-owner of the award-winning Jellystone Park at Kozy Rest in Harrisville, Pa.
And none of the campground operators or Wi-Fi experts who talked with
Woodall’s Campground Management expects that
to stop.
“I see a point in
the near future
where probably
bandwidth
for
campgrounds
could
become
Jim Ganley
one of the most
expensive utilities, almost as much as
electricity,” said Jim Ganley, CEO of
Checkbox Systems, the Gray, Maine,
company that is one of the longest-running Wi-Fi providers for campgrounds.
It’s not just recreational use that’s driv-

Woodall’s Campground Management

ing the demand for RV park connectivity.
There are also growing numbers of RVers
who work while they travel.
“We get a lot of people working in
their RV while they are on the road,” said
Mike Gurevich, co-owner of Cherry Hill
Park in College Park, Md., adding, “We
constantly hear people saying they need
Wi-Fi for work or they need it because
they are teaching a class.”
That raises the stakes for some guests,
Hulit pointed out. “If you’re relying on
the campground for an overnight stop
and you can’t get on, your business could
potentially be down.”

Connected devices keep growing everywhere,
and campers are bringing them along.

In many cases, these Internet data
demands have overwhelmed the Wi-Fi
systems in campgrounds and RV parks
in North America — most of which are
not capable of handling streaming video,
let alone the enormous Wi-Fi demands
of today’s Internet connected campers.
And when Wi-Fi doesn’t work, guests
quickly complain.
“I can turn the water off in the park
and I don’t hear anything from people for
hours. But I can turn the Wi-Fi off and 10
people will show up in the office in five
minutes and there will be three or four

WOODALLSCM.com

phone calls,” said Kampgrounds of
America (KOA) franchisee Bill Richard,
of Ontario, who owns and operates the
135-site Sault Ste. Marie KOA Holiday.
Private park operators are trying to
provide better Wi-Fi service, although
many are responding to the challenge in
different ways depending on where they
are located and the Internet services that
are locally available to them — whether
DSL, satellite, cable, fiber lines or wireless options.
Quality RV Resorts, for example, is a
Houston-based RV resort chain with 11
parks and each property is different in
terms of its guests’ Wi-Fi needs. The
properties also have a mix of Internet
Service Providers (ISPs), with five properties being on fiber and six on cable. But
they all have one thing in common:
Limited controls over the amount of data
guests consume using each park’s Wi-Fi
system. As a result, videogamers and
Netflix enthusiasts tend to consume all
of the available bandwidth, leaving little
data for anyone else.
“Without a registration system and
the ability to control bandwidth consumption, you are giving out bandwidth
to whoever gets there first,” said Aaron
Coulter, president of GRDM Management LLC, which owns and operates the
Quality RV Resorts chain.
The situation is changing this fall,
however, as Quality works with TengoInternet to install a system that will
regulate the amount of Internet data
guests consume each day.
The system will also provide the foundation for a tiered pricing program
that will help pay for additional Wi-Fi
improvements, which Quality RV Resorts
plans to roll out next year.
Improvements are also under way at

the Sault Ste. Marie KOA Holiday, which
conducted a side-by-side comparison of
a point-to-point network and another
Wi-Fi system this past summer.

SigmaWiFi wireless ethernet point.

The park had an older-generation
mesh Wi-Fi system, which it purchased
from TengoInternet in 2012. While the
system was the best available technology
back then, there are now two newer
generations of 802.11 technology and
better network design to serve mobile
device consumers.
“The 802.11g mesh system was not
bad, but it was at its limits to allow the
traffic we were having and the distance
for a usable signal was a challenge,”
Richard said.
Richard hired TengoInternet to install
a partial point-to-point network on the
west side of his park, which includes several park model and rustic cabin rentals.
When the initial installation was completed in May, Richard had the ability to

Parks Find Other Uses for Wi-Fi
Private park operators are using Wi-Fi to
provide more than Internet access for their
guests.
Many are finding a growing array of electronic devices, including locks, cameras,
lights and even televisions that can be controlled by a wireless signal, not to mention
tablets used for point-of-sale and check-in
systems.
Anaheim RV Park in Anaheim, Calif. is using
Wi-Fi to control the numerically activated locks
on all of its bathrooms and swimming pool as
well as the rooms it has designated for its
security and janitorial personnel.
“We’re constantly changing the codes to
everything so some stranger can’t come back
later and use it,” said Vern Mangels, the thirdgeneration owner and operator of the park.
The same system also prevents homeless
people or past guests from gaining access to
the restrooms and showers.
Park employees are also assigned specific
access codes, so Mangels can review how
frequently they clean the bathrooms and
access other areas of the park.
“I have found in my life that you have to
keep honest people honest,” Mangels said,
adding that he anticipates eventually being
able to use his Wi-Fi system to monitor and
control guest access to park utilities.
He also plans to use Wi-Fi controlled video
cameras that he has mounted on light poles
to produce time-lapse videos of his park
expansion project this month, which will result
in the reconstruction of five RV sites and the
addition of five new sites.
Meanwhile, across the country, Sundermeier RV Park in the St. Louis suburb of St.
Charles, Mo., a year ago started providing
premium high speed Wi-Fi as a replacement
for cable television service. WCM
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TengoInternet Tackles Campground
Wi-Fi in ‘State of the Industry Report’
One of the biggest challenges facing park operators
today is figuring out how to
address the gap between
guest expectations of residential Wi-Fi and the relatively limited Wi-Fi service
most parks actually provide.
TengoInternet, one of the
largest and oldest providers
of Wi-Fi service for RV parks
and campgrounds, reveals
the magnitude of the challenge with its first annual
“State of the Industry
Report,” which ranks the WiFi service capabilities of 690
parks, nearly all of which are
TengoInternet customers.
These include franchise
parks as well as campgrounds, RV parks and
resorts that are members of the Northeast
Campground Association (NCA), the Florida
Association of RV Parks and Campgrounds
(FLARVC) and the Texas Association of
Campground Owners (TACO).
TengoInternet, which has been working in
the RV park and campground industry for 14
years, used a scoring system that rates outdoor wireless networks on a scale of 1 to 10,
with 10 being a service which meets or
exceeds consumers’ expectations.
“A 10 is what consumers say they want,”
Eric Stumberg, president and CEO of the
Austin, Texas-based TengoInternet, told
Woodall’s Campground Management.
He also provided preliminary
statistics from the
inaugural report,
which will be
shared with the
private
park
industry in late
October.
“A 10 means all
of my devices —
Eric Stumberg
including
my
phone, tablet, game console and TV — work
on the Wi-Fi, that I can stream video anywhere
in the park and that I get quick support for staff
and guests if something doesn’t work.”
While many consumers expect to receive
residential quality Wi-Fi service when they
travel, only 24 of the 690 private and public
parks TengoInternet evaluated scored a 10.
Stumberg said the report is a diagnostic
tool to help park operators better understand
what their property is actually providing
against what consumers expect in Wi-Fi
service. The score can also to be used as a
benchmark to see where they stand within
the campground sector and outlines clear
steps to take to achieve the service quality
they want to provide.
The report also underscores the fact that
high-quality Wi-Fi service is as much a
reflection of the speed and quality of Internet
bandwidth coming into the park as it is a
reflection of the age and quality of the park’s
Wi-Fi network.
“The Wi-Fi equipment is getting excellent.
The bandwidth is the limiting factor,”
said Paul Galaspie, senior vice president of
information technology for Southfield,
Mich.-based Sun Communities Inc., which
has a portfolio that includes 106 RV parks.
As one might expect, the top 24 customers invested in the best Wi-Fi networks
available — typically, a Ruckus 802.11 AC
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(the fastest, most recent Wi-Fi standard)
system with enough access points and dedicated backhaul design to ensure that guests
can stream video on mobile devices anywhere
in the park. Those parks also invested in
fiber-optic or cable Internet lines, which can
deliver much more bandwidth at much higher
speeds than DSL or satellite connections,
each of which has slower and more limited
data transmission capabilities.
Unfortunately, high-speed Internet is not
available in most parts of North America. It’s
much more likely to be available in cities or
suburban areas than in the rural or remote locations where most campgrounds are located.
And even when high-speed lines are within a
mile or so of a campground, Internet providers
typically demand anywhere from tens of thousands to hundreds of thousands of dollars to
extend their circuits to a campground. That’s
more than many parks can afford, particularly
if they have a six-month camping season.
Then there are the monthly data fees, which
can exceed $1,000 a month for fiber lines.
That’s more than 10 times the cost of a DSL line,
which is what many campgrounds around the
country are using.
Stumberg said parks that have a high-end
system on cable provide very good Wi-Fi
service most of the time — and could rate
highly in the report, though they don’t have the
level of reliability of parks with networks fed
by fiber lines.
Stumberg said 107 of the 690 parks
evaluated in the report have “a great shot at
providing guests what they want.” In addition
to the 24 parks that scored a perfect 10, there
are 27 parks that received 9s and 56 that
earned a ranking of 8.
But that also means that 583 of the 690 parks
are clearly not meeting guest expectations,
scoring 7 or below. This is a direct reflection not
only of the type of Internet service they have
coming into the park, but the coverage and
technology of their Wi-Fi network equipment.
Indeed, while cable is the next best thing
to fiber for delivering Internet service to a park,
only 397 of the 690 parks evaluated in TengoInternet’s annual report have cable Internet
service. Well over half of the parks evaluated
in the report have even slower and more
limited Internet capabilities, with 249 parks
using DSL lines, T-1 or satellite Internet
service, which is the slowest and most limited
of all of the options.
Other issues come into play with the type of
equipment private parks use for their Wi-Fi
system, with most parks using older networks
— some of them with networks more than a

decade old, vastly slower than what’s
possible with today’s equipment.
Then there is the issue of transmission
towers or access points and their effectiveness. Older access points used with meshstyle networks reduce the capacity of
Internet signals as they travel across a park.
So while a Wi-Fi signal may be strong at the
outset, each time it “repeats” through
another tower, the signal’s capacity can be
cut by as much as 50%. This is one reason
why many parks with mesh networks and
multiple towers have trouble maintaining
consistent Wi-Fi service across their parks.
Point-to-point networks don’t reduce the
strength of the Wi-Fi signals as they are
transmitted across a park. But only 278 of the
690 parks rated in the report have recent or
current dedicated backhaul Wi-Fi networks.
“This is the Wi-Fi reality we face in many
parks across North America,” Stumberg said,
adding the problem of weak Wi-Fi signals and
low-capacity networks in parks has been
compounded by the recent explosion in the
number of mobile devices and tablets, which
have smaller and weaker internal antennas
than laptop computers.
This has created a problem for many
parks similar to what one experiences while
traveling in the mountains or some other remote location with a cellphone. “You may see
that you have a few bars on your smartphone,
yet you can’t make or receive a phone call,”
said Arron Delman, a marketing coordinator
for TengoInternet. “That’s because a cellphone tower is yelling and screaming a signal
to your smartphone, but your cellphone’s
antenna is so small it’s whispering back.”
The same thing happens in private parks.
They may have enough access points in
place to broadcast Wi-Fi signals to laptops,
but not enough for the weak signals from
mobile devices and tablets with small antennas to connect reliably. “The access point
may broadcast a signal up to 400 feet or
more, but if your phone or tablet will only
reliably reach about 200 feet, the best
solution is most likely to install more access
points,” Delman said. But that can add costs
to a park’s Wi-Fi system.
Tell Guests What You Have
Aside from cost and technical issues,
the report highlighted the gap that exists
between the kind of Wi-Fi service many parks
provide and what they communicate to
consumers, both before and after they arrive
at the park.
“One thing we’ve learned from the State
of the Industry Report is that 500 of the nearly
700 parks we evaluated could provide better
explanations on their websites and marketing
collateral about their Wi-Fi capabilities and
limitations because the Wi-Fi in place doesn’t
meet the ideal guest expectation,” said Stumberg. “If you aren’t completely forthright
about what your actual Wi-Fi capabilities are,
you are going to risk having unhappy guests,
some of whom may feel they were deceived.”
As park operators know, today’s
consumers are quick to post their complaints
on TripAdvisor and other review websites.
“The customers have a lot more power
these days than they ever did before,” said
Aaron Coulter, president of Houston-based
Quality RV Resorts. “If my customers have a
bad experience with Wi-Fi, it hits all over
Facebook, Twitter, Google.”
Stumberg noted that for parks that decide
— or have no choice but —to deliver a 7 or a
6 customer experience, “If that’s the case,
then it’s not going to be the ideal from the
consumer’s standpoint, and you have to set
expectations for your guests accordingly. If
you have a hotspot only in the common area,
Tengo Internet – continued on page 21

simultaneously compare performance
of mesh and point-to-point systems in
separate areas of his park during his busy
season. The results were eye-opening.

Airwave back end equipment.

“There is almost no guest feedback
on the west side of the park any more,”
he said, which meant the Wi-Fi system
kept guests happy. Installing the pointto-point system took a great deal of load
off of his existing mesh system, which
continued to be used on the east side of
the park. But even with a lighter load, the
mesh system continued to produce
complaints. As a result, Richard said, he
decided to get another point-to-point
system to cover the east side of the park.
“I don’t like having to deal with people
saying their Wi-Fi doesn’t work,” Richard
said. “It affects their stay.”
Having less-than-stellar Internet
access also hurts a park’s ratings. Richard
said the Sault Ste. Marie KOA is a highly
rated KOA, so criticism about his park’s
Wi-Fi service stings.
“If the Wi-Fi is not working,” he said,
“people will put it on your reviews,
Google and wherever else they go.”
On the other hand, Checkbox’s Ganley said, a good Wi-Fi system can provide
some excellent word-of-mouth marketing for RV parks and campgrounds. “You
build a network because that’s what
customers want, but there are a lot of
benefits aside from keeping guests
happy. If you’ve got guests on social
media posting pictures, videos and reviews of your park, it’s great marketing.”
Keeping up with guest demands isn’t
always easy. The good news is that Wi-Fi
technology, like the TengoInternet pointto-point system in Sault Ste. Marie, has
matured enough that it’s much easier to
manage than in years past, the experts
told WCM.
Wi-Fi units these days employ a multiple-antenna model like cell towers, and
the newest Wi-Fi standards allow data to
move much faster. In fact, the latest generation of Wi-Fi equipment will handle
nearly six times the data as the previous
generation, according to Jim Ames,
owner of Airwave
Adventures
in
Napa, Calif.
The downside,
of course, is that
park
operators
need to stay on top
of their equipment. “If you
haven’t done any
Jim Ames
maintenance or
reevaluation every three years, you’re
behind,” Ganley said.
Ames noted that the timeframe
Woodall’s Campground Management
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doesn’t mean park owners should expect
to have to replace everything every three
years, though. “You should be talking to
your Wi-Fi provider, having your system
assessed every two to three years to see
if it can be fine-tuned, not necessarily to
have something replaced.
“During the busy season we’ll go into
each of our customers’ parks and check
and see if someone else is broadcasting
on one of our frequencies. If we need to
do some channel hopping, we’ll change
it,” Ames continued.
For parks that operate their own
systems, he suggested, have an outside
vendor at least come and evaluate
whether you’re providing your guests the
best bandwidth possible for your system.
“If people are complaining, don’t put
them off. Listen and keep track of what
they’re complaining about so you can
talk to someone like me or to Tengo and
say, ‘Here’s the problem I’ve got.’ We can
look at the type of problem and figure
out a solution pretty quickly.”
If it’s time to upgrade, look ahead,
Ganley urged. “It’s always an arms race
with the guest bringing more devices.
Don’t look at the system you need today.
Look for a system you’re going to need in
two to three years. Overbuild a bit. Target
your growth in the next two to three
years, because even if you’re not going to
add campsites or expand, your users are
going to expand their demand.”
He suggested calling around to other
campgrounds to ask what works for
them, then talk to vendors to design the
best system you can get.
From the Campground to the World
By the same token, you can have the
best Wi-Fi system available in your park,
but that will only get guests so far. The
other key component to providing guest
Internet access is your Internet service
provider (ISP).
As Wi-Fi technology has improved,
the bottleneck has moved to the ISP side
of the equation for many parks.
Though more commonly available, the
old phone-line based technology, DSL, is
typically slow in comparison to cable and
fiber-optic lines. But getting those lines to
a park can cost a lot — and the cost of
monthly service can be prohibitive.
“I was talking to a park owner the
other day who’s been with us since the
early years,” said Ganley, who’s been in
the business since 2003. “When he
started out he had three-megabit DSL
and he was on the cutting edge. Now, for
his 200 sites, he’s on gigiabit fiber and still
just keeping his head above water.”
For many parks, DSL is the best they
can get and in many cases that service is
overtaxed. And when networks are upgraded, typically rural campgrounds are
the last to benefit. “The growth of devices
is driving demand for more network
capacity — and in their attempt to meet
that demand, campgrounds are on the
bottom rung,” said Cedar Mountain’s
Hulit.
Cable is a faster option, he pointed
out, but in some cases, “cable companies
want to charge you $20,000 to get into
your park. The economics don’t fit the
campground model.”
Even on cable, Internet quality can
vary. While cable can carry large volumes
of Internet data, the strength of a cable
provider’s signal can vary throughout the
day reflecting the Internet demands of
other customers in its service area.
“Cable is not usually a guaranteed
service,” said Eric Stumberg, TengoInternet’s CEO. “Just because cable says
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you have 100 Mbps doesn’t mean you
have that all the time. There are periods
of the day when it’s slower and this
variable speed is compounded by usage,
unlike fiber which provides a guaranteed
speed all the time. If I walk into a fiber
property, it probably won’t have a data
cap. It’s also not going to have peaking
issues at the end of the day.”
And though fiber access is the most
reliable, fastest option today, it’s not
perfect. “Fiber has been very reliable and
very constant, but the pricing of it is
astronomical,” Airwave’s Ames said. “It’s
today’s version of the T-1 line: rock solid
but very expensive.”

Texting and social media posting happen anywhere people can get a signal.

Quigley said his park has fiber lines
within two miles of the park, but he’s
been quoted anywhere from $30,000 to
$300,000 to connect the park to that fiber
line, and that doesn’t count the cost of
service at $1,200 per month.
Besides the cost of fiber, if the network
isn’t optimized then park operators can
still leave guests displeased. “We have
three customer parks that have fiber, and
even there people are complaining,”
Ames said. “They have 100-megabit fiber
lines and are splitting that bandwidth
between multiple users,” he pointed out.
The other option, satellite, doesn’t get
a positive review from our polled experts.
“Satellite operators are working on
upping their game and are deploying
new satellites,” Ganley said, though the
technology is limited at best. “Even if
cost wasn’t a factor, you’re still going to
have inherent latency. The network
can be really sluggish, the satellites are
heavily congested, but the real killer is
cost. Parks can spend thousands of
dollars a month and still not keep guests
happy, though it’s better than nothing.
For Facebook and email, it works.”
Morse said one of the specialties of
SigmaWiFi’s partnership with Cedar
Mountain is that the company specializes in finding unusual solutions for
areas that have a hard time getting good
Internet access. “We have a wireless
point-to-point system, which we call
wireless fiber. It allows you to bring highspeed bandwidth to locations through
line-of-sight, which can cover long
ranges — up to 30 to 50 miles,” he said.
“The installation and the hardware involved is extremely affordable. The gear
we use for each end point costs $1,000 or
less. In most campground or RV park deployments, in the scope of the project
that’s inexpensive,” he continued. And in
some cases, if there are neighboring
businesses, the campground can offer to
sell them a portion of the access, he said.
One Iowa park that had great success
with that solution is the Monticello Jellystone Park, whose owner, Chip Smith,
managed to bring that “in-home Wi-Fi
experience” to his guests this year. “Up to
this point we had been limited to phone
lines at 6 megabits or point-to-point at
18. Sigmawifi designed and installed a
fixed wireless solution pulling 100
Woodall’s Campground Management

megabits from a data center three miles
from my campground. We required the
installation to be done prior to Memorial
Day weekend and they were able to meet
the deadline,” he said. In fact, in July the
network handled up to 241 users at a
time with zero problems. “The system
they installed is totally upgradeable and
I am told can handle whatever my
campers throw at it. So far, so good.”
However, that solution depended on
a lot of factors, and Hulit and Morse
acknowledged that the Monticello park’s

solution involved an element of luck.
Ultimately, park operators need to do
their best to stay ahead of the curve, the
experts said. “Make sure you have the
maximum amount of bandwidth you
can get and keep an eye on your system
all the time,” Ames said.
By the same token, Ganley pointed
out that parks need to treat guest Internet access as a business necessity. “It’s no
longer a side amenity, it’s a core amenity,
and parks are investing in it.” —Jeff
Crider and Justin Leighty

WifiUgo Introduced to Help Parks Extend Wi-Fi, Make More Money
SigmaWiFi and Cedar Mountain RVI have
been working together in the outdoor hospitality space to help parks provide Wi-Fi to guests,
and they have a simple solution to help fill out
Wi-Fi coverage on the fringes of parks that can
also serve as a revenue opportunity for park
operators: WifiUgo, a unit the companies just
introduced in September.
“Campground owners can use their existing
system, and rather than spending $400,000 to get
out to the margins to get 100 of the 1,500 sites,
we put together a simple mobile rental unit,” explained CEO Wayne Hulit of Cedar Mountain.
“We think it’s different enough and cost-effective enough, we have very high hopes.”
Cedar Mountain and SigmaWifi will provide
setup, background maintenance and troubleshooting for the campgrounds. The WifiUgo
unit is able to grab and use existing weak
Wi-Fi signals and amplify them for users.
In most settings, Hulit expects campgrounds would want to purchase up to 10 units,
each of which will cost somewhere between
$500 and $1,000, depending on quantity, he
said. “It’s a revenue opportunity for the campgrounds, another tool to improve the customer
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Tengo Internet —from page 18
then you have to tell people that. Don’t just say
you have free Wi-Fi.”
The need for clarity in Wi-Fi marketing is
urgent for parks that have limitations on their
Wi-Fi service. “How are you setting expectations with your guests?” Stumberg asked.
“When they book their night, are you telling
them that there is only a hotspot, and it doesn’t
support streaming? These are the kinds of
information that front desk staff or your website
need to communicate with guests before they
book their reservation.”
TengoInternet is working with campground
directories, industry groups and customers to
strategize tactics, consistent messaging and

state that their Wi-Fi is not strong enough to
support streaming video applications.
There are parks, however, that are effectively communicating their Wi-Fi capabilities to
guests. These include Lake Rudolph
Campground & R.V. Resort, a Sun property in
Santa Claus, Ind.
“Our Wi-Fi is designed to allow you to use
social media, check e-mail and browse the
web,” the park states on its website. “This free
service is not designed to allow gaming, video
streaming or other high-bandwidth activities.”
Stumberg cited Lake Rudolph’s website
statement as the precisely the kind of description that park operators should have on their
websites and other marketing materials
because it clearly communicates the type of

The new WifiUgo.

experience.
You can price it in the $10-$15 range for the
stay. For a week’s rental that’s pretty cheap.
“A lot of people are trying to solve the problem of better Wi-Fi,” he continued. “This is our
solution and we’re proud of it. I use a version
in my RV,” he said. “It’s very sturdily built and
is designed to last a long time. It doesn’t sit out
in the weather, but has good temperature,
shock and vibration specs. It will easily live
through the campground experience.” WCM

Staff members at TengoInternet, which has served the
RV park and campground industry since 2002, pose.

tools to properly set Wi-Fi expectations.
In visiting websites of campgrounds, RV
parks and resorts across North America,
WCM found that many parks simply indicate
they have Wi-Fi without describing the
strength or limitations of the Wi-Fi service they
provide. Others say they have Wi-Fi for checking email, making dinner reservations or
checking Facebook, but they do not explicitly

Wi-Fi service that’s available so that guests
have realistic expectations about what they
will encounter at the park.
“We will assist park operators in developing messaging and tools to set guest expectations upon logging into their networks as well
as providing their customers with network
descriptions to use on their website and marketing materials,” said Delman. —Jeff Crider
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ARVC Conference —from page 3
morning. The noon lunch features a keynote
session by Gerry O’Brion, a former marketer
for Procter & Gamble, Coors Light, Quiznos
and Red Robin, whose address is titled
“Motivating and Marketing to Millennials.”
ARVC’s description of the keynote is,
“Success takes a different approach today
than it did five, 10 or 20 years ago. Businesses
with longevity have honed the ability to navi-

The trade show will be even bigger this year.

gate change. Learn strategies to navigate the
next generation of employees and customers.
This presentation answers three critical
questions about the generations: who they
are, what they want and what you can do
about it. You’ll learn ideas you can implement
now to attract cross-generational guests and
turn them into vocal advocates, and strategies for hiring and motivating Millennials.”
Following O’Brien’s address, attendees
will have another three hours of educational
seminars. The first day will be capped off by
a cracker-barrel session.
Wednesday, Nov. 9, also will be packed
with educational seminars. Once again,
attendees of OHCE will choose from more
than 50 topics presented by industry experts,
park operators and vendors. The topics cover
a wide range, from Wi-Fi to succession planning, from managing reviews to attracting
quality employees, from leadership to
marketing. There are also sessions on
playgrounds and dog parks, reservation systems, the Americans with Disabilities Act and
providing quality activities for park guests.
After the educational seminars wrap up,
ARVC members will have their voting area
caucuses, and Wednesday’s events will end
with the expo welcome reception.
Thursday, Nov. 10 starts off with the annual membership meeting and breakfast,
after which the action will move back into the
expo hall where park operators will be able
to interact with vendors all day.
“We are on pace to match the number of

vendors we had last year,” Owens said.
“Texas appears to be a hot bed for park
model manufacturers; because of that we
have had to expand our space to accommodate the demand.”
Overall, however, the expo is an example
of ARVC’s streamlining of this year’s event.
“We heard attendees say it is important for
them to not be away from their campgrounds
for so long, so we condensed the schedule,”
Owens noted. “The expo will have the same
number of hours, just over the course of two
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days instead of three.”
Thursday evening will feature the ARVC
awards, the charity auction to benefit the
ARVC Foundation, ARVC’s outreach arm, as
well as the big 50th Anniversary party.
“We’ve seen our awards program grow,”
Owens said. “In all categories we have seen
an increase in the number of entries. This just
shows how campgrounds are seeing the
value and importance of the ARVC awards
and what it does for their park when they are
awarded one of these
prestigious honors.
“The ARVC Foundation auction is another
area that has grown,”
she continued. “We have
added more ways for
people to participate.
This year people can
participate even if they
won’t be onsite in Fort
Worth. People can go to
biddingowl.com/arvcfoundation to view the
silent-auction items or
live-auction items. We
are also very excited
about the live auction as
we have some unbelievable items up for bid,
such as a certificate for a Cavco Creekside
Cabin (valued at $26,500), a $2,500 gift certificate good towards any Club Car purchase, a
Good Sam advertisement package worth
$18,300 and more. Items are continually being
added, so we are encouraging people to
check the site often.”
Of course, the online bidding and expansion of the silent auction mean the live
auction will be shorter this year, Bambei
noted. “On the back side of it we are having
this huge party themed around the 50th
anniversary,” he said. “It’s going to be a bit of
a curiosity that people should want to attend.

Park Model RVs like this unit from Skyline
will be on display at the trade show.

People are going to like it. We’ve put a lot of
effort into the activities.”
The final day has a short morning schedule, with the ARVC Foundation Walk for
Disaster Relief and a farewell breakfast. For
those who don’t want to get up early for the
walk around downtown Fort Worth, they’ll
have the chance to buy a pedometer earlier
in the conference and wear it throughout the
conference, earning a T-shirt once they’ve
walked two miles, Owens noted.
“It is more important than ever this year
that we grow the Disaster Relief Fund as the
need has increased due to the significant
number of parks impacted by natural
disasters,” Owens said. “ARVC Foundation
has been able to provide support because of
generous donations from individuals, campgrounds and industry vendors.”
And to cap things off, she continued, “This
year we will have a farewell breakfast instead
of a breakfast in the expo,” Owens continued.
“The farewell breakfast is a great opportunity
for attendees to connect one more time with
fellow campground owners and operators
and to exchange information so they can stay
in contact until they meet again at next year’s
conference in Raleigh, N.C. We will also be
giving away more prizes at the breakfast, so
attendees should plan on staying until the very
end.” — Justin Leighty WCM
Woodall’s Campground Management

LSI Symposim —from page 6
Supply Group, Wilcor, Gerber Tables and
Jamestown Advanced Products among
others.

Attendees will have the chance
to meet with vendors once again.

“A lot of vendors like our show,” Crawford said. “Because our parks are looking
for new ideas, they might need to replace
things from a current vendor. It gives them a
chance to get around and talk to vendors
one on one.”
The final day of the symposium, Thursday, Nov. 10, will offer attendees three
90-minute workshop sessions, with three
choices for each time slot.
• Session one includes a seminar on
landscaping by Mike Schauff, landscape
manager for Coney Island Amusement Park,
a sister company to LSI located upriver from
the convention center; a session on myths
of lightning and safety procedures put on by
Randy Smith, a homeland security specialist
with Earth Networks-Weatherbug; and a
session on bear care — or taking care of the
mascot costumes at the parks — put on by
Vila Free of Olympus Group, the provider of
the Yogi, Cindy, Boo-Boo and Ranger Smith
costumes for LSI franchisees.
• The second session offers a session for
the Yogi Advisory Committee; tips on social
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media marketing by LSI Marketing Coordinator Kelly Pulskamp, who will offer general
social media tips as well as trademark rules
and do’s-and-don’ts; and a session by Jim
Westover, LSI vice president of operations,
who will dig into how to maximize food sales
and profitability.
• The final educational session will
feature updates on employment law for
Jellystone Park owners from Kelly Jones,
LSI director of franchisee development; a
session on getting the bear mascots active
with guests by Marley Behnke of the Caledonia, Wis., Jellystone Park; or a third session that will be finalized by the symposium.
The event also has contracted with Your
Event Sitters to provide childcare needs
during the symposium to make life as easy
as possible for franchisees to attend.
Crawford said that as summer closed and
LSI personnel turned full focus to getting the
arrangements made for the symposium and
trade show, “We’re just looking forward to
it. And of course it’s during the election, so
that’ll make for an interesting week.”
For more information on the event,
contact Jones at 888-469-9644 or
kjones@leisure-systems.com. — Justin
Leighty WCM

Sharing meals with other park operators
proves to be a highlight for symposium
attendees each year.

Phillips RV Park —from page 3
other five cabins and the garages, all of
which were then turned into motel
rooms, making a total of 15. Electricity
and heating and water systems were installed in the rooms and individual
bathrooms were added. The name was
changed to Phillips Motel and Trailer
Park.
In 1955, Ranold married Joyce Guild
and became manager of the business.
Throughout the following years, their
three daughters became involved with
the business until they graduated from
high school.
“I remember cleaning the hotel
rooms as a little girl,” Darla Phillips, one
of those daughters, said. “They had us
emptying the garbage cans in each
room from the day we could walk. We
did whatever we could to help at our
age.”
In 1968, 28 full-hookup sites were
added.
During the oil boom in the late ’70s
and early ’80s, prices for an RV space
were raised to $8 per night and monthly
and weekly rates were offered. They
added a small playground in the park
and highway signs on both ends of
town.
In 1985, the motel rooms were torn
down and the name changed to Phillips
RV Park. Seventeen additional fullhookup spaces were then added. Eventually, the old laundry room was turned
into an Internet room for customers.
In the 2000s, cable TV, wireless Internet and a new playground were
installed. Over the course of eight years,
the family had to cut down more than
300 cottonwood trees due to old age

and disease. They planted new trees to
replace the old ones.
In 2013, a new face to the sign in front
of the park, as well as a new highway
sign, were installed.

The old Phillips motel is shown in this 1965
photograph.

Darla Phillips, the manager of the
park, has been running the family operation for the past 31 years, and these
days has help from her two children,
Courtney and Brian Carroll.
Phillips RV park now has 56 fullhookup RV sites with the family
constantly looking for ways to improve.
Recent projects have included installing
more underground sprinkler systems,
improving the dog run and building a
waterfall from scratch.
“It is definitely a lot of fun to work
with your family every day,” Courtney
Carroll said. “I enjoy getting up and
working outside every day.”
From 1936 through 2016, the Phillips
family has worked together. Every year,
the family strives to improve and maintain the park as well as personally
welcome every customer. — Sabrina
VanDreew, reprinted with permission
of the Uinta County Herald. WCM
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Campgrounds Grow Exposure, Local Goodwill by
Adding Major Community Events to Their Schedules
Large crowds gathered for this year’s Northwest String Summit
at Horning’s Hideout, one of the park’s big annual events.

‘We get requests for music events all the time, but we’re interested
in hosting community events, not just rock n’ roll shows,’ said Bob
Horning of Horning’s Hideout in Oregon. ‘We look at it as building up
a community rather than just a patron base.’
Whether it’s weekly movie nights under
the stars in the summer or full-blown music
festivals attended by thousands, most campgrounds and RV resorts these days offer
some type of activity or event for guests
beyond the self-driven entertainment of
campfires, swimming pools and hiking trails.
Some properties hold events for free, aiming
to gain exposure or simply provide campers
with added value, while others charge for
certain events that become draws for the
general non-camping public.
Deciding on the type, frequency and
potential fees for events is often a significant
challenge, especially for those smaller parks
that may not employ an events director or
activities manager. With that in mind,
Woodall’s Campground Management spoke
with the operators of a variety of parks and
campgrounds around the country to discuss
their signature events, as well as the creativity, strategy and history behind them.
Building Capacity for Music Festivals
Nestled on 160 acres in the hills of North
Plains, Ore., Horning’s Hideout began as a
Faerieworlds is another popular
event for Horning’s Hideout.

park for trout fishing and horseback riding in
1983 and slowly grew into its current status
as a do-everything campground that hosts
more than 100 weddings per year as well as
two large music festivals with up to 5,000
attendees.
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Horning’s has a second stage for smaller acts
and children’s shows during the string summit.

Owner Bob Horning, who founded the
park with his parents Jane and Richard, said
the weddings and corporate events came
first, while the infrastructure to host larger
events took many years to build up.
“Weddings and corporate events are
financially rewarding without too much overhead, but the larger festivals are now viable
for us because we’ve grown the infrastructure over time,” he said. “To just jump right in
and get started with something like this
would be tough.”
Horning’s Hideout now features two
stages, several covered pavilions/dance
floors and a handful of outbuildings to house
logistics and event staff. While some
properties choose to host musical events
themselves, the Hornings choose to rent out
the facilities for select events that are
planned and managed by other groups.
“We get requests for music events all the
time, but we’re interested in hosting community events, not just rock and roll shows,” he
said. “We look at it as building up a community rather than just a patron base. We’ve
never had severe problems, people have
always been great and very respectful and
I think that’s the reason why. It’s really
rewarding to have people coming here
who were brought as kids and now they’re
bringing their own kids.”
The two major annual events currently
being hosted at the hideout are the

in house for both the Cajun Zydeco Festival
and the Bluegrass Festival.
“It takes us most of a week to set up for
each event,” said General Manager
Michelle Pedro. “We start on a Monday and
people come in on Thursday. We have an
activities department and we have about 90
employees total, so everybody pitches in for
those two weekends.”
The local Strawberry Park team also gets
corporate backing from parent company
Elite Resorts, she added, which owns four
other resorts in Florida. As with Horning’s,
Pedro said each festival draws around 5,000
people and both events are long-running
traditions now, with the Bluegrass Festival
entering its 40th year and the Cajun Festival
entering its 21st.
Neither Horning or Pedro described their
festivals as large sources of income, but
more as modest money makers that cover
costs while gaining tremendous exposure
and establishing their properties as community hubs, as well as exposing the property
to potential local campers.
“The return on investment is decent,”
Pedro said. “We certainly don’t lose anything
and it’s great to see people enjoy themselves.”
Holding events on a smaller scale but still
musically oriented, El Capitan Canyon Campground in Santa Barbara, Calif. organizes a
weekly concert/barbecue in the summer that
has become a crowd favorite.
“The weekly summer barbecues and
concerts are the most popular event we put
on, with a close second being our weekly
llama hikes,” said Kendra Summers, director
of sales and marketing. “We have seasonal
events, which take place on certain holiday
periods annually as well as an average of six

Northwest String Summit and Faerieworlds,
and Horning said that most of the major
challenges are in the past.
“The last several years have Movie nights are one of many draws at El Capitan Canyon.
been really smooth although
there’s always kinks in the beginning,” he said. “Building the
infrastructure was probably the
biggest challenge — that and
getting the county officials and
everyone else to buy in and
understand. There was a time
when we were fighting them
because a couple neighbors
were protesting it and it turned
into a political fight and a landuse fight. But we worked with
them and showed we were
willing to do so.”
When it comes to insurance, the park
events per week during our summer season,
requires the event promoters to carry the
and regularly host more than 300 guests.
primary insurance for each event, although
Most other times of the year we are hosting
the park, of course, also carries its own
private events. Thanksgiving dinner and our
general commercial policy. But with the
Easter egg hunt are especially popular.”
concert events having their own insurance,
El Capitan Canyon also holds adult-oriadding the two major gatherings doesn’t
ented events, such as wine tastings that play
have a big impact on the park’s rates.
on their proximity to regional vineyards. All
events are planned and executed in-house,
Becoming Community Hubs
and Summers said clear communication has
Strawberry Park RV Resort in Preston,
been the key to planning events, both among
Conn., also holds two large music festivals
staff and to potential clients.
each summer. However, unlike Horning’s
For example, “if you’re serving family
approach, the park coordinates all planning
style, you’ll want all your guests to be aware
The Strawberry Park Bluegrass Festival is a big event planned by the campground’s staff.
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that they may be making new friends at the
event rather than expecting a private experience,” she said. “Initially, some of our
holiday events were a means of boosting our
occupancy during these time periods,
but now we see the same guests return
year after year as part of their own family
traditions.”
Car Shows and Creative Events
to Engage Kids
According to owners Tim and Robyn
Chilson, the free annual/weekly events at
their Meadville, Pa.-based Kampgrounds of
America (KOA) park are geared toward
added-value, gaining public exposure
and providing kids with fun, educational
activities, rather than generating direct
revenue from ticket sales.
“We plan all the events ourselves, my
husband and I, and sometimes a volunteer or
staff,” Robyn said. “It gives us an opportunity

The Meadville KOA’s 2016 Cardboard Boat
Regatta was a surprising success.

to meet our campers. If you spend all your
time in the office doing nothing but financial
transactions with campers, they don’t really
get an opportunity to meet your campers and
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have them know you and see what you do.”
The largest recurring events at the
Meadville KOA are the annual Car Show and
Vintage RV Rally and the Cardboard Boat
Regatta.
“We’ve been doing the car show for 10
years but we just added the Vintage RV element this year,” Robyn said. “We had about
50 cars and a half-dozen RVs this year.”
Chilson said that the idea for the car show
came from her son, who had a show car himself and helped her set up categories and a
method for judging the entries. In scheduling,
she picked the weekend after Memorial Day,
as weeks following holidays are always
slow and there were no other local events
happening.
“It’s the one event where the general public can come and show a car or just walk
around and look at the cars,” she said. “The
campers are the judges. They each get a voting slip with different categories and when
they turn in their slips they get door prizes
from the event sponsors. So it involves the
campers who don’t have a show car and
several people from outside the campground
come visit so it brings new people to the
park. We already have people who have
reserved for next year.”
As for the Cardboard Boat Regatta, Robyn
said she “shamelessly stole” from another
campground in looking for ways to engage
kids and families in something educational
and fun.
“I thought it might be a fun thing to do in
the summertime,” she said. “So I did some
searches for cardboard boat regattas and
rules. I came up with a couple categories
and we had a bunch of people come out.”
At first, her husband was skeptical that
anyone would be able to make it across the
lake and back in a cardboard boat, but one
woman who came to the campground

Meadville KOA’s annual car show is
an event that draws in non-campers.

specifically to win the race erased his
doubts.
“She built her boat, came across that lake
like she was on a rail and won easily,” Robyn
said. “And that’s still one of the best boats
we’ve ever had. Tim was pleasantly
surprised that there were actually people
who made it across the lake and it wasn’t a
mess afterward.”
The regatta and other events like it have
become a great way to engage one of the
most fickle campground guests: teenagers.
“Teens are always the group who are
probably hardest to keep entertained, so I’m
always keeping them in mind when it comes
to events and I try to create separate
categories where they can compete with
each other,” Robyn said.
Of course, there are also camper-centered events at Meadville include a juggling
workshop, teen basketball tournament, crazy
kitchen chemistry and a gold-panning event.
“We seed our creek with fool’s gold and
then give the kids aluminum pie pans and
they go down there and pan for it,” Robyn
said. “Then they turn the gold in, we weigh it
and we sell them candy in exchange for the

gold.”
As with the Chilsons, management at
Strawberry Park said that they keep one big
priority in mind when it comes to organizing
events as a family destination.
“The kids are the main thing,” Pedro said.
“If you make a kid happy and put a smile on
their face, then the parents follow right
behind. And that goes for the big ones, too.”
Strawberry Park, which consists of 160
acres and more than 350 sites, holds themed
weekends throughout most of the summer,
and the busiest times are July through
August.
“I think our Disney weekend is probably
our most popular,” Pedro said. “Although we
also have a lot of fun with our super-soaker
wagon ride where it’s the kids in the wagon
versus the park. But next to that is our golf
cart parade, mudwrestling, and then we
have Halloween events for four weekends
with a haunted maze, haunted hayrides, costumes, parades and a huge bonfire. I don’t
have a least favorite — they’re all pretty fun.”
At 580 sites and 45 years in the business,
Jellystone Warrens in Warrens, Wis., is
another large park with a dedicated events
staff, and, as such, the park holds weekly
events beginning on April 1 and ending on
Oct. 13. Some of those are major events that
draw in the public.
“Our big annual events are our car show,
and then on Labor Day we do a barbecue
competition,” said General Manager Jason
Adler. “At the car show we usually have
about 120 to 150 vehicles with people that
show up, and for Labor Day we had 38 people in the competition. For those weekends
we get close to 3,000 people in the park.”
Adler said planning for the 2017 season
has already begun as the car show is a
three-day event that also features live music

Community Events – continued on page 30
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Q&A CONVERSATIONS
Third-Generation Carrs Talk about Taking Over the Escapees Helm
‘Growing up in this as a kid it’s always been a part of my life, so to actually step
in these shoes is really an honor,’ said new Escapees President Travis Carr. ‘It’s
emotional for me to see my parents step away but — as I told them before —
they’re not going anywhere. I know where they live, and I have them on my
speed dial and I call them on a daily basis for advice.’
It wasn’t just any ordinary summer for the Escapees RV
Club, one of North America’s largest RV owners groups. During the opening ceremony of Escapees’ 56th Escapade in July
at the Champlain Valley Exposition Center in Essex Junction,
Vt., it was announced that both Cathie Carr, president of
the Escapees, and her husband, Bud Carr, president
of Escapees’ Rainbow Parks campground facilities, were
retiring.
Cathie and Bud Carr represent the second generation of the
same family to oversee the Escapees; Cathie’s parents, Joe and
Kay Peterson founded the organization in 1978. The Carrs
didn’t have to look far for their successors, though, as their
son, Travis Carr, is the new Escapees president.
In addition, Travis’ wife, Melanie, is the new Escapees vice
president and longtime Escapees member and legal counsel
Shawn Loring takes over as president of Rainbow Parks.
The Escapees, a club founded with 82 families as original
members and whose purpose was to communicate and meet
with others who chose the unique RV lifestyle, has grown to
nearly 60,000 members today enjoying a wide range of benefits and services, including a robust mail forwarding system
and a variety of discounts with select vendor partners.
Although he had been involved with the Escapees since
childhood, after having served as an Army Ranger Travis Carr
began working alongside his parents. He started doing outdoor maintenance at Escapees headquarters and
later became vice president of Rainbow Parks. Melanie Carr began creating and managing Escapees’ social media
accounts, as well as the Escapees Travel Agency. In March of 2015, the Carrs founded Xscapers, a lifestyle group
of Escapees members focused on the working RVer.
Recently, the two took time to answer a few questions from Woodall’s Campground Management about their
plans for the Escapees and Xscapers clubs as well as the Rainbow Parks — 11 campgrounds owned by the Escapees — as well as SKP Co-Op Parks, which are privately owned campgrounds open only to Escapee members.
Travis and Melanie Carr and their children have taken
over responsibilities for running the Escapees RV Club.

WCM: So what are your thoughts as
you step into your new positions?
Travis: Growing up in this as a kid it’s
always been a part of my life, so to actually step in these shoes is really an
honor. It’s emotional for me to see my
parents step away but — as I told them
before — they’re not going anywhere. I
know where they live, and I have them
on my speed dial and I call them on a
daily basis for advice. So, really, none of
that changes other than just passing the
torch.
I really want to make sure that we
hold on to the values that this organization was founded on by Joe and Kay.
That’s our number one priority in this
whole process.
WCM: We assume you had a hint that
this was going to be happening.
Travis:We knew about six months ago
that it was going to be announced at
Escapade, so we had some time to prepare and learn and touch base on
things. But even though we knew it was
coming, I don’t know if you can ever
truly be prepared for it.
Melanie: We have kind of been transitioning probably since January; it’s been
a while. Ever since Cathy and Budd
announced their retirement we’ve been
taking on more roles and getting
prepared. So, yeah, we were in the know,
26 - October 2016

but it’s definitely a bigger moment once
it’s announced to the public.
Travis: To be honest, Melanie probably does more work than I do. She is
really one of the biggest backbones of
this organization. She’s definitely by my
side and we work on this thing together
as a team and not as individuals by any
means.
WCM: Aside from maintaining the
values on which the Escapees were
founded, do you have a ‘to-do list’ of
sorts as you get going?
Travis: Over the short-term, our big
focus is really going to be on education.
We have some exciting products that
I can’t really get into detail about, but they
should be coming online by the beginning
of next year.
I think the other thing is we’re really
focused on bringing more technology into
what we do and making it easier for RVers
to utilize technology to make this lifestyle
a little bit easier. Part of that ties into the
Xscapers and what they’re doing, such as
remote working.
Melanie: It’s really about making more
options available for people who are on
the road or considering living on the
road.
Alongside that, we are always
revamping our current services that we
have such as finding better ways to

improve our mail service and the online
benefits that we have like the mapping
tool we just launched. We’re currently
going through another round of
improving it. We’re always looking to
do more to make sure they are the best
that they can be for the RVer.
WCM: You can’t tell us any more
details about the new education and
technology initiatives?
Travis: Like I said, I can’t really give
away too many details. But I think what
is important is we want to make education more accessible and reliable. We
want education to be there for anyone
to partake in and to make sure it’s
provided by the industry experts — the
ones who know what they’re talking
about. That’s really the goal. We can all
get information online, but is it the right
information? So our goal is to figure out
how we can do that and we have a game
plan, but it just takes some time to get
it launched.
WCM: It seems that, as of late,
Escapees has really been adding to its
portfolio of benefits and services.
Travis: It’s probably been over the past
two years when Melanie and I have
gotten involved with the board to really
dig deep and realize a lot of new services
need to be put into place.
Melanie: Of course, we’ve had a lot of

help from all of the board and all of the
staff; we’d have nothing without them.
But, yes, there have been a lot of ideas
— Xscapers, the job board, remote
working and helping people find opportunities to be able to succeed on the
road. We also have the articles and blog
section and the mapping tool and we’re
just continuing to improve those ideas.
WCM: Since you have already mentioned some short-term initiatives,
any long-term plans to relate?
Travis: I think one of our strategic goals
that we are really going to focus on over
the next several years that we’ve never
really thought about too much or tried to
grow is our discount program. We’ve
been working extremely hard to bring in
new discounts and partnerships to help
offset membership dues, plus get some
money back. That’s really going to be
another big focus for us.
Melanie: Ever since Travis and I started
with the Escapees we’ve seen the value in
partnering with people who are experts
in what they’re doing. It’s like our partnership with Full-Time Families. They
are the leader in that niche of the industry. We want to make sure that they
succeed because the whole industry is
better for it if we can help each other.
WCM: Lets talk about the Xscapers, a
group formed a little more than a year
ago as more or less a club for the next
generation of RVers. How has that
startup been doing?
Travis: It’s growing beyond our expectations. Last time I checked, which was a
couple of weeks ago, we had more than
3,000 memberships. So if you assume
that most of those are couples, we
probably have between 5,000 and 6,000
Xscapers in the organization. We definitely met the goal we were expecting in
a year’s time, and it’s been awesome.
Melanie: It’s been more than awesome. The Escapade gathering was a little bit different because you like to keep
the focus toward the Escapade aspect of
it, but all of the individual Xscapers convergences that we’ve had have just been
amazing. We have the Balloon Fiesta
coming out and then we partnered with
Spot the Scotts to do a mini-convergence
in southern Colorado. We are trying to
grow that and provide more specific
opportunities for that club to get together and just teach each other things.
Travis: It’s really been a lot of fun for us,
too, because we host 90% of the events.
It really helps us get involved and not
lose touch with RVers; not just sitting in
an office everyday. This way we get to get
involved with the community and have
fun with them and hear their stories and
share ours. It’s really a lot of fun.
I’d say our goal there, since we’re talking about future planning, is to continue
to grow their job board and make it even
better. Along with that comes advocacy
for remote workers and on the road. We
all know about work-camping and the
traditional role of a work-camper at a
campground, but we want to take it
a step further and make companies
understand that RVers are an awesome
workforce.
Melanie: Work camping is also not the
only possibility and it’s not something
new. It’s just educating employers that
remote workers are great and capable.
Woodall’s Campground Management

It’s something you can make a career out
of versus only using it as a short-term or
temporary job while working on the
road.
Travis: It’s definitely a major focus of
over the next several years, but it’s going
to be a long process. Obviously something like that takes time. But it’s
definitely something we want to put
some energy into.
WCM: Tell us bit more about the
Escapees-owned Rainbow Parks as

forward to, in the next several years,
bringing more parks in to the system.
Our first goal as part of that is bringing
more discount parks in to the system.
WCM: Finally, and shifting gears a
little bit, how was the 56th Escapade?
Travis: It was our first time that far
Northeast — we put a lot of miles on our
rig getting up there — but it was a really
good event. We didn’t know what to
expect when we initially set that as our
location. We were a little nervous, but we

Travis and Melanie Carr have been long-time
RVers and now are president and VP of Escapees.

well as SKP Co-Op Parks. Any growth
plans in that regard?
Travis: The Rainbow Parks — we have
eight of them, primarily in the southeast
U.S. — were started to satisfy the needs
of our members wanting a home base
park while also providing more options
for traveling Escapees. Rainbow Parks
offer the options of daily campground
rental, annual leases, deeded RV-style
lots and unimproved larger lots with
flexibility to develop them in several
different ways.
Melanie: And then there’s the 11 SKP
Co-Op Parks located on the West Coast
and across the southern U.S. While the
Escapees helped start the SKP Co-Op
parks, we don’t own or run them; each is
a separate and independent nonprofit
corporation. It’s their park. We don’t own
it and we don’t operate it, but we’re there
to guide them on the Escapees’ philosophy and values and, together, grow more
options for Escapees members.
Another difference is, unlike the SKP
Co-Ops where you purchase a membership and share the financial responsibilities of running the park, in the Rainbow
Parks you purchase a deeded lot that you
may later sell for current market value to
any member.
Also, SKP Co-Op Parks are only open
to Escapee members while Rainbow
Parks are open to non-members —
although 90% of the time it’s usually a
member.
Travis: As for future growth, we’re looking to add more parks. We haven’t added
a new park in a while; the reason being is
we’re just now back in the boom of
things. We were in a recession and we
didn’t want to grow and go out and buy
parks. But we’re back in the game again
of figuring out how we can bring more
parks in to the system.
Obviously there’s two ways to go
about it: you buy an existing park or you
develop one. We do have some ideas and
how to approach that and we’re looking
WOODALLSCM.com

actually went above our goal and had
about 900 RVs at the event.
Melanie: It was very successful and a
nice take on something new for the Escapade. Of course, we also had all the
vendors, and education and all the fun
events and activities at night. It was great.
Travis: We had more first timers at this
event than probably any other event I attended, and it’s probably just because of
the location. It wasn’t because they were
new members, but it’s because they
couldn’t get to the Escapades elsewhere.
Melanie: Every year it’s rewarding because you get to see old friends and meet
new people. It’s just so beneficial for both
our staff and the members to get together and learn something new. WCM
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CAMPGROUNDPROFILE
Mill Creek Ranch Serves as a Showcase for Park Model RVs
The Grand Lodge is an imposing figure and
site of a weekly concert open to the public.

‘We have 47 cottages at this point — with the intention of going up to 127 spots,’ said
General Manager Steve Dye. The heavily wooded 82-acre park, originally purchased
in 2007 as a way to highlight PMRVs manufactured by Athens Park Homes, has grown
tremendously as its 47-member staff works to keep up with the changing times.
Mill Creek sells park models and then
rents them out on behalf of the owners.

Mill Creek Ranch Resort RV Park &
Cottages, a Cruise Inn member park in
Canton, Texas, has found its own unique,
successful niche in the world of RV parks,
and it’s one that works well for the rustic,
heavily wooded, east-Texas haven.
Certainly, Mill Creek Ranch has a
unique history, considering that in 2007
it was a tiny RV park on the east side of
Texas 19 just east of town called The
Hideaway. Jim Stewart, a partner in
Athens Park Homes, wanted to find a
good way to market the park models his
company was building in nearby Athens.
When he found the Hideaway 25 miles
to the north just off I-20, he decided that
would be the site for his showcase.
“He wanted to
market these cottages. He brought
the cottages they
were producing
down in Athens
and he would
show them off
here,” said Steve Steve
Dye, general man- Dye
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ager and minority partner of Mill Creek
with the Stewart family. Thus, the
Stewarts purchased the park and
started building it out — a process that
continues to this day.
Sitting so close to the interstate that
links Dallas to Shreveport, La., Mill Creek
today is in a good spot not only for
travelers, but for weekending residents
from the Dallas/Fort Worth metroplex as
well as San Antonio, Houston and Austin.
“I don’t think I’ve seen any place like this
one,” said Dye. “It’s very different, very
manicured. We spend a lot of time and
effort on the grounds. It’s very much like
a wooded golf course — we spend that
kind of time and attention on the grasses
and the flora.”
Though Jim Stewart is no longer a part
of Athens Park, which was subsequently
purchased by Champion Homes, the
park still serves as a showcase for
cottages, with nearly a third of the park’s
147 sites dedicated to cottages. And that
number will grow, Dye said. “We have 47
cottages (his term for park model RV’s)at
this point with the intention of going up

to 127 spots.”
That won’t be hard to do, since the
park right now only uses 82 of the available 200 acres on the site. There’s plenty
of room to grow and yet maintain the
facility’s wooded seclusion. “This is
definitely built for outside living. There
are miles of wilderness trails on the
undeveloped acres. We have all kinds of
birds here. It’s very heavily wooded. We
have trees that are 150 years old here,”
Dye said, adding that the park’s 47
employees work hard to maintain them,
watching for damaged limbs that could
pose problems for campers.
Because of the significant cottage/park
model presence, Mill Creek Ranch separates its operations between cottage
rentals and RV site rentals. “We have two
separate structures, an RV lodge and store
on the RV side and the Grand Lodge
where we do the cottage check-ins. We do
a lot of weddings and events in there,
too,” Dye said.
The park doesn’t allow full-time residence, but most of the cottages belong to
outside owners. “We sell them like a
vacation home,” said Stacy Crossley, Mill
Creek’s director of
sales and marketing. “Our owners
want to get away,
but don’t want to
do the cleaning,
the maintenance
and the landscaping, so we do that.
Stacy
Our owners give us
Crossley
a certain amount
of time each month and we put that in
the rental pool and we share the revenue
with the owners. There’s very few
expenses the owners have to pay. They

pay the electric bill. We pay water, cable,
sewer and phone bills. They pay a small
fee for a marketing fee and they have a
cleaning fee of $35 when they come.
“It makes it a worry-free vacation,”
she continued. “They have their vacation
home and they made some money.”
One special feature of the cottages at
Mill Creek is that guests can’t drive to
them. “You can see the stars, it’s quiet. We
want kids to feel comfortable riding their
bikes and throwing baseballs and not
having to worry about cars coming
through,” Crossley noted.
To facilitate that, the park offers
concierge services. “We have staff that
acts like bellmen on wheels,” Dye said.
“They take you to the cottages and help
you work things.” Staff also escorts RV
guests to their sites as needed at a park offering $65 daily golf cart rentals for guests.
The Grand Lodge has an infinity pool
overlooking an open area that’s popular
for outdoor weddings with a hot tub next
to it, and there’s a large pavilion between
the cabin areas and parking lots. There’s
also a swimming pool by the RV lodge,
with a children’s playground right next to
it, and a smaller pavilion known as the
Cabana, which has a barn theme rather
than a tropical one. Those amenities are
close to the park’s entrance for the ease
of RV access.
“Our 100 RV sites are all upscale,” Dye
said, “substantially longer than average.
Most of them are pull-throughs, mostly
interspersed in two different areas near
some of the 10 ponds we have. They’re all
30/50-amp, full-hookup sites with Wi-Fi.”

Life-sized checkers are one of several
unusual games at Mill Creek Ranch.

“We’re more than a concrete slab you
can park your RV on,” Crossley added.
Mill Creek Ranch, by the same token,
attracts quite a few rallies and smaller
groups for whom the park’s social manager often works to combine small parties to reach the park’s 10-RV minimum
threshold for obtaining a rally discount.
The RV sites are divided into three
areas, two of which are bisected by
Walden Pond — named, of course, for
Henry David Thoreau’s inspirational
Massachusetts pond. The largest of the
park’s 11 ponds, Red Tail Pond, contains
large catfish while all angling at the park
is catch-and-release.
In addition, Mill Creek has a multisport court, a nine-hole disc golf course
and Barkley Park, a fenced-in, dogfriendly area for which the activities
director puts together “prettiest pet” and
pet costume contests. “I see a younger
group of people who are RVing,”
observed Crossley. “I see families coming. They’re taking their dogs, they’re taking their kids, they’re hitting the road. I
see that as a big change, especially from
Woodall’s Campground Management

been smooth sailing. “We tried serving
breakfast for a long time when I first got
here,” Dye said. “As it turns out, if you
have a lot of cottages with their own
cooking facilities and a lot of RVs, a
restaurant here really doesn’t make
sense. Breakfast didn’t go over well.
Nobody would use it.”
However, the park still utilizes its
food-service facilities on Friday nights to
offer “comfort food” for its “Live Music at
the Creek” events, which include an
array of east Texas musicians. “Friday
night has turned into a very steady event,
very successful,” Dye said. “We’re one of
the few places in this area that has a club
liquor license, so
we can serve beer
and wine and
mixed drinks as
long as you join
the club when you
guests don’t have to try to navigate the
come out.”
huge influx of traffic.
Of course, any
Area merchants are working together
mention of Mill
to try to spread out some of the tourism
Creek and Canton
to Canton, too. Dye sits on the board of
wouldn’t be comthe local economic development corpoplete without a
ration, and Crossley is on the board of
mention of First
the annual balloon festival. “Our goal
Monday, which inis to continue to develop Canton as a
cludes a sprawling
destination,” Dye explained.
flea market that
In addition to heavy local involvedraws a huge
Spring break is a busy time for Mill Creek Ranch as famment,
the park is a member of the Texas
crowd
of
more
ilies come to take advantage of time away from school.
Association of Campground Owners
than 200,000 to the
and the National Association of RV
small Texas town
Parks and Campgrounds and is an early
of 3,500. “It’s a monster,” Dye said.
board game. Those games were built in
adopter of the Cruise Inn brand. “We’re
“It’s the world’s largest flea market, it’s inthe park’s maintenance shop, making for
growing, opening up different markets to
expensive stuff, it’s expensive stuff. We
reasonable cost. “When people come
expose us, especially through Cruise
draw people in from Oklahoma,
here we want them to have all the beneInn,” Dye told Woodall’s Campground
Arkansas, Texas and Louisiana. It’s been
fits of an actual resort, but with the
Management. “It opens up markets that
going on for a long time.”
lifestyle of camping. We want you to
we couldn’t otherwise afford, places like
There are several areas around the
enjoy the outdoors,” Crossley continued,
Booking.com and Expedia, Cruise Inn
town that make up the trade day
“but hey, if you need a massage, we can
has opened those doors. We’ve become
grounds, including “the mountain,” a vatake care of that.”
a national product and in some cases an
riety of smaller shops interspersed
In addition to growth, thanks in part
international product.
through rolling hills, as well as some
to guest feedback, there’s plenty of main“The relationship between Cruise
large pavilions and, closer to the park,
tenance work to be done as the park
Inn and Booking.com has done pretty
“dog alley,” with smaller vendors and lots
expands and ages. “We’re doing a lot of
good for us. As Cruise Inn grows, Mill
of critters, as Dye described it. “I saw a
repairs,” said Crossley. “We’re repairing
Creek Ranch grows. We’ve gotten Gerkangaroo there once. It was weird.”
all of our roads, we’re redoing all of our
mans, South Africans, Dutch guests, it’s
Nevertheless, it’s a huge economic
signage.”
kind of cool,” said Dye. “Europeans love
driver for the park, which offers a shuttle
Curiously, Dye recently spearheaded a
to play cowboy, so we’re in an area they
service during the four days surrounding
major effort to actually move Mill Creek.
love to visit.”
the first Monday of every month, so
“Normally,” said Dye, “it’s a placid little
Meanwhile, the park is
creek, but when we get storms it can
eying
a new market: tiny
really rise. Because parts of the resort are
MIll Creek Ranch is pet friendly, and not just to dogs and cats.
house
enthusiasts.
in the flood plain, the owners made a
“We’ve had a few people
substantial financial commitment to
that have come through
build levies. We actually moved the creek,
our resort in the tiny
changed the direction, and did some
homes market, which is
land swapping with the neighbors.”
something that interests
That involved legal work and, of
us,” explained Dye.
course, lots of engineering work. “We
“We’re watching that
worked with the water boards and
market, seeing if it’s viauthorities, the engineers designed a
able for us to get into. The
channel and changed the direction just
people who’ve come
slightly, pulling it a little farther away
through have been workfrom the cottages. We were also building
ing their way through the
out another levy.”
country in these tiny
Because they worked with local engihomes,
which
fit
neers, hydrologists and contractors
perfectly into an RV site.
familiar with area authorities, the
It’s becoming an active
process was relatively smooth, Dye said.
market. There’s a lot of
“If you’re going to pick a fight with city
interest nationally. You
hall, you’re probably not going to win. It’s
have a younger group
like a lot of different projects when we’re
that tends to come in.”
enhancing the grounds. We have to work
Mill Creek Ranch is
with the authorities and work within the
looking at marketing and
bounds they set up for us.”
renting to that market
And while Mill Creek Ranch has expespecifically by adding a
rienced plenty of progress over the last
tiny home village area
nine years of growth, not everything has
our park’s perspective,” she said.
Mill Creek, at the same time, keeps
adding on each year to keep things fresh
and interesting. “Every year we try to add
an amenity to the park,” said Crossley.
“This year we added a spa; one of our
cottages in the front we’ve turned into a
spa area. We have a master masseuse
and she’s stayed very busy. Last year we
added the multi-sport court with volleyball or basketball that’s lit at night. The
year before we added life-sized chess
and checkerboard.”
They’ve also added the “Battle of Mill
Creek,” which, in essence, is a humansized game similar to the Battleship

WOODALLSCM.com

Woods and water are two of the defining
features of the Texas park.

featuring five RVs with a tiny home
theme. “I think tiny homes can fit in well
with the RV world, with the park model
world,” Dye suggested. “It’s all about how
they come out. You’re looking for some
kind of certification, some sort of
standards. People can come, can stay in
one and try it out, see if they like it.”
Having said that, Crossley emphasized that Mill Creek Ranch, site of a
recent ad shoot for the Go RVing Coalition, will market and offer “tiny house”
RVs as a vacation option only, not as a
full-time living choice. In addition, Mill
Creek is also installing a yurt “dressed out
with a Bohemian theme.”
And annual growth will remain part of
the plan. “We want to grow,” Crossley
explained. “We’ve got these 200 acres.
Once we sell more cottages, we’ll expand
out to those acres in the back. Maybe
we’ll add a lake, maybe some horses.
Who knows?” — Justin Leighty WCM

Campground Overview
Name: Mill Creek Ranch Resort RV
Park & Cottages
Address: 1880 N. Trade Days Blvd.,
Canton, TX 75103
Number of sites: 100 RV sites, all
30/50-amp full-hookup sites,
mostly pull-through, plus 47 park
model RV cottages
Physical description:The park
spans 82 wooded acres of a 200acre site with Mill Creek running
through it and 11 ponds. There
are wilderness trails through the
undeveloped land, and the park
features several nice buildings
for guests and that are popular
for weddings and events.
Season: Open all year
Rates: RV sites range from $37$52 per night except during the
monthly First Monday, when they
go to $51-$66. Cottage rentals
range from $130 to $300. There’s
also an optional $5 per-night
per-person resort fee that allows
unlimited use of paddle boats,
fishing equipment, games,
bicycles and other activities.
Website: millcreekranchresort.com
Contact: 877-927-3439
October 2016 - 29

Community Events —from page 25
and a poker run. As with most of the campgrounds WCM surveyed, Jellystone Warrens
doesn’t charge for the events themselves,
although the property does offer day passes
for access to the park amenities, and Adler
sees the events as a way to drive a bump in
those sales.

Bear Creek ties in with its sister
amusement and water parks nearby.

“I think our events generate quite a bit of
exposure for the resort,” he said. “For the
bigger events, people drive from a distance
to come to the campground.”
While most of their summer event schedule has been stable for quite some time,
Adler said that the events team will make
changes to spring and fall events if they
aren’t generating the type of interest hoped
for, and new events are a constant.
“We just started a color run, a race where
participants bombard each other with paint
powder, and that went off really well,” he
said. “From July through the middle of
August we’re pretty full. We do a sports

week in there that is pretty popular, and so is
Christmas in July, Chocolate Lover’s Week
and Yogi Bear’s birthday. It definitely helps to
have the Yogi Bear theme and characters to
get kids excited for events.”
As a relatively new campground on the
scene since 2014, Bear Creek Campground
at Lake Compounce in Bristol, Conn. is just
beginning to establish its events schedule
and remains in the experimental phase,
which is just fine with General Manager
Jerry Brick.
“Nothing has been off the table when it
comes to events at the campground,” he
said. “That’s the good thing about a theme
park and even a campground — it’s a
seasonal place, so something may not work
but then just don’t do it again next year.”
With 56 RV sites, 20 cabins, 40 tent sites
and a handful of tipis and hideaway huts,
Bear Creek is owned and operated by the
same company that operates the Lake Compounce and Crocodile Cove theme and water
park a half-mile down the road, so initially
they look at campground events as a way to
supplement what’s happening at the theme
park. For example, this year, the campground
created a hot dog-eating contest to go with
the annual Pink’s Wiener Dog 100 dachshund
race that’s been taking place for the last
three years at the theme park.
“We had about 20 people take part in it
this year and it’s something we plan to do
again next year,” Brick said. “You have to
give an event a few years to take root. So
right now we’ll start with the basics like
movie nights and major holidays and then
expand as we go.” —Ty Adams WCM

CAMPGROUND

Campground For Sale by Owner
Woodall’s 4-Star 2015. 31-1/2 acres, 200 sites
(all with water & 30 amp, some with sewer & 50
amp), 2 bathhouses with flush toilets & showers,
2 laundromats, playground with Rainbow unit,
36' x 64' heated pool (new 2013), 7,000 sq foot
event building, 26' x 56' mobile home (3 BR, 2
full baths). $2.5 million.
Cannon Falls Campground, Cannon Falls, MN
507-263- 3145 or cell 612-709-9895
www.cannonfallscampground.com

TO PLACE YOUR
AD IN THIS
SPECIAL SECTION:
Beverly Gardner & Associates
574-266-7980 • Fax: 574-266-7984

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

Bear Creek’s hot dog contest was introduced to work with the theme park’s wiener dog race.

akollat@g-gmediagroup.com
wthorne@g-gmediagroup.com
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FOR SALE
NEW TWO 10 HP MEYERS SUBMERGED sewer pumps $3000 each
(1/2 Price) Run less than 15 minutes.
Call: 910-524-4004.

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@travelresorts.com. “Have Fun,
Make Money” with an industry leader!

SERVICES
YOUR NEW CAMPGROUND/RV
RESORT BROCHURE PROFESSIONALLY DESIGNED FOR FREE!
Full color, many sizes, formats. Priced
right! Free shipping! Free human consultation! Serving the industry since
1994. Contact Jim Austin, Campground
Marketing Solutions, 866-893-1490.
Ask about our new “Price-Match!”
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

“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

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

BRIGGS REALTY
www.briggsrealtyonline.com

616-942-1071

WANTED!
RV parks with water feature
(lake, river, ocean), or near major
attraction. Prefer 200+ sites with
high number of seasonal residents,
but will consider smaller parks
(with or without water feature), if
have high seasonal occupancy in
desirable location near attractions.
Family and/or retirement. Rural
or city location. We will decide
quickly and pay all cash or
structure sale to meet your needs.
We are experienced RV park
owners and assure confidentiality.
Brokers welcome.
Please call or email us today:
Phone: 518-725-2003
Email: usresorts@outlook.com

PARK BROKERAGE INC.
Banning Stagecoach KOA,
Banning, CA
100 RV Sites 7 Rental Park Models/Trailers
120 Sites RV Storage Perfect for Solar
New Underground Electric, City Sewer & Water
3 Clubhouses, Pool, Playground
$2,550,000, 9.2% Cap Rate, 20% Cash Flow.

Turtle Rock RV Resort,
Gold Beach, OR
Ocean & Creek Frontage
102 RV Sites & & Rental Park Models
Good Sam Top Rated Waterfront Park
3,500 SF Clubhouse, 23.44 Acres
$4,800,000, 10.4% Cash Flow.

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
30 & 50 Amp Electric
Cable TV & Internet available on all sites

114 ACRE FARM
(Sold with campground or separately)

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

Alex at 573-472-1339
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.

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

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

PRIME
Interstate 10 Frontage
2800 ft. Total - 16 mi. E of State Capital
Monticello, Florida
Two Good Sam RV Parks
with Adjoining Residence on Acre
plus One Mobile Home Park
within City Limits

850 997-3890
Campgrounds/RV Parks
ME - NH - NY
Don Dunton – One of America’s most
experienced Campground/RV Park Brokers
………………………………………………
This month’s featured listings:

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

Location, Location, Location...
RV Park for Sale By Owner
1/2 mile off I-90
Situated between Mt Rushmore and Yellowstone
Devils Tower Exit
56 RV sites, 25 tent sites, 2 cabins
Heated swimming pool
Store, laundry, game room, propane
New Owners apartment above store/office
New 26 x 40 shop
New John Deere compact tractor & 10 implements
Jeep Wrangler with snow plow
Appx. 7 acres
City water, City sewer, CATV
Good Sam Rating 9
30-50 amp pull thru sites
$1,100,000
Serious buyers only / no brokers

Bernie 307-282-0023

WOODALLSCM.com

ME - 1,000’ Lakefront… $625,000 - SOLD!
Don D’s #148 Campground SOLD
ME - 2,500’ lakefront, 100++ sites, nice home,
pool, more. Popular - $1,495,000.
ME - 1Unique setting-Town W&S (Rare!)70 sites
near Maj Ocean Resort Town-Hi Net! $1,495,000
NH - Small lakefront, views, fishing, near ATV &
Sno-MoTrails. $495,000

………………………………………………
I have several other large parks to $4,500,000.
(Qualified Buyers, only - please.)
Contact Don for these and other listings.

www.BuyaCampground.com
Don @BuyaCampground.com

603-755-3944
October 2016 - 31

CALENDAR OF EVENTS
OCTOBER

DECEMBER

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

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

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

JANUARY 2017
29-Feb. 1: Carolinas Association
of RV Parks and Campgrounds
Annual Meeting
Beach Cove Resort
North Myrtle Beach, S.C.
Contact: deewitting@outlook.com

FEBRUARY
6-10: Leisure Systems Inc. (LSI)
Symposium and Trade Show
Northern Kentucky Convention
Center and Embassy Suites
Covington, Ky.
Contact: Dean Crawford,
513-831-2100 ext. 12
dcrawford@leisure-systems.com
8-11: National Association of
RV Parks and Campgrounds
Outdoor Hospitality Conference
and Expo
Fort Worth Convention Center
Fort Worth, Texas
Contact: 303-681-0401
11-13: Cruise Inn Conference
Sheraton Fort Worth Downtown Hotel
Fort Worth, Texas
Contact: 888-222-4191,
ssilver@cruiseinns.com
14-17: Kampgrounds of America
Convention and Expo
Chattanooga Convention Center
Chattanooga, Tenn.
Contact: 406-254-7416,
shuck@koa.net

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

MARCH
1-3: Missouri Association of
RV Parks and Campgrounds
Spring Meeting
Ramada Plaza Hotel and Oasis
Convention Center
Springfield, Mo.
Contact: 573-337-0543
3-4: Ohio Campground Owners
Association Spring Conference
and Trade Show
Embassy Suites Columbus Airport
Columbus, Ohio
Contact: 614-221-7748

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

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

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

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

Modern Marketing —from page 8
#roadtrip, #nature in place of campgram. You’ll never have to try to remember all of your generic or brand-specific
hashtags. Instead, you’ll use your shortcut term to add your hashtags. Google
your device name + text replacement
for a specific how-to.
Businesses can take advantage of
Instagram’s business accounts, allowing them to have a contact button on
their profile, Instagram Insights (analytics) to help steer their Instagram
marketing efforts, and, of course,
access to Instagram advertising.
One caveat: you must also have
a Facebook Page. Google “change
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20-24: National School of RV Park
and Campground Management
Eastern Campus
Oglebay Resort, Wheeling, W.V.
Contact: 303-681-0401

Instagram profile to business
account” for how-tos if you are
currently using a profile account.
Master it and you’ll be telling quite a
compelling story.
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 and
more at evanne@roadabode.com or
702-460-9863. WCM
Woodall’s Campground Management

