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It isn’t too hard right now to get bogged down in negative energy.  
Woodall’s Campground Magazine (WCM) was reminded of this throughout 

July as the daily perusal of news sites brought up stories about violence at parks, 
wildfires and economic conditions that certainly have everyone wondering what 
is coming next for all of us. 

Still, as park owners/operators it is important to sort through the news and 
understand how events across the country could impact your park.  

Hopefully, most campground operators in wildfire zones have an emergency 
plan in place.  

In this edition, readers will see a column from Irene Jones, the program man-
ager for the Marshall & Sterling Campground Insurance Program, on why it is important for owners 
to be prepared for any violent event at their parks. (See page 16)  

Statistics have also played a role in shaping this discussion, with Kampgrounds of America Inc. 
(KOA) noting that the market seems to be normalizing to some degree with revenues still up, but oc-
cupancy down. (Read more on page 3)  

The RV Industry Association noted that wholesale shipments dropped in June compared to June 
2021, but that overall the industry was still up for the year. (Read more on page 4)  

Gas prices and inflation are also driving consumer attitudes and as this issue went to print the 
Federal Reserve had announced another major interest rate hike.  

WCM spoke with accommodation providers and noted that while they remain busy for the most 
part, supply chain issues and inflation are still having an impact on their businesses.  

All of this is to say that while the industry is welcoming more campers than ever before, it is also 
dealing with a wide range of issues.  

The industry has also had some big wins recently including more states that have enacted park 
immunity legislation and, of course, the National Association of RV Parks and Campgrounds’ suc-
cessful campaign to ensure parks are listed as “essential” by the U.S. Cybersecurity and Infrastructure 
Security Agency (CISA).  

While it is easy to get lost in the daily headlines and it could be easy to embrace the negative side 
of things, it is also important to acknowledge where the industry is heading and prepare your park 
for the future.  

Maybe we are heading for a recession. What does that look like for your park? Will campers still 
come and if they do, will their length of stay change? Do you have working capital if camper numbers 
decrease?  

Maybe gas prices will jump up again. Is it time to offer something special to attract campers? 
These are just some of the things park owners should, in my opinion, think about as the industry 

continues to consider what the future holds.  
It is important to embrace the positive as much as possible, though. Take a look around your park 

on a Friday evening and enjoy the smiling faces you have helped create and take a deep breath.  
Those smiles, after all, are probably the reason you got into this industry and there are more of 

them than ever before.  WCM 

Don’t Get Bogged Down by All the Negative
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After finishing 2021 33% above the pre-
vious record-grossing year, Kampgrounds 
of America Inc. (KOA) shared continued 
growth in its Q2 Business Report. 

Compared to the same period last year, 
registration revenue improved by 5.9% in 
the second quarter of 2022. Looking for-
ward, advanced deposits are ahead of 
where they were at the end of last year, fin-
ishing the second quarter up 1.8%. This 
places advanced deposits 62.9% over the 
same time period in 2019, the strongest 
camping year prior to the pandemic. 

Short-Term and Long-Term Perform-
ance Shifts 

Focusing on short-term business, 
mainly reflecting leisure travel, KOA reports 
a 5.6% increase in registration revenue. Oc-
cupancy, however, fell when comparing the 
second quarter to the prior year. According 
to the report, KOA’s occupancy was down 
3.4% 

“The pandemic brought a large, new au-
dience into the great outdoors,” said Toby 
O’Rourke, president and CEO of KOA. “We 
see outdoor travel continuing to resonate 
and many are camping again this year. 
However, other forms of vacation are re-
bounding, and some campers are adding 
those back into their plans. Last year, our 
business surpassed every expectation and 
we are keeping pace with it thus far this 
year. The surge of interest in camping the 
past couple of years has reset our forecasts 

and established a new bar well ahead of 
pre-pandemic numbers that we will bench-
mark and plan against going forward.” 

KOA’s long-term business closed the 
quarter similarly. Long-term registration 
revenue was 6.9% higher than in 2021, 
while occupancy was down 3.3%. 

Franchise System Grows, Adds Indus-
try-Leading Resale Program 

During the second quarter, KOA ex-
panded its footprint in Canada with a new 
conversion campground in Lethbridge, Al-
berta. 

“Growth in Canada has been a focus for 
us,” said Ann Emerson, chief operating of-
ficer of KOA system. “Not only are we ap-
plying resources to bring more yellow signs 
to Canada, but we are also working to bring 
increased value to our Canadian camp-

grounds.” 
A benefit to all KOA campgrounds, the 

company’s new resale program has flour-
ished with nine campgrounds placing list-
ings. New in 2022, the KOA Resale Program 
connects franchise owners to an independ-
ent, licensed real estate agent with a camp-
ground ownership background. The 
program leverages KOA’s network of camp-
ground buyers and relies on intimate in-
dustry knowledge to deliver owners the 
best return on their investment. 

KOA’s Corporate Portfolio Continues to 
Expand 

During the year’s second quarter, KOA 
continued the focused expansion of its 
owned campground portfolio. Throughout 
this period, KOA acquired three camp-
grounds. The company welcomed Gatlin-
burg East/Smoky Mountain KOA Holiday 
in Tennessee, Ouray KOA Holiday in Col-
orado and the Livingston/Paradise Valley 
KOA Holiday in Montana. Additionally, 
KOA purchased land for future develop-
ment in Maine. 

“Our interest in expanding our camp-
ground holdings has not slowed,” said 
Darin Uselman, chief operating officer of 
owned and operated assets of KOA (OAK). 
“We see substantial value in outdoor hos-
pitality and anticipate continued growth in 
this sector. We’re investing now to ensure a 
bright future for our company and our 
brand.”  WCM

KOA’s Q2 Business Report Shows Camping Market ‘Normalizing’ 

Sun Communities  

Reports Revenue 

Up by 34.8% in Q2 
 
Sun Communities Inc., a real estate 

investment trust (REIT) that owns and op-
erates, or has an interest in, manufactured 
housing (MH) communities, RV resorts 
and marinas, reported that total revenues 
during its second quarter increased by 
$210.4 million, or 34.8%, while YTD the 
company has seen total revenues in-
crease by $316.9 million, or 30.3%, to 
approximately $1.4 billion. 

For the quarter ended June 30, total 
revenues increased by $210.4 million, or 
34.8%, to $814.3 million compared to 
$603.9 million for the same period in 
2021. Net income attributable to common 
shareholders was $74 million, or $0.61 
per diluted common share, compared to 
net income attributable to common share-
holders of $110.8 million, or $0.98 per di-
luted common share, for the same period 
in 2021. 

For the six months ended June 30, 
total revenues increased by $316.9 mil-
lion, or 30.3%, to approximately $1.4 bil-
lion compared to approximately $1 billion 
for the same period in 2021. Net income 
attributable to common stockholders was 
$74.7 million, or $0.63 per diluted com-
mon share, compared to net income at-
tributable to common stockholders of 
$135.6 million, or $1.22 per diluted com-
mon share, for the same period in 2021.    
WCM

RAC Celebrates 50th 
Anniversary, Donates 
$50,000 to Foundation 

 
Recreational Adventures Company 

(RAC) hosted a free community social 
event at the Mount Rushmore Kamp-
grounds of America (KOA) Resort at 
Palmer Gulch to celebrate its 50-year an-
niversary and support the Hill City Com-
munity Foundation, according to a press 
release. 

As part of this celebration, RAC an-
nounced a donation of $50,000 to the 
foundation. 

The Mount Rushmore Resort at Palmer 
Gulch has a long history of serving guests. 
In 1925, a mining engineer named John 
Bland and other investors purchased land 
along Palmer Creek to develop a country 
club in the heart of the Black Hills. 

“RAC took over in 1972 and further de-
veloped the Mount Rushmore Resort into 
a destination full of great RV and tent 
camping sites, camping and deluxe cab-
ins,” noted the release. “Today’s Mount 
Rushmore Resort at Palmer Gulch is made 
up of two great facilities for travelers — 
The Mount Rushmore Lodge and the 
Mount Rushmore KOA, which has earned 
“resort” status from KOA.”  WCM

CONY to Host Annual 
Exposition in Albany 
from Oct. 31-Nov. 2 

 

Campground Owners of New York 
(CONY), the trade association for inde-
pendently owned campgrounds in New 
York State, will hold its 59th Exposition 
for the Outdoor Hospitality Industry in 
Albany, N.Y., from Oct. 31 to Nov. 2, ac-
cording to CONY officials. 

Campground operators and staff, 
prospective operators and industry ven-
dors are invited to participate. 

This year the exposition theme is 
“Recreation Readiness and Rejuvena-
tion.” According to Suzanne Hopkins, 
CONY’s vice president of marketing and 
public relations, activities are being 
crafted around this concept. 

“We’re planning the expo to help our 
attendees relax and get refreshed, so they 
can be ready to offer the best in recre-
ation and rejuvenation for their guests 
next year,” she explained. 

The exposition is a mix of seminars, 
social events and includes a trade show 
with vendors. It will be held at The Gov-
ernor Nelson A Rockefeller Empire State 
Plaza Convention Center and the Ren-
aissance Albany Hotel in Albany. The 
Renaissance Albany Hotel is also the host 
hotel for lodging. 

For those who have attended the ex-
position in recent years, there is a change 
to the trade show schedule. This year 
CONY will host a trade show preview 

Private park operators could face 
legal liability if an employee is injured in 
an active shooter event due to the lack 
of well-rounded active shooter event 
policies and related training, according 
to legal guidance recently provided to 
New York campground operators. 

“All aspects of everyday life are facing 
the risk of being terrorized by an active 
shooter event, and because of this, busi-
nesses ought to have in place policies 
and instructions regarding the proper 
manner in which to respond to an active 
shooter event,” The Towne Law Firm, of 
Albany, N.Y., stated in a memo, which 
was recently emailed to New York camp-
grounds by the Campground Owners of 
New York (CONY). 

The Towne Law Firm, which serves as 
CONY's outside counsel and a trusted 
alliance partner of the association, rec-
ommends that parks not only develop 
policies on how staff should prepare and 
respond to active shooter events but 
hold regular active shooter training ses-
sions and develop an active shooter 
emergency plan. 

Failing to prepare for such events 
could put park employees, customers 
and its reputation at risk, the Towne Law 
Firm stated, “behaving responsibly in 
this day and age includes formulating an 
active shooter event policy so that em-
ployees are educated as to what protocol 
needs to be followed to maximize their 
safety.” 

Active shooter prevention strategies 
may include a variety of tactics, such as:  

• Instituting a “no firearm” policy in 
the campground and not allowing em-

ployees to carry firearms. 
• Performing Google searches on the 

names of prospective employees and 
guests to see if they are connected to any 
violent crimes or incidents. 

• Implementing a guest tag system, 
which allows owners or park security to 
easily distinguish admitted guests from 
trespassers. 

• Preparing and placing crisis re-
sponse kits in strategic locations to aid 
employees and/or guests in the event of 
an active shooter incident. These kits 
should include first aid supplies, emer-
gency contact numbers, a map of es-
cape routes, flashlights and radios. 

• Consulting with local law enforce-
ment and emergency response services 
to develop an emergency action plan to 
help employees know and understand 
proper procedures for dealing with an 
active shooter situation and its after-
math. 

• Identifying evacuation and escape 
routes and locations in the campground 
where employees can hide during an ac-
tive shooter event. 

The Towne Law Firm also highlighted 
warning signs that can indicate poten-
tially violent behavior, including:  

• Resistance to policy or procedural 
changes 

• Decreased attention to personal  

CONY: Active Shooter Prep a Must for Campgrounds 

CONY –  continued on page 6 Albany –  continued on page 6
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 Northgate Resorts to Transform Kittatinny’s Campground into ‘Camp Fimfo’ 
Northgate Resorts has announced it will transform Kittatinny’s Campground in Barryville, 

N.Y., into an elevated camping experience when its new brand, Camp Fimfo, opens its doors 
next summer in the Catskills, according to a press release. 

Camp Fimfo debuted last summer in New Braunfels, Texas, and is opening a second location 
this August in nearby Waco. The Catskills location will be the award-winning brand’s first locale 
outside of the Lone Star State with plans to continue expanding nationwide. 

“We’re excited to introduce our brand to residents and visitors of New York,” said Tessa Mc-
Cracken, chief marketing officer for Northgate Resorts. 

Camp Fimfo Catskills spans 250 acres and will feature a collection of new riverfront, treetop 
and A-frame cabins coupled with premium RV sites and Airstream trailers plus glamping tents 
and pods. Some existing cabins, tents and RV sites will be refurbished resulting in a total of 240 
cabins, 40 tent sites and nearly 60 RV sites.  WCM 

 
MYSites Reservation System Copyrights its Source Code 

MYSites Reservations System, a division of SEPI Marketing, has officially copy-written its 
source code, according to a release from the company. 

“This gives MYSites three exclusive rights under the Copyright Act. It has the rights to repro-
duce, prepare derivative works and full code distribution rights,” states the release. “Having fully 
authored the code base, SEPI marketing can ensure that the way the code is expressed cannot 
be duplicated or recreated.” 

Business Development Director Brian McGuinn states that it was an important first step be-
cause the nature of the program is easy to learn yet extremely comprehensive. “We have grown 
leaps and bounds because we offer a system that is very powerful and offers unlimited variations 
which enable it to better fit within unique business processes that are ubiquitous in the camp-
ground industry,” said McGuinn. 

McGuinn explained that MYSites does not charge any setup fees, per-site fees, usage fees, 
invoice fees, monthly fees or even marketing/referral fees. SEPI Marketing companies also include 
the RV Bunch, a closed Facebook group that has a membership of over 94,000 members and 
MobileRVing.com, an RV travel search engine. 

“We want our partners to get the best deal they can, which is why we connect to 14 different 
payment gateways,” he said.  WCM 

 
RoverPass to Integrate with Online Marketplace Airbnb 

RoverPass has announced a new integration with Airbnb, an online marketplace, that will 
allow RV parks and campgrounds using RoverPass to automatically list their sites on Airbnb for 
additional bookings, according to a press release. 

According to 2020 statistics, Airbnb maintains around 20% of the market share in the vacation 
rental industry and is believed to possess up to 38% of all online booking value. With over 150 
million users, Airbnb has a continuously expanding reach to all kinds of travelers looking for 
unique vacation spots. 

The Airbnb integration will be available to any RV park or campground using RoverPass’ reser-
vation software and will automatically sync incoming reservations to eliminate the possibility of 
double bookings, noted the release. 

“As the top online marketplace, Airbnb was the clear choice for RoverPass when creating new 
integrations for the thousands of RV park and campground sites available on RoverPass.com,” 
said CEO Ravi Parikh. “We are dedicated to providing our customers with more opportunities 
to reach new campers and extend their inventory through our network so they can further grow 
their business.” 

RoverPass has plans to continue building new integrations with other online marketplaces 
and booking platforms.  WCM 

RVIA Survey Shows Wholesale RV Shipments Hit 44,000; Up 7.7% YTD 
Results for the RV Industry Association’s (RVIA) June 2022 survey of manufacturers deter-

mined that total RV shipments ended the month with 44,793 units, a decrease of (-11.7%) com-
pared to the 50,796 units shipped in June 2021. Through June, RV shipments are up 7.8% 
compared to the same point last year with 323,831 wholesale shipments. 

Towable RVs, led by conventional travel trailers, ended the month down (-12.8%) against last 
June with 39,842 shipments. Motorhomes finished the month down (-1.3%) compared to the 
same month last year with 4,951 units. 

Park Model RVs finished May up 27.4% compared to June 2021 with 363 wholesale ship-
ments. To date, park model RVs are up 2.9% with 2,227 shipments. 

While early 2022 shipment results have been strong, RVIA does see the market leveling off 
against 2021’s record numbers. The latest 2022 RV Roadsigns forecast projects RV shipments 
for 2022 to range between 537,800 and 561,900 units with a most likely year-end total of 
549,900 units, an -8.4% decline from the 600,240 shipped in 2021. 

An updated RV Roadsigns forecast will be released in early September.  WCM 
 

K&K Insurance Announces Ron Norton as its new President & CEO 
K&K Insurance has announced that Ron Norton is its new president 

and CEO, effective July 1. 
Norton is stepping into the top role as Todd Bixler retires, according 

to reports from Insurance Business America. 
Norton has a 36-year history with K&K, starting as an associate 

underwriter at the firm’s E&A division in 1986. Throughout his career 
with the company, Norton has grown and managed several K&K pro-
grams including leisure camps, campgrounds, girl scouts and resorts. 

In 2007, Norton moved into senior management as vice president 
of the leisure division. Under his leadership, the division grew and split 
into the present leisure and E&A divisions. Norton rose to chief under-
writing officer in 2019 and was also instrumental in K&K’s partnership with three insurance car-
riers. 

Bixler steps down after 12 years of leading K&K Insurance. During his tenure as CEO, he 
guided the company through many challenges and led K&K’s gross written premium to more 
than double.  WCM 

 
Pathfinder Ventures Inc. Hires Jennifer Lee as Chief Financial Officer 

Pathfinder Ventures Inc. has announced that Jennifer Lee has joined the corporation as 
Chief Financial Officer, subject to the approval of the TSX-V, according to a press release. 

“This is a big milestone for Pathfinder, we welcome Jennifer as full-
time CFO to oversee all financial aspects of the company and assist 
with our growth,” said CEO Joe Bleackley. “And we also say thank 
you to Darren Prins, who helped us grow from an idea to a publicly-
traded company with multiple cash-flowing assets.” 

Lee is a finance leader with progressive roles in accounting, due dili-
gence, financial analysis and financing. Before joining Pathfinder Ventures, 
Lee was the associate vice president of finance, Real Estate, at Fengate 
Asset Management. She is a chartered professional accountant in Canada. 

Darren Prins plans to resign as the CFO of the corporation upon the 
hiring of Lee,noting, “It’s been a pleasure working with the entire team 
since the founding of the company, going through the RTO process and building the foundation 
of the financial reporting department. With the growth trajectory ahead, it’s great to see Pathfinder 
has reached the stage of needing a full-time CFO,” explained Prins.  WCM 

NEWS IN BRIEF

Ron Norton

Jennifer Lee

During a virtual webinar in July, the 
Outdoor Recreation Roundtable (ORR) 
released a new report on career oppor-
tunities in the $689 billion outdoor 
recreation sector to help industry lead-
ers, policymakers and prospective 
workers understand how these jobs 
provide outstanding quality of life, sup-
port conservation goals, strengthen 
local economies and connect Ameri-
cans to the great outdoors. 

“The backbone of this thriving sector 
is a growing workforce that meets the 
dynamic needs of today’s fast-paced in-
dustry,” said Jessica Turner, president of 
ORR. “Right now, there are so many 
high-quality jobs that exist across the 
outdoor recreation industry for profes-
sionals with a variety of skillsets that 
provide outstanding lifelong careers, 
and we want to highlight those oppor-
tunities in this report.” 

The report was released in partner-
ship with the Oregon State University 
Center for the Outdoor Recreation 
Economy (CORE). 

“While professionals from across the 

country are carving out roles in this ex-
citing industry that supports a conser-
vation ethos and enables a high quality 
of life, we also know that there is a grow-
ing skills gap in the outdoor workforce 
and that there are thousands of open 
jobs (for example, 31,000 in the marine 
industry alone) available for people 
seeking life-long and meaningful ca-
reers,” added Lee Davis, executive di-
rector (CORE). 

A few highlights from the report: 
Deep and Diverse Jobs: The report il-

lustrates the breadth, depth and diver-
sity of the outdoor recreation industry 
workforce, which totals over 4.3 million 
good jobs that help develop economies, 
increase rural prosperity, improve pub-
lic health outcomes and quality of life, 
and promote environmental steward-
ship and conservation. The report or-
ganizes outdoor jobs into three 
categories: “Technical Specialists,” “Par-

ticipant-Facing” and “Integrators” to 
help the public understand the types of 
career paths for people with and with-
out higher academic degrees. 

High-Quality Career Opportuni-
ties: The report also seeks to clear up 
misconceptions among the public 
and policymakers about the types and 
diversity of jobs in the outdoor recre-
ation economy. 

As a newly organized sector includ-
ing well over 110,000 small, medium 
and Fortune 500 businesses across 
America, many professional and tech-
nical careers in the outdoors are unseen 
or unknown by the public. 

Most participants in outdoor recre-
ation activities only interact with con-
sumer-facing employees, including retail 
and hospitality staff members, guides 
and outfitters, parking and campground 
attendants and concessionaires who sell 
food, beverages, supplies, and souvenirs 
at recreation hot-spots. 

While these important jobs certainly 
make up a segment of jobs in the out-
door recreation economy, there are also 

millions of professional and technical, 
full-time positions across the sector that 
are lesser-known and provide competi-
tive wages and meaningful careers. 

Outdoor Recreation is a Growth In-
dustry: Multiple factors have con-
verged to drive the significant growth 
in the outdoor recreation industry in 
recent years, with the corresponding 
increase in the number of jobs 
throughout the country, including in 
rural areas which are transitional from 
extractive and other industries and fo-
cusing more on recreation. 

Finally, ORR also debuted a new Ca-
reer Path module to help meet real peo-
ple in the outdoor recreation industry. 
This module is a digital resource that 
features professionals across the out-
door recreation industry telling their 
stories about how they arrived in their 
current roles, describing what they ap-
preciate about their work/life balance 
and sharing advice to prospective work-
ers who want to emulate their journey. 

To access the report, visit www.recre-
ationroundtable.org  WCM

ORR Releases New Report on Career Opportunities in Outdoor Recreation 
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night with dinner stations from 7 p.m.-9 
p.m. on Monday, Oct. 31, and then a full 
trade show day with a lunch buffet from 
10 a.m.-4 p.m. on Tuesday, Nov.1. 

Tours of New York’s Capitol Building 
are also being planned for attendees. 

For more information, and to register 
for attendance, vending space, sponsor-
ships and lodging, visit www.camp-
newyork.com/events.  WCM 

appearance or hygiene 
• Increased severe mood swings 
• Unprovoked outbursts of anger or 

rage 
• Paranoid behavior 
• Increased unprompted talk of 

firearms or other weapons or violent 
crimes 

• Talk of suicide or preparing for death 
• Increased absences with vague or 

no explanation 
• Increased talk of personal, financial 

or domestic issues in the workplace 
• Increased use of drugs or alcohol 
To receive a copy of the guidelines 

prepared by The Towne Law Firm, email 
Suzanne Bixby at suzanne@camp-
newyork.com.  WCM

Forrest Street Partners (FSP) will in-
vest $16 million to develop Winding Wa-
ters, which will feature 252 sites and a 
host of activities and first-class ameni-
ties, according to company officials. 

This is the firm’s first ground-up RV 
project, and it will become one of the 
largest RV parks in metro Atlanta. 

Forrest Street began investing in RV 
parks in 2017 ahead of the current na-
tional trend, looking outside of the main-
stream for new opportunities. The 
company’s first ground-up investment in 
Winding Waters comes as American in-
terest in RV travel has blossomed, with 
the sector experiencing significant 
growth and Atlanta a prime destination 
for RV tourists, noted officials. 

“Winding Waters provides overnight 
and weekly accommodation options that 
are missing in metro Atlanta,” said FSP 
Partner Reece Stead. "Whether you’re 

visiting one of the many Cartersville mu-
seums or attractions, enjoying a weekend 
on Lake Allatoona, have children playing 
in a tournament at LakePoint Sports, 
traveling to Atlanta for a Braves game or 

just need to stop for a night or two on 
your way to Florida or Tennessee, the 
park offers a resort environment that 
simply doesn’t exist with any of the other 
forms of lodging in the area.” 

Winding Waters is being designed to 
appeal to a wide range of travelers with 
resort-style amenities that travelers ex-
pect to find in a luxury RV park. Fea-
tures will include a beach entry pool 
with waterslide and lazy river, club-
house, bocce and pickleball courts, pic-
nic and fire pit areas, a playground and 
dog park and water activities like pad-
dleboarding, kayaking and fishing. In 
addition to the RV sites, the resort will 
feature cabins, vintage airstreams and 
glamping tents. 

 “We chose this site because it offers a 
beautiful backdrop for riverfront RV and 
cabin accommodations within easy and 
quick access to one of the most traveled 
interstates in the country,” said Stead. 

Winding Waters is slated for opening 
in early 2023. 

For more information, visit 
www.windingwatersrv.com  WCM

Forrest Street Partners Breaks Ground on 252-Site Development 

As PlainsCraft Covered 
Wagons continues to grow its 
presence in the glamping and 
outdoor recreation industry, 
business leaders across 
Kansas are also taking notice 
of the opportunities the com-
pany is bringing to the state 
and region, according to a press release. 

The Kansas Department of Commerce, 
led by Lt. Gov. David Toland, honored Plain-
sCraft with the East Central Region Business 
Innovation Award during its To the Stars: Cel-
ebrating Kansas Businesses regional lunch-
eon. The East Central Region of Kansas 
includes parts of Kansas City and Kansas 
City’s major business hubs, including Over-
land Park, Olathe and Lenexa. 

PlainsCraft was also honored with awards 
from GO Topeka, an organization whose focus 
is to create economic success through eco-

nomic development strate-
gies for the Topeka and 
Shawnee County areas. The 
company earned a Small 
Business Exporter Award 
for its success and dedica-
tion to selling glamping 
wagons internationally. The 

company was also named runner-up for the 
Emerging Innovation Venture Award, which 
recognizes a business for achieving com-
mercialization milestones in bringing an in-
novative solution to the market. 

“What an honor to be recognized by lead-
ers within our business communities, both 
within Topeka as well as the great state of 
Kansas,” said Dennis Steinman, founder 
and CEO of PlainsCraft Covered Wagons.  

For information on PlainsCraft Covered 
Wagons contact Steinman at 785-748-4588 
or email dennis@plainscraft.net  WCM

PlainsCraft Gets State, Local Awards

Ocean City, Maryland-based outdoor 
hospitality specialist Blue Water contin-
ues its rapid expansion with the addition 
of Prospect Mountain Campground in 
Granville, Mass., to its management port-
folio, according to the company. 

Blue Water is continuing its partnership 
with real estate developer National Land 
Lease Capital for operations of the prop-
erty. 

Nestled at 1,350 feet in the foothills of 
the Berkshires in Western Massachusetts, 
Prospect Mountain Campground over-
looks the Pioneer Valley and Connecticut 
River. The property has 243 sites total in-
cluding 120 seasonal sites and 14 cabin 
accommodations. On-site entertainment 
includes classic camping activities such as 
hayrides, arts and crafts, bingo and family 

dances, as well as a heated pool, mini-golf 
and laser tag. The resort also hosts special 
themed weekends such as Christmas in 
July Weekend, Las Vegas Weekend, Pirate 
Weekend and many others. 

“We are thrilled to take over manage-
ment of a campground that has such a 
wonderful history and connection with 
guests,” said Todd Burbage, CEO of Blue 
Water. “We look forward to continuing the 
traditions Prospect Mountain Camp-
ground has built through their events and 
impressive on-site amenities. We will con-
tinue to foster the spirit of this community-
driven property with the Blue Water 
standard of exceptional guest experiences.” 

For more information on the 
Prospect Mountain Campground, visit 
www.prospectmtncampground.com  WCM 

Blue Water Takes Over Management 
of ‘Prospect Mountain Campground’ 

CONY – from page 3

Albany – from page 3
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that is generated at a fraction of the 
fees that would be charged by your 
local utility, over the course of the 20–
25-year lifespan of the system. The 
installer reaps the tax incentives and 
is also responsible for service and 
maintenance. In some instances, 
your system can tie into battery stor-
age with a Tesla Powerwall or similar 
system that will also serve as a short-
term substitute for an expensive 
backup power generator. 

7) Cut the cable. If you are paying 
your local cable services provider for 
TV, phone and high-speed internet, 
even a bundled service might be 
highly overpriced. In most areas, 
cable service providers have a local-
ized monopoly, with no incentive to 
be competitively priced. There are 
options. For example, T-Mobile has 
recently introduced 5G broadband 
internet service for only $50 per 
month, which could represent quite 
a savings. 

8) Go paperless. If you have 
monthly recurring payments, almost 
all companies will offer you a dis-
count if you agree to paperless 
billing, saving them the expense of 
mailing paper statements. There will 
usually be an additional discount if 
you set up automatic payments. 

9) Lower your interest rates. If 
you use a credit card, and particu-
larly if you carry a balance from 
month to month, call the company 
and ask them to reduce the interest 
rate, lower any annual fee or convert 
you to a more affordable card. Once 
again, they are not going to reduce 
their profit margins on your account 
unless you ask. 

10) Lower your credit card pro-
cessing fees. Your small business is 
probably running an ever-increasing 
volume of transactions through a 
credit card merchant services 
provider. Be sure that the fees are 
competitive or be willing to switch to 
another provider. There are compa-
nies such as Pennsylvania-based 
MCPS for Campgrounds that spe-
cialize in working with the camp-
ground industry and offer highly 
competitive rates. 

Yes, times are a bit tough, but that 
is when it is time to think smart, 
break a few old habits and consider 
new ways of doing things. 

 
Peter Pelland is the CEO of  

Pelland Advertising, a company that 
he founded in 1980 that has been 
serving the family camping industry 
for over 40 years. His company spe-
cializes in building fully responsive 
websites, along with producing a full 
range of four-color process print  
advertising, for clients from coast to 
coast. Learn more about Pelland  
Advertising at https://pelland.com or 
see their ad in this issue.  WCM  

As prices increase, incomes just cannot seem to keep up. While you are 
waiting for corporate buyers to come knocking at your door with the right 
offer, here are ten concrete tips for cutting your expenses …

With Costs Rising, 10 Ways to Cut Expenses
SMART OPERATIONS

 
Peter  
Pelland

We are all feeling a financial pinch 
during these days of rampant global 
inflation. We feel it at the fuel pumps, 
the supermarkets and just about 
everywhere. The price of a dozen 
ears of sweet corn at my local farm 
stands that cost $6 in recent years 
has jumped to $9 this year. In all 
probability, you have raised the 
prices of your campsites.  

As prices increase, incomes just 
cannot seem to keep up. While you 
are waiting for corporate buyers to 
come knocking at your door with the 
right offer, here are ten concrete tips 
for cutting your expenses and mak-
ing inflation more bearable, in some 
instances for your household and in 
some instances for your business.  

Several of these involve rethinking 
old habits and finding new ways of 
doing things. 

1) Cut the land lines. Are you still 
paying your local phone company 
for landline telephone service? If so, 
you are likely paying a substantial fee 
each month, when half of your in-
coming calls are probably from tele-
marketers and robocallers. If you 
have high-speed internet service, 
there are several companies that sell 
telephone equipment that runs Voice 
over Internet Protocol (VoIP), with 
monthly fees for premium services 
that might be as little as $20 per 
month, including unlimited calling 
throughout North America. The serv-
ice is reliable, your existing phone 

number(s) will port over to the new 
service, the sound is crystal clear  
and it generally includes some highly 
effective call blocking features. Serv-
ice providers include Ooma, Ring-
Central, Nextiva and Vonage, among 
others. 

2) You have a fax machine? The 
technology behind the fax machine  
is as old as the hills, introduced by 
Western Union in the late 1940s, then 
adapted to use telephone lines by 
Xerox in 1964. During the 1980s, a fax 
machine was considered essential of-
fice equipment. Since then, it has be-
come little more than an annoyance 
that presents unsolicited (and illegal) 
advertising from disreputable time-
share companies, cruise agents and 
roofing contractors. If you still have 
one of these machines cluttering up 
a desk in your office, it is way past 
time to kiss it goodbye, saving the ex-
pense of paper, ink or toner and per-
haps a dedicated phone line. The 
same companies that provide VoIP 
telephone service include easy-to-
use virtual fax features. If you receive 
a fax, it comes in as a PDF file that 
you can preview, then decide 
whether to print or delete. 

3) Are you overpaying for mobile 
service? Like everybody these days, 
you probably have mobile phone 
service from one of the major carri-
ers such as AT&T, Verizon or T-Mo-
bile. Check your next billing 
statement to see if you are paying for 

services that are either unused or 
that exceed your needs. For example, 
you might be paying for a plan that 
includes 20GB of monthly data 
transfer when you never use more 
than 2GB. Call your carrier and speak 
with a sales associate, explaining that 
you need to reduce your monthly 
billing, perhaps citing prices from a 
competitive company. They will re-
duce your monthly billing, but not 
without you taking the initiative to 
ask. For example, AT&T offers a 10% 
monthly discount if you are a mili-
tary veteran. 

4) Are you paying for satellite 
radio? When you buy a new vehicle, 
it generally comes with at least a 
month of trial service with Sirius XM. 
The company hopes that you will 
grow accustomed to its service and 
continue as a paid subscriber. I per-
sonally have thumb drives in my ve-
hicles that I have pre-loaded with 
about 12,000 songs that play ran-
domly and only include music and 
artists that I want to hear. If you are 
really hooked on satellite radio, let 
your service expire for two or three 
days without renewing. Then contact 
the service provider for a renewal 
discount. You will pay half price but 
may have to repeat this routine every 
six months. 

5) Do you ask for discounts? If you 
are over 50, you are no doubt an 
AARP member. When you make a 
purchase, ask if there is a discount as-
sociated with your membership. Five 
years ago, when buying a new vehicle 
(and already negotiating a serious 
discount), I asked the sales associate 
if there was an AARP discount. Much 
to my surprise (and his surprise!), 
there was an additional $3,000 taken 
off the price of that vehicle. There are 
also discounts associated with mem-
berships in auto clubs, fraternal or-
ganizations and your national and 
state campground associations such 
as the National Association of RV 
Parks and Campgrounds.  

6) Go solar! Although the incen-
tives will vary from state to state, and 
the savings and cost-effectiveness 
will vary with your local utility rates, 
installing rooftop or ground-
mounted solar panels is a no-
brainer, even in northern latitudes. 
Lacking a good southern exposure, 
surrounded by tall trees and in a re-
gion where the panels get covered 
with snow during the winter months, 
the 47 panels on the roofs of my own 
home save us approximately $1,200 
per year by feeding power back into 
the grid through net metering. You 
can purchase your system outright, 
or there are companies that will in-
stall a system at no charge to you. In 
the latter instance, you are essen-
tially leasing your roof space, with an 
agreement to purchase the power 
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spond to reviews and flag as inap-
propriate when necessary, as well as 
take advantage of a stat dashboard 
for an at-a-glance look at search re-
sults and top queries. 

 
Start It Up 

There’s no time like the present to 
take charge of your Business Profile. 
Log into your business’s Google Ac-
count. If you do not already have a 
Google account associated with your 
business, create one using your busi-
ness email address. Once signed 
in/up, visit google.com/business 
and click on “Manage now.” Type in 
your business name; you are seeking 
to either create or claim your Busi-
ness Profile. 

If it does not appear, click “Add 
your business to Google” and follow 
the prompts to create your Business 
Profile. 

If your business name appears, 
click on it to find out if it has been 
claimed and verified. If it has, but 
not through you, follow the instruc-
tions to claim ownership. 

Either way, you will be given op-
tions to verify your Business Profile. 
Once verified, you will have full ac-
cess via your Business Profile.  

 
Optimize It 

While not difficult, there are a few 
lesser known but critical tips that 
should not be overlooked when opti-
mizing your Google Business Profile: 

When you create a new account or 
claim your listing, make sure you use 
a Google account that can be shared 
with your marketing team — don’t 
use your personal Google account.   

Google is a force to be reckoned 
with. Innovative and highly ambi-
tious, Google pioneered algorithmic 
internet search using PageRank (a 
play on web pages and co-founder 
Larry Page’s last name), expanded 
into advertising and analytics, ac-
quired Blogger in 2003, YouTube in 
2006 and Waze in 2013 (setting the 
stage for Google Maps), among 
dozens and dozens of others since its 
inception in 1998.  

Google closed a deal to acquire 
Fitbit in 2021 and has recently begun 
public testing of its new and im-
proved Google Glass product. It 
wouldn’t be unrealistic to say Google 
has made an indelible mark on our 
modern lives.  

Fortunately, for those that own 
businesses large and small, Google 
understands that your success is 
their success. Hyperbole when dis-
cussing such a behemoth? Maybe, 
but the modern marketer knows that 
doing business in conjunction with 
the big G is much more successful 
than going it alone.  

Google describes its goals for its most 
consumer-relevant (and business-
practical) product, Search, this way: 

• Deliver the most relevant and re-
liable information available 

• Maximize access to information 
• Present information in the most 

useful way 
• Sell ads, nothing more 
In this first of three Google for 

Outdoor Hospitality tutorials, let’s 
examine what your business needs 
to do to become an official part of 
the Google ecosystem, creating a 
Google Business Profile. 

New Name, Same Game 
You might have called it Google 

Pages+, Google Local or Google My 
Business in the past, but no longer. 
Today, this most basic of business 
products goes by the moniker 
Google Business Profile. This is a free 
tool “that allows you to take charge 
of the way your business appears on 
Google Search and Maps,” according 
to the company’s website. 

Because Google owns 90% of the 
search market, it is a given that your 
potential guests are researching and 
making stay decisions using Google’s 
search engine.  

The potential of a Google Busi-
ness Profile is high. It allows busi-
ness owners to portray their 
businesses on Search (and Maps, 
part two of our series) by developing 
a robust, image-rich company pro-
file, called a Business Profile. Like all 
effective digital marketing tactics, 
developing your profile takes time, 
forethought and follow up.  

There may already be a Business 
Profile for your park made up of cu-
rated data from across the Internet 
— publicly-available information, 
review sites, your website, user-gen-
erated content and such. So, there it 
exists, representing your business. 
While you could leave well enough 
alone, don’t. Take the time to claim 
your listing, build it out and verify it. 

Claimed listings, also called 
owner-verified business listings, 
allow a business to cast its offerings 
in the most accurate and flattering 
light. Owners can list their business 
in the correct categories, create a 
compelling business description, re-

You must use your exact business 
name, address and telephone num-
ber (known in the tech world as NAP 
– name, address, phone) and they 
must exactly match those on your 
website. This includes Street versus 
St., Suite versus Ste., etc. 

Use categories – you can have up 
to ten. These must be selected from 
a static drop-down list. Think about 
search terms when adding cate-
gories and take advantage of as 
many of the ten as possible. 

Google allows for a brief business 
description below the business 
name. As the business owner, you 
provide the “From the business” de-
scription. Use as much of the 750-
word count as possible, 
front-loading the most important in-
formation and conversationally 
using keywords and phrases. Avoid 
repeating information that is already 
noted in your Profile. URLs are not 
permitted.  

Pay special attention to selecting 
your guests’ most desired attributes 
or special features of your business 
and be as accurate as possible. 

Others can suggest edits to your 
Business Profile, and you may not be 
notified of changes. It behooves you 
to regularly check your profile and 
fine-tune as necessary.   

 
Amp It Up 

In addition to accurate and interest-
ing text, take advantage of the visual 
aspect of your Business Profile. Use 
your logo as your thumbnail photo 
and add a few more motivational im-
ages from your park. You also could use 
user-generated images. 

You will also be able to add regular 
blog-style posts, create and take part 
in Amazon-style Questions & An-
swers and respond to customer re-
views. We will examine Google 
Reviews in part three of this tutorial 
series. 

 
Make It Personal 

In today’s competitive business 
climate, Google offers must-opti-
mize tools that can make a differ-
ence to your bottom line. And no 
surprise, while the tools themselves 
are free, excellent execution takes 
time. Set up a schedule and pay 
close attention to maximizing the 
benefits of your Google Business 
Profile by including plenty of details, 
interesting information and interac-
tion for those searching for a busi-
ness like yours.  

Opportunity knocks. Will you an-
swer? 

 
Evanne Schmarder, a longtime WCM 

Modern Marketing columnist and 
principal at Roadabode Productions, 
will soon be releasing the second book 
in her ‘Marketing Your RV Park/Camp-
ground Online’ series. Details to follow 
at roadabode.com  WCM

Because Google owns 90% of the search market, it is a given that your  
potential guests are researching and making stay decisions using Google’s 
search engine.

MODERN MARKETING

Google Part 1: Pump Up Your Presence
 
Evanne 
Schmarder
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Rising consumer interest in camping 
has paved the way for record RV sales and 
dramatically increased demand for camp-
sites across the country. 

It’s a trend that was underway before 
the pandemic and only intensified as fears 
of the coronavirus prompted ever increas-
ing numbers of consumers to not only em-
brace camping and RVing as the safest 
vacation option, but to consider the merits 
of working from the road in the safety and 
comfort of their RV. 

As a result, the demand for campsites 
has never been greater, and it’s led institu-
tional investors, private equity firms and 
individual investors to see the private park 
business as one of the most potentially lu-
crative investment opportunities available 
in commercial real estate. 

“There is so much demand for RV sites. 
There’s a huge gap relative to supply,” said 
Carl Kruelle, chief investment officer for 
Blue Water Development Corp. in Ocean 
City, Md., which specializes in investment, 

development and man-
agement, including insti-
tutional management of 
RV resor ts and camp-
grounds, hotels, marinas 
and attractions.  

But record demand 
for RV sites is also lead-
ing other real estate in-
vestment trusts (REITs) 

as well as other public and private in-
vestors to collectively channel billions of 
dollars into not only the construction of 
new campgrounds, RV parks and resorts 
across the country, but the acquisition, ex-
pansion and improvement of existing 
parks, many of which were built close to a 
half century ago, when the modern RV in-
dustry was in its infancy. 

“I’ve never seen such a flood of REITs, 
private equity and high net worth individu-
als coming into the outdoor hospitality 
space,” said Randy Hendrickson, CEO of 

Westlake Village, Calif.-
based United Park Bro-
kers. 

Longtime REITs such 
as Chicago-based Eq-
uity LifeStyle Properties 
Inc. (ELS) and South-
field, Mich.-based Sun 
Communities Inc. (Sun) 
have been par ticularly 

aggressive with their acquisitions, expand-
ing their respective footprints, while im-
proving and, in some cases, adding more 
RV sites where they can. ELS and Sun 
have also been expanding joint ventures 
with other companies targeting the private 
park business. 

ELS owns 446 properties, 216 of which 
it classifies as RV resorts, while Sun owns 
477 properties, including 160 RV resorts 
and 33 resorts with both RV and manufac-
tured housing sites, according to docu-
ments on file with the Securities and 
Exchange Commission (SEC). 

Sun has also recently acquired some of 
the biggest companies in the RV resor t 
business, including Milford, Ohio-based 
Leisure Systems Inc. (LSI), now known 
as Camp Jellystone, which franchises 75 
Yogi Bear’s Jellystone Park Camp-Resort 
locations across the U.S. and Canada. In 
November, Sun also announced its $1.3 
billion acquisition of Park Holidays UK, the 

second largest owner of vacation commu-
nities in the United Kingdom. 

Many other REITs, institutional investors 
and private equity firms that previously fo-
cused on other types of commercial real 
estate, such as apartments, self-storage 
units and hotels, are diversifying their port-
folios to include campgrounds, RV parks 
and resorts. 

 “Suddenly, the private capital investor 
who may have been buying or fixing up 
self-storage units or hotels started seeing 
an opportunity (in the private park sec-
tor),” said Bob Kaplan, of NAI Outdoor 

Hospitality Brokers in 
Basalt, Colo. 

One of the most 
salient examples of this 
capital shift involves The 
Jenkins Organization of 
Houston, Texas. Previ-
ously a powerhouse in 
the self-storage busi-
ness, the company has 

spent the past five years targeting the 
campground business, acquiring Jelly-
stone Park locations in several states in 
addition to launching its own network of 
RV resorts, which it is marketing under the 
Great Escapes RV Resorts brand. 

The stepped-up pace of public and pri-
vate investment in RV parks and resor ts 
was underway before the pandemic, Ka-
plan asser ted, adding that volume of in-
vestment in the private park business only 
intensified with media publicity highlighting 
record RV sales and rocketing demand for 
campsites across the country.  

“These investors were looking for 
higher yields,” he said. “They were looking 
for another category (of investment) to put 
their money to work.” 

Kaplan added that many institutional 
and private investors who previously put 
their money in hotels, self-storage, apart-
ments and other sectors of commercial 
real estate have found a new opportunity 
with private parks.  

“RV parks are heavily mom and pop 
(owned and operated),” he said. “But (in-
stitutional investors and private equity 
groups) have more capital and can add 
more amenities. If you’ve been a hotel op-
erator, then cer tainly you can figure out 
how to run an RV park. In my eyes, a 
highly transient park is like a hotel without 
walls.” 

For their part, investors who aren’t fa-

miliar with running a private park can eas-
ily find third party management companies 
such as Blue Water, Advanced Outdoor 
Solutions or Horizon Outdoor Hospitality 
to do it.  

“For the first 10 years of the company’s 
history, most of our clients were individual, 
‘mom and pop’ owners of single assets 

that had run the property 
for a decade or two and 
were ready to take a 
back seat but weren’t yet 
ready to sell,” said Hori-
zon’s CEO Scott Foos. 

“In those cases,” he 
continued, “we’d operate 
the proper ties for them 
to increase value through 

best practices and put them in a better po-
sition to receive top dollar when the time 
to sell came. Over the last five years or so, 
we’ve seen a shift in inquiries, where al-
most exclusively, our clients are profes-
sional money groups who have a serious 
intention of making bigger plays in the 
space. These groups do not want to oper-
ate the locations themselves and are used 
to partnering with experienced profession-
als to maximize the value of their asset and 
reduce their liabilities in the space.”  

Hendrickson said investors have also 
expanded the types of parks they are tar-
geting for acquisition.  

“Whereas a few years ago,” he said, 
“the criteria may have been 200-plus sites 
in the Sunbelt, investors now recognize 
that perhaps 70-site parks with additional 
acreage are the best methodology for get-
ting a foothold (in the market), in essence, 
getting locations now, and extracting in-
ternal value later through expansion or 
repositioning.” 

Many companies that own and operate 
private parks have access to more invest-
ment capital than they’ve ever had before, 
which enables them to not only build new 
parks from the ground up, but to step up 
their acquisitions of private parks and in-
vest in needed improvements or expan-
sions that the previous owners were either 
unable to do owing to a lack of capital. 

Companies like Blue Water originally 
made investments using founders’ capital.  

“We now have an expanded investor 
base comprising high net worth and insti-
tutional investment,” Kruelle said. 

That capital has enabled Blue Water to 
quadruple its portfolio holdings to 34 na-

tionwide RV resor ts and campgrounds 
over the past three years, of which four 
resor ts are under development, Kruelle 
said. He said Blue Water has a $400 mil-
lion development pipeline, including new 
ground-up development and expansion 
projects.   

Last year, Turnstone Group, which 
made its first RV park investment in 2015, 
announced a joint venture with Blue Vista 
Capital Management of Chicago to pursue 
up to $200 million worth of new acquisi-
tions and development opportunities in the 
RV park and outdoor hospitality arena. 

In April, Boston-based Rockpoint, one 
of North America’s largest real estate in-
vestment funds, announced a strategic 
par tnership with Margaritaville Enter-
prises LLC, which launched the Camp 
Margaritaville brand of luxury RV resort 
destinations last year. 

The infusion of investor capital and in-
creasing profit opportunities in the outdoor 
hospitality industry have also enabled pre-
viously small players to build significant 
portfolios. Examples include Athena Real 
Estate of Orlando, Fla., which has grown 
its Applebrook brand of RV parks and re-
sorts from a single park, Cypress Camp-
ground in Winter Haven, Fla. 14 years ago 
to 12 RV parks and resorts in four states, 
including RV resorts in New Orleans, La., 
Atlantic City, N.J. and Lake George, N.Y. 

Meanwhile, the number of private equity 
groups targeting the private park sector 
continues to grow. 

Last year, Han Capital established a 
new division focusing on campgrounds 
and manufactured housing communities, 
and recently announced its acquisition of 
Glenwood Canyon Resort in Glenwood, 
Colo. 

In January, Halmos Capital Partners 
announced the formation of Cedarline 
Outdoor, an investment group focused on 
strategic acquisitions in the RV park sector, 
starting with the acquisition of two parks 
in the White Mountains of nor thern New 
Hampshire. 

The camping consumers are benefiting 
from increased investments as park oper-
ators invest not only in new campsites, but 
in nicer amenities, including upgraded 
water and power connections and state of 
the art Wi-Fi. 

 “We want to make our properties the 
best they can be,” said Richard J. O’Brien, 

CEO of Athena Real  
Estate & Applebrook RV 
Parks, adding, “We’re 
finding opportunities to 
improve the proper ties 
that we purchase, and 
that makes for happy 
campers. There is strong 
demand for high-quality 
RV parks.” 

Of course, the more investors improve 
the existing inventory of campgrounds and 
RV parks, the more likely they will be able 
to retain today’s camping consumer. 

While RV park buyers have faced bid-
ding wars in recent years, as well as as-
tronomically high prices for building 
materials and supplies, complicated by 
supply chain issues, park operators tell 
Woodall’s Campground Magazine that ris-
ing interest rates will soon have a moder-
ating effect, not only on RV park prices, but 
on the costs of improving and expanding 
their parks.  WCM

Investment Groups, Lured by the Magic of the Outdoors, 

Expand Reach in RV Parks, Campgrounds Marketplace 
n  BY JEFF CRIDER

Carl Kruelle

Bob Kaplan

Scott Foos

Richard J. O’Brien

Randy Hendrickson

Park developments are springing up across the country as many investment groups are 
focusing on the outdoor hospitality industry. Photo: Shutterstock
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dors. Campground operators don’t 
want the liability of an on-site mo-
bile wash or on-site tech, so they 
refer their guests to a trusted 
source to come in and do the 
work. 

And what about the kids and the 
pets? Your campground may have 
a pool, jumping pillow or pet park, 
but are your guests coming to you 
just for those items? What about a 
water park or other local attrac-
tions? Are you one of the only 
campgrounds in America that has 
a licensed vet or pet groomer on-
site? If not, your guests need to 
know who you recommend. The 
one thing COVID taught us all is 
how important medical and phar-
macy services are, so have the info 
ready for your customers. 

You see, you might be more like 
a resort than you think (without 
giving a false impression), because 
there is very little that you can’t 
offer your customers through net-
working opportunities. Know 
what you are and advertise ac-
cordingly. 

Don’t just market what you 
have; market your network to your 
customers when they arrive. Pro-
mote the services you have, but 
also be sure they know how to ac-
cess the services you don’t. 

 
Michael Moore is the general 

manager of AGS Guest Guides, a di-
vision of Texas Advertising, as well 
as the Supplier Council representa-
tive on the National Association of 
RV Parks and Campgrounds’ Board 
of Directors. You can email him 
with any questions or concerns at 
michael@texasadvertising.net or 
visit www.AGSPub.com  WCM  

Visitors to your campground typically aren’t from your community 

and don’t know the local haunts. Could they go to the local Apple-

bee’s? They could, but they can do that anywhere. They can only get 

the local flavor at a local place.

Are You an RV Park, Campground or Resort?
GUEST VIEW

With the influx of cash coming 
into the campground industry, ac-
commodations are getting bigger, 
with more things to do on-site 
than ever before. Now, when you 
hear of a nice, new campground 
that has the word ‘resort’ in the 
name, they mean it. On-site din-
ing and entertainment, shuttles to 
tourist attractions and more are all 
characteristics of a resort — 
whether it’s in the campground in-
dustry or not — with the intended 
goal of keeping visitors on-site as 
much as possible, though that is a 
bit counterintuitive regarding 
nomad guests. 

Back to the original question — 
what are you and what’s in a 
name? Being a campground resort 
as described above is great and a 
real benefit. It should be every-
one’s goal to provide top-notch 
service, clean facilities and a great 
experience. RV parks, camp-
grounds and resorts can do all 
those things and many, if not 
most, do exactly that. 

But truth in advertising still 
matters. For example, if you have 

a very nice campground but not 
the amenities of a resort — a pool, 
on-site dining or take out, water 
park…etc. — you wouldn’t want to 
give people the wrong impression 
by naming yourself as having 
those things. Keep in mind you 
only get to make a first impression 
ONCE! The good news is that with 
the amount of RVers on the road, 
not all of them are looking for an 
all-inclusive property. They’re OK 
paying a reasonable rate for a site 
if it has full hookups, great cus-
tomer service and it’s easy to get in 
and out of. 

Speaking of resort properties, 
how can you give your customers 
a great camping experience with-
out the luxury of having dozens of 
amenities on-site? That part is sur-
prisingly simple. Engage fully with 
your community to facilitate the 
things your customers will need 
the most. What are those? Food, 
for starters. Remember that the 
stove is the least used item in an 
RV! And, as much as the Hunt 
Brothers Pizza company would 
love your campers to eat its pizza 

three times a day, chances are they 
won’t. (Personally, I would, but 
that’s a different story.) 

Your customers need a quick 
and easy way to know what there 
is to eat in town. Will some of them 
Google it? Maybe, but surveys 
show that many campers are look-
ing to disconnect from their elec-
tronics — that’s why they are 
CAMPING! Will a lot of them ask 
your front office what’s good 
around here? You bet; and having 
that info to distribute is critical. 

Visitors to your campground 
typically aren’t from your commu-
nity and don’t know the local 
haunts. Could they go to the local 
Applebee’s? They could, but they 
can do that anywhere. They can 
only get the local flavor at a local 
place. 

What about cleaning and main-
taining their rig? As much as we 
hope and pray RVs don’t need a fix, 
they almost always do. But your 
guests don’t know who to call 
when they’re hundreds of miles 
away from home. That’s where you 
come in, with your preferred ven-

 
Michael 
Moore
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allows for you to pay continuing ex-
penses and payroll. 

This coverage is not a stand-
alone policy; it is a rider or en-
dorsement to the Great American 
Insurance Commercial Package 
policy covering General Liability 
and Property insurance for parks. 
Note that policyholders should al-
ways look at their specific policy 
and coverage forms to determine 
coverage. The endorsement format 
is designed to make Violent Event 
coverage accessible and affordable. 
Most of all, Great American’s Vio-
lent Event coverage provides secu-
rity and peace of mind during 
uncertain times. 

Stand-alone violent event poli-
cies are also available. This cover-
age will often provide risk 
management onsite training as well 
as Liability protection for lawsuits 
claiming negligence. In addition, 
policies typically have some post-
loss support available. Coverage 
forms vary widely and would need 
to be considered on a case-by-case 
basis. There is a more involved ap-
plication process and premiums 
run well into the thousands, many 
times more than an endorsement. 

Creating a plan to train for a po-
tential violent event, enhancing 
safety at your parks and communi-
cating with staff, campers and law 
enforcement are all essential. Hav-
ing insurance protection to help 
you navigate and recover from a vi-
olent event can help you help oth-
ers, as well as add to your peace of 
mind and your ability to continue 
operating a successful camp-
ground. 

 
Irene Jones is an associate in risk 

management and the program 
manager for the Marshall & Sterling 
Campground Insurance Program  
WCM  

Campgrounds can mitigate these risks with gated entry, security  

cameras, park patrols, employee screening processes and good first 

responder relations. It is essential to have an emergency action plan 

that includes responding to a violent event.

Protect Against Violent Events with Planning, Insurance
GUEST VIEW

The campground community is 
shocked and saddened to learn 
about an active shooter incident at 
a public campground in Iowa that 
took the lives of two parents and a 
six-year-old child. Camping has be-
come a refuge for the American 
public, and this tragedy has raised 
concerns for safety and has poten-
tial impacts on campers’ peace of 
mind. 

Private campground owners can 
take action. It’s important to under-
stand the realities of violent events 
in America today, your duties to 
staff and campers, as well as how to 
prepare and react to an active 
shooter incident. Insurance is also 
available to campgrounds to help 
put the pieces back together after 
an incident. 

According to the FBI, the num-
ber of active shooter incidents 
jumped by 96.8% between 2017 (31 
incidents) and 2021 (61 incidents). 
These incidents have also grown in 
severity, with three out of the five 
deadliest mass shootings in U.S. 
history occurring in the past 
decade. 

The most common targets are 
those that are easily accessible to 
the public with limited security. 
Campgrounds can mitigate these 
risks with gated entry, security 
cameras, park patrols, employee 
screening processes and good first 
responder relations. It is essential 
to have an emergency action plan 

that includes responding to a vio-
lent event. Train staff to recognize 
the sound of guns. Practice evacu-
ation routes and communication 
methods with staff and campers 
and develop a plan with the police 
and first responders in your area. 

Primarily, organizations have a 
“duty to warn,” meaning they must 
inform the necessary parties and 
take preventive measures if they 
identify potential hazards on-site 
— including individuals who pose 
threats to others’ safety. 

Marshall & Sterling’s Camp-
ground Insurance Program pro-
vides safety resources for you to 
make plans to prepare for and re-
spond to an Active Shooter. 

Marshall & Sterling has a Violent 
Event Coverage that can be en-
dorsed onto the property section of 
its exclusive Great American Insur-
ance policy. The advantages are 
easy application, low cost, broad 
coverage and wide availability. The 
weapon involved can be a gun, 
knife, in fact anything — as long as 
deadly force is involved. The en-
dorsement also covers violent 
events that threaten the use of 
deadly force to cause bodily injury.  

So, if, a disturbed camper fires a 
shot at other people and misses, it 
is still considered a violent event, 
and holding or threatening to hold 
a person hostage is also covered as 
a violent event. All of these situa-
tions leave an aftermath of trauma. 

This coverage provides remedies to 
cope, regroup, mourn and, eventu-
ally, to move on. 

The endorsement pays for 90 
days of business income and extra 
expense coverage. It also helps park 
owners put things back together — 
emotionally, financially and pri-
vately with the families of the de-
ceased and publicly with the 
media. It pays for extra expenses 
such as counseling for campers and 
staff and increased temporary se-
curity onsite. It allows the park 
owner to bring in a crisis manage-
ment or public relations firm to 
handle the media and communica-
tions. The coverage affords the park 
leadership the support of a team of 
professionals to help rebuild the 
well-being of the people affected by 
the tragedy and the reputation of 
the business. 

Before you can re-open and re-
turn to normal you need to pick up 
the pieces. Expenses to clean and 
disinfect biohazard areas are cov-
ered. Outsourcing biohazard 
cleanup to specialists spares you and 
your staff the added trauma of han-
dling the crime scene. Policyholders 
can even offer to pay for funeral ex-
penses of deceased victims, up to 
$10,000, to comfort the families. 

If you are shut down due to a vi-
olent event Business Income cover-
age pays for lost net income that 
would have been earned if the vio-
lent event had not taken place and 

 
Irene 
Jones



WOODALLSCM.com                                                                                                                                                                                                         September 2022 17



September 2022                                                                                                                                                                                   Woodall’s Campground Magazine18

More Well-Known Industry Players Look at Expanding into Glamping Market
 
Editor’s Note: This story first appeared in 

Glamping Business Americas and is repub-
lished here by permission.  

North Americans’ love affair with glamping 
has more established companies looking at ex-
panding their branded glamping footprint 
across the U.S. and Canada. 

Until now, much of the growth in glamping 
facilities came one “glampground” at a time. 
Existing campground owners carefully added 
glamping facilities to their parks, existing busi-
nesses such as wineries and farms added a 
few sites and new entrepreneurs entered the 
market with larger, glamping-specific upscale 
locations in poplar markets. 

While glamping brands with multiple loca-
tions are out there (think Under Canvas, Col-
lective Retreats and Tentrr, to name a few) the 
rapid maturation of the glamping industry now  

has more industry players thinking about 
wide-ranging expansion. 
KOA’s Terramor Resort brand set to expand 

“From our perspective, we’ve always known 
the value of a brand,” said Kampgrounds of 
America Inc.’s (KOA) Chief Marketing Officer 
Whitney Scott. Scott oversees the marketing 
and operations of KOA’s Terramor Outdoor Re-
sort location near Bar Harbor, Maine.  

After two summer seasons of operation at 
its Bar Harbor location, KOA is set to announce 
at least two more Terramor Outdoor Resort lo-

cations somewhere in the 
U.S. later this month. The 
expansion will be a major 
benchmark in KOA’s 60-
year history in camping. 

“We wanted to test it all 
first,” Scott said. “But we 
always knew the plan was 
that if it all works, we 
wanted to expand it.”  

KOA’s slow-and-steady approach to grow-
ing the Terramor brand is both by design and 
necessity. 

“We want to make sure that the new resorts 
we announce are actually going to happen,” 
she said. “You don’t want to announce that it’s 
coming and then not be able to build it.”  

Unlike traditional campgrounds, there aren’t 
many existing glamping parks operating and 
available for purchase and consolidation. That 
forces brands to build new glamping parks 

from scratch. 
During those first two years of operation, 

Terramor was able to push its Net Promoter 
Score (NPS) to a world-class level of 90.3. 

“We’ve done all of the market research and 
are doing what we need to do to make sure we 
are meeting the expectations of our guests,” 
Scott said. “That is so important. We know we 
are setting ourselves up for a large brand pres-
ence across the nation.” 

Scott said KOA’s six decades of experience 
operating and franchising more than 500 tradi-
tional campground locations gives it the upper 
hand in expanding its Terramor Resort glamp-
ing brand. 

“A lot of people who have come into the 
glamping market don’t understand the intricacies 
of growing a brand or how to facilitate market 
expansion in very diverse places,” Scott said.  

Although Scott said KOA has “nailed” the 
tent structure facility in Bar Harbor, the same 
structure might not work at either cold weather, 
hot weather or “wilder” locations. 

“We may need a better insulated tent to hold 
air conditioning in the deep south and we may 
need hard-sided structures in bear country,” 
she said. 
First comes inventory, then brand expansion 

The traditional, RV-driven campground busi-
ness has seen a fair share of consolidation in 
the past few years as owners purchased addi-
tional properties to capitalize on camping’s bur-

geoning popularity. Scott said that consolidation 
of ownership is starting to occur in glamping, 
too, but it takes more than a collection of parks 
to start a brand. 

“Of course, you do have to have the inven-
tory first before you can expand into a mar-
ketable brand,” she said. “Just like hotel chains 
and bookstores that consolidate to grow, more 
glamping brands will emerge as the consolida-
tion of inventory happens.”  

Scott said she suspects more than a few 
glamping locations are already in the testing 
phase of adding more parks and adding brand 
marketing to their mix. 
New expanded brand players in Canada, too 

While there are glamping brands in Eastern 
Canada, the less-populated Western provinces 
were a bit underserved for 
glamping locations until 
Glamping Resorts Ltd ar-
rived in 2018. 

Glamping Resorts Ltd 
General Manager Melissa 
(Mel) Zoller says the pri-
vately-owned company is 
set to open its third glamp-
ing resort (Glamping Re-
sorts Ltd at Castle Rock Provincial Park, 
Alberta) in 2022. The group’s other two loca-
tions are Saskatchewan Landing Provincial 
Park Resort north of Swift Current and the 
North Shore Resort on Buffalo Pound Lake 
just north of Moose Jaw, Saskatchewan. 

“We’ve got an assertive growth plan over 
the next three years,” Zoller said. “We’re ex-
pecting to have up to seven more resorts 
throughout Western and Central Canada offer-
ing glamping. It was always the plan to have 
multiple branded locations. It allows us control 
and consistency.” 

While Zoller said each Glamping Resorts Ltd 
location will continue to have its own unique set 
of amenities and local attractions, the plan was 
always to market the parks under a single 
brand, capitalizing on market research that said 
potential guests highly value consistency in the 
facilities they select, as well as consistent de-
livery of service. 

“We have many families coming back to our 
parks or giving our second park in Saskatchewan  

a try because they know they will experience 
the same quality and level of service,” she said. 
“A brand makes it easier for us to control all of 
those variables across multiple properties.” 

Targeting inexperienced guests 
Both Zoller and Scott said the target market 

for their glamping brands isn’t necessarily ex-
perienced campers. 

“We might see an older generation that 
camped while growing up, but now they like the 
idea of sleeping in a nice bed and having a hot 
shower at the end of the day,” Zoller said. “The 
younger generations may not have much expo-
sure to the outdoors at all. They want to explore 
nature, but they are really looking for a hotel in 
the forest.” 

n  BY MIKE GAST

Whitney Scott

Melissa Zoller

Glamping Market –  continued on page 38

Experts note that they expect more expansion in the glamping segment as brands 
begin to add locations. Photo: Northshore Resort on Buffalo Pound Lake

Listening to customers is key as brand  
expansion begins. Photo: Terramor
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n  BY RON BARGER

midst the growth in the outdoor hospitality industry, manu-
facturers of park model RVs (PMRVs) and cabins are experi-
encing record sales. Although many of the manufacturers 
that Woodall’s Campground Magazine (WCM) spoke with in 
this business roundup are experiencing extended lead times 
due to supply chain bottlenecks, all reported significant or-
ders that may result in another record year. This is despite in-

flation and interest rates rising in the marketplace. 
    With just a few exceptions, most park model RV builders are taking or-
ders today for units that will be delivered a year or more out.    
    The park model RV and cabin segment occupies a unique position in the 
outdoor hospitality industry because its products cross over from recre-
ational use to the more traditional and practical housing segment. 
    Many of these manufactured housing firms are in the habitat business 
for second homeowners and housing communities. When housing is tight, 
buyers choose their products over traditional, stick-built options. When 
times are good, the vacation getaway market picks up. 
    John Soard, the president of Woodland Park Homes based in Middle-
bury, Ind., notes that the company is still dealing with a very large backlog. 

“The current state of the backlog is huge throughout this 
entire year and still ongoing,” he shared. “We’ve never expe-
rienced this much of a backlog, either as a company or per-
sonally. I’ve been in the industry for over 30 years. It’s 
incredible. Part of it as we look at 2023 is the fact that our 
products are designed to be parked. They aren’t being towed 
around. I don’t see park models being as negatively affected 
by the high gas prices. 
“If interest rates start getting high it could hurt the indus-

try,” he added. “The actual cost of the product under infla-
tionary pressures right now could weigh on the market as well. But at this 
point, I’m knocking on my wooden desk that it won’t.” 

Established park model RV makers, such as Cavco Park 
Models and Cabins are expanding production dramatically 
with new facilities dedicated to building only PMRVs for 
campgrounds and resorts. 

“Backlogs are deep,” noted Tim Gage, vice president of park 
model RVs and cabins for the Phoenix, Ariz.-based company. 
“It’s unusual, but with the addition of our new park model 
factory coming on board later this summer we hope that 
we’re going to put a good dent in that backlog at least at 
some point.” 

A

John Soard

Tim Gage

    He stated the new plant is a 120,000-square-foot facility across the free-
way from the Arizona Cardinals stadium. 
    “It’s probably the most state-of-the-art, brand-new park model plant in 
the U.S.,” said Gage. “Plus, it’s air-conditioned. We hope to be able to build 
four to six PMRVs per day out of the facility.” 
    All the manufacturers agreed that when it comes to labor issues, the so-
lution is higher pay and treating employees right to keep up retention 
rates. 
    “We’re trying to do whatever we can to attract employees,” added Gage. 
“The new facility’s got state-of-the-art equipment, air conditioning and a 
break room that looks a lot like a restaurant sports bar.” 
    Dick Grymonprez, director of park model RV sales for Skyline Cham-
pion, noted that production levels on both the PMRV and manufactured 
housing side of things are strong. He highlighted that the 
company builds PMRVs in 12 different plants across the U.S. 
and noted that sharing production space with manufac-
tured housing does have its challenges. 
    “We’re opening a brand-new plant here soon in Laurin-
burg, N. C., that will be prepared to build PMRVs,” Grymon-
prez noted. 
    He said his company is eight to 12 months out in every 
plant from order to delivery. 
    This environment of optimism breeds entrepreneurial 
endeavors as well. A new company on the block, Elevation Park Models, 
came online just this past February in a 65,000-square-foot facility in 
Elkhart, Ind. WCM spoke with co-founder Brent Kattau who started the 
firm with business partner Joel Lederman. Both are industry veterans.   
    “Things are going phenomenally well,” said Kattau. “We’ve got great em-
ployees, a fantastic location and facility, and an outstanding dealer net-
work that has been wonderful to us. I know that everybody needs product, 
but it’s just been a very good experience. They’ve bent over backward to 
vouch for us and speak well of us.” 
    He said that as a new company Elevation has had the advantage of 
tooling up to build for the current demand. But it chose a go-slow ap-
proach to not overwhelm its start-up production and end up with quality 
issues. 
    “We knew the orders were there, but we wanted to make sure what we 
were putting out the door was right,” stated Kattau. “We chose to open the 
doors and shoot for three a week to make sure we were checking all the 
boxes. Dealers were happy and customers were happy, and we are doing 
things right.” 

PMRV manufacturers have been retooling and expanding to keep up with a 
demand that doesn’t seem to be slowing down. Photo: Cavco Industries Inc.

Park Model Manufacturers Uniquely Positioned 
for Stability in Current Business Environment

Dick Grymonprez
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Real Log Park Model Cabins

www.LancasterLogCabins.com • 717-445-5522
Located in Lancaster, PA

• Real Log Cabins on Wheels 

• Preassembled & Turn-Key 

• RVIA Seal (Park Model RV) 

• High Quality & Durability  

• Amish Craftsmanship 

• Affordable Pricing 

• Quick Pay-Off 

CALL TODAY

CAVCO INDUSTRIES INC. 
Gage stated that the biggest PMRV floorplan it’s producing currently sleeps 

four to eight people. The specifications are geared towards the glamping  
industry. 

“We’ve even built a park model with a glamping tent on the porch,” he shared. 
“We do a lot of coastal-type products that look like beach resorts. Everything we do 
is themed on the park developers and what they want. If it’s in the mountains, like 
Yosemite or West Glacier, for example, we build a bunch of cabins and we make 
them look like they’re existing lodging.” 

He said what is hot on the street is a lot of the technology that is built into the units.   
“We teamed up with Sonos and a lot of our high-tech units are smart houses with 

Bluetooth devices inside them, so people can log on with their phones and not use 
the park data feeds,” Gage explained. “There are so many things that we do, and we 
just try to stay ahead of the competition.” 

Cavco brands manufactured across North America include Cavco Homes, Fleet-
wood Homes, Palm Harbor Homes, Nationwide Homes, Fairmont Homes, Friend-
ship Homes, Chariot Eagle and Destiny Homes. 

800-622-8260  •  www.parkmodels.com 
 

ELEVATION PARK MODELS 
As a startup, Elevation Park Models has sim-

plified its floorplans and décor choices. 
“We eliminated some options,” said Kattau. 

“We didn’t come out with maybe as thick of a 
decor book as others but the dealers themselves 
have liked that because they’re able to sell stock 
units again.” 

Currently, the company offers seven floor 
plans, with either a loft or no loft option. Eleva-
tion Park Models also can switch out bath-
rooms or bedrooms in units.   

“We don’t do custom work yet, so you have 
six cabinet options, five flooring options, some 
wall options and fabric options,” Kattau noted. “It still gives the end user plenty 
of opportunities to meet their needs.” 

The Elevation 5-107 model is a front kitchen model that is selling extremely 
well, and its 5-105 model is a two bedroom that also sells well. 

The company already has close to 30 dealers available on its dealer locator 
website. 

574-501-3300  •  www.elevationparkmodels.com 
 

KROPF INDUSTRIES INC. 
Trevor Kropf, general manager of 

Kropf Industries, continues to see steady 
business at the company that was 
founded in 1946.  

“We have about 30 to 35 active dealers 
right now, with two in Canada,” said Kropf. “We’ve always had what we call our 
Island Series that makes up about 70% of our business. That’s always been our 
high-end model that we’re able to customize and provide everything to our cus-
tomers with.” 

He stated a few of his dealers switched their focus during the pandemic to 
request more streamlined units at simple price points that sell quickly. 

“We can run higher numbers when we do that, but I would say our Island 

Joel Lederman (left) and Brent Kattau
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Series is still our bread and butter,” he clarified. 
Kropf is also coming out with a new PMRV series, Eldorado. 
“That will be our very, very high-end unit,” Kropf explained.   
The Eldorado is a retro-type spinoff of a series built in the 

1980s for a dealership of the same name it had down in Florida. 
“We had a sales lot down there, so we’re playing back off that 

name,” said Kropf. “Many of our dealers are excited about that. 
It will come out at the dealer open house in September, but it is 
not for everyone as it’s a super high-end unit.” 

In addition to these 2022 changes, the company is eliminat-
ing its Lakeside LE Series and combining it with its popular Lakeside models.   

800-634-2171  •  www.kropfind.com 
 

LANCASTER LOG CABINS 
Things are going well for Lancaster 

Log Cabins, according to Dan Smucker, 
owner and business manager of the 
Gap, Pa.-based company. 

“We’ve had a record year,” said 
Smucker. “It seems like every year we’re 
almost doubling what we did the year 
before. For a campground, our lead time is right around 13 to 14 months or so. It 

used to be like 16 to 18 months.” 
Part of cutting that lead time is upping production with a new 

facility.   
“We’re building a new production building,” said Smucker. 

“We’re in the process of that right now. That’ll help us grow pro-
duction by about 50%, so that’s big. That’s kind of what helped 
our lead time. 

“Right now, we have right around 35 employees,” he added. 
“When it’s all said and done, we’ll have about 50. We’d like to pro-
duce 15 cabins a week, so five more cabins a week compared to 

what we’re doing now.” 
Smucker said two of his park models are selling well to campgrounds. 
“We’re selling a lot of Sierras and a lot of Ranchers,” he explained. “Those are 

by far our two most popular models, especially the Rancher with a loft option. 

The Sierra also comes with a loft. Those are the only two models that come with 
a loft, so those are hot units right now.” 

He said the Sierra is a one-bedroom with a private bunk room that also in-
cludes a 10-foot porch. The Rancher doesn’t come with a porch because it has a 
bedroom on each end. 

“We have a few really big customers who order 50 to 100 each year,” Smucker 
said of the larger campground developers. “We’re hoping to do 750 cabins next 
year. This year we’ll be at right around 500.” 

717-445-5522  •  www.lancasterlogcabins.com  
 

VACAVIA COTTAGES & CABINS  
(formerly Pinnacle Park Homes)  

Pinnacle Park was purchased in 
November 2021 from Randy and 
Terri Stewart and is being rebranded 
as Vacavia Cottages & Cabins. The 
firm is based in Ochlocknee, Ga. 

“Vacavia Cottages & Cabins has 
been very busy in 2022,” said Matt 
Williams, president and operating 
partner. “We have tripled the size of 
the business in the first six months. We 
are on track to double the size of the 
business yet again by the end of 2022. 
This projected sixfold annual growth 
likely positions Vacavia Cottages & 
Cabins as one of the fastest growing PMRV manufacturers in America.” 

He stated that as of June, Vacavia Cottages & Cabins had a backlog of four 
to six weeks. Vacavia now offers 12 base models, each of which is available 
in either a cottage or cabin. 

“We expect our backlog to grow to six months or more by the end of the 
third quarter of 2022,” Williams added. “A customer purchasing a new park 
model home from Vacavia Cottages & Cabins can expect to receive it in 

about six weeks.” 
Vacavia Cottages & Cabins con-

tinues to focus on its line of rustic 
cabins, though it recently devel-
oped the Vacavia Signature Line of 
luxury park model homes with up-
graded materials, fixtures and ap-
pointments. 

Vacavia Cottages & Cabins is also 
releasing an eight-foot-wide con-
sumer towable tiny home coded to 
the ANSI 119.5 Park Model RV stan-
dards.   

“This tiny home movement 
continues to gain traction,” 
Williams said. “We have received 
an overwhelmingly positive re-
sponse to this new model. The Va-
cavia Tiny Home measures 25 feet 
by 8 feet and weighs in under 
8,000 pounds, making it towable 
by many light- and medium-duty 
pickup trucks. 

“These are still intended to be 
destination trailers as opposed to 
RVs that are regularly used over the 
road, but the ability to relocate 
these tiny homes with standard 
pickup trucks by the end user is at-
tractive to many,” he added.   

866-574-5159 
www.vacavia.com 

Dan Smucker

Trevor Kropf
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SKYLINE CHAMPION  
“We’re seeing a little decline in 

business on the HUD side,” Gry-
monprez said. “The park model side 
has not slowed down at all though. 
There are a lot of new resorts right 
now. It just seems like there’s a big 
demand for park models.” 

More upscale PMRVs are selling 
for Skyline Champion. 

“It used to be, when we were dealing with campground owners they always 
said, ‘What’s the cheapest thing you have?’” Grymonprez explained. “Today it’s 
like, ‘What type of amenities can you put in here to make this nicer?’ They want 
nice appliances, bigger porches and those types of things that make the units 
nicer. 

“One of our best-selling park models has a bedroom, a bunk room and a loft 
in it so they can sleep eight to 10 people,” he added. “Lofts have become more 
popular. We used to sell probably 50% of our product with lofts, now its 70% of 
our product sold.” 

Grymonprez noted that moving forward the company is looking at PMRV-
only plants and individual lines inside of existing plants that focus solely on 
PMRVs. 

903-677-0108 
www.athensparkmodelrvs.com  •  www.skylinepm.com 

PRAIRIE KRAFT LOG CABINS 
Great Falls, Mont.-based Prairie Kraft Specialties LLC 

is not an RV Industry Association (RVIA) labeled park 
model manufacturer but rather a solid log modular 
cabin builder for more permanent installations for re-
sorts and campgrounds.  

“Our smaller, simple, more basic cabins are probably 
about three months out right now,” said Bethany Bene-
dict, sales manager for the company. “Deluxe units are  
five to six months out.” 

One of the few builders willing to share pricing information in this up and down pricing 
environment, cabins can be optioned for just about any price range. 

“For the smaller basic units, you can get in around $30,000 for a dry, sleeping cabin,” 
said Benedict. “Then if you’re going to go two-bedroom, full kitchen, bathroom, deluxe, 
all set, ready to go, you’re looking at about $130,000. It’s the Double Deluxe that has been 
our most popular floor plan the past year. All of our stuff is made in America.” She stated 
that since most of the logs are sourced from Montana and Northern Idaho and other ven-
dors are based regionally, supply chain issues have not been too tough to handle. 

“We’ve been in business 42 years,” said Benedict. “We’ve been working with most of our 
vendors that long as well. Trucking things to people, like exporting, is more difficult. Most 
campgrounds order multiple units. We’ve had customers that are getting 10 or 12 units.” 

Prairie Kraft sells two kinds of cabins. It sells do-it-yourself kits with a link and lock, 
numbered assembly with everything pre-cut and pre-drilled with drawings to build on-
site. These can be customized. 

“We can build as big as you want, like two-story homes,” Benedict said. “Then we have 
another set of our business that is pre-built and we truck it on a wide load semi. The largest 
we can get going down the road is about 16-foot wide by about 40 feet long.” 

406-727-3192  •  www.pkscabins.com
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STONE CANYON HOMES 
Based on its 12-dealer network in the southeastern U.S., Stone Canyon 

homes is a PMRV and tiny house builder in Brilliant, Ala. The company is RVIA 
certified and provides its versatile products to campgrounds and a growing list 
of tiny home communities and resorts in the south. 

It offers seven floorplans. 
Tammi Birch sells Stone Canyon PMRVs through its affiliated dealership 

called Compact Cottages.    
“It has been crazy busy this year,” she said. “Our sales office is in Franklin 

N.C., and we have a tiny home community in Clarksville, Ga. It takes about 
three to five months currently to get a home and we sell about six a month. 

“Our best seller is probably the Alexander and our Seabreeze,” Birch added. 
“The Sedona is also very popular. They are stick built. The upgrades we have 
are beautiful and the high-quality materials and layouts do set us apart.” 

205-465-8011  •  www.stonecanyonhomes.com 
 

WOODLAND PARK HOMES 
“Woodland Park is pretty much a high-

end custom builder,” said Soard. “And we 
usually do most of our business aimed di-
rectly at retail sales. We’re not a company that 
does a lot of rental units or units that are 
going to go into resorts specifically for rental. 
We are set up just to help dealers retail.” 

Priced and appointed at the very top of the PMRV industry, Woodland Park is an  
alternative for high-end resorts or campgrounds segmenting special parts of its sites 
to waterfront or premium locations.   

The company sells in Canada as well. 
“In the U.S. the single-bedroom units with loft, the loft models are mainly what we 

build,” Soard stated. “The Canadian market, which is a good piece of our business, it’s 
basically two-bedroom models because they cannot have any lofts. We’re building a 
lot of single bedrooms with bunk rooms in them. 

“Our No. 1 floor plan is a nice wraparound type of kitchen, single bedroom, nice 
size bathroom and so forth,” he added. “We’ve got a front kitchen for customers that 
want front kitchens and some of those models that are a little bit more. But our No. 1 
selling floor plans, both in the U.S. and Canada are consistent right now. In the U.S. it 
would be the Liberty model and our Canadian version is the Euro Villa.” 

574-825-2104  •. www.woodland-park.com  WCM



September 2022                                                                                                                                                                                   Woodall’s Campground Magazine28

n  BY BEN QUIGGLE

t probably doesn’t come as a surprise to many that manufacturers of 
unique accommodation units are still dealing with an explosion in 
business, especially given the interest in glamping. Manufacturers 
are also still dealing with supply chain issues to some degree, al-
though most that spoke with Woodall’s Campground Magazine 
(WCM) noted that those concerns have decreased in some areas. 

     “We just can’t get caught up at this point,” noted Curt Dinges, president 
of Montana Canvas. “Our biggest battle right now is supply 
chain issues, including getting raw materials and other 
freight concerns. Right now, our lead times sit at about 12-14 
weeks and if you would have asked me six months ago, I 
would have told you I thought we could shrink lead times, 
but so far, we haven’t been able to.” 

Alan Bair, founder and president of Pacific Yurts, said, 
“Business has been very brisk for us over the last few years. 
That has resulted in production lead times 
that are longer than they typically would be. 

As with most manufacturing companies, we have had some 
challenges arise on the supply chain front, but we have been 
successful at minimizing any direct impact to our cus-
tomers.”  
     “If things keep going the way they are right now, we are 
going to have a very good year,” said Dennis Steinman, 
founder of Kansas-based PlainsCraft Covered Wagons. “We 
continue to build on a consistent basis and orders are coming 

I

Curt Dinges

Dennis Steinman

Unique accommodation providers are battling supply chain 
issues, but still seeing steady business as glamping continues 
to remain popular. Photo: Pacific Yurts

Unique Accommodation Makers Handle High Demand, Supply 
Chain Issues and Remain Excited about Industry’s Growth

in strong. We are also starting to get more reorders from customers who say 
our units are working for them.” 
     Brandon Wright, a communications representative for The Conestoga Wagon 
Company, noted that the company is booked out on orders until December. 
     “That is a little bit of an improvement from last year, and the wagons and 
bathhouses continue to drive that growth,” he explained. “The two main diffi-
culties we face are getting materials and keeping costs down. The supply short-
ages don’t seem to be consistent. One week, one item will be out of stock and 
then a different item will be an issue the following week. It just 
adds a little bit of a headache to the whole process.” 
     Jason Higbee, the U.S. sales representative of Netherlands-
based Outstanding Tents, noted that some of his clients are 
nervous about the current economic environment, including 
financing costs.  
     “A lot of them are making adjustments to their plans, usu-
ally in terms of a project size reduction to make things work 
and appease their concerns about the potential economic 
fluctuations or capital costs,” he said. 
Reid Burland, the founder and owner of Lonesome Yurts and Treehouses, 
told WCM that business has been increasing and that the first full year of 
only producing kits went well. 
     “The demand has been increasing and we have been putting out more 
yurts as the year goes on,” he said. 

To get a better picture of the specialty lodging market, WCM spoke with sev-
eral companies to get updates on new products, trends and other news.

Jason Higbee

CEDAR BOUND 
Cedar Bound designs and builds glamping cabins for resorts, glamping parks, vacation rentals and personal 

retreats. 
Bailey Aro Hutchence, co-founder and owner of the company with her husband, Joe “Hutch” Hutchence, 

noted to WCM that since being established in 2019 the business has continued 
to grow. 

“We enjoy helping people who are starting glamping parks or looking at dif-
ferent units, bring their visions to reality,” she explained. 

Hutchence said the company produces a unit that is a hybrid between a 
modern cabin and a two-story tent, including a wood structure that is built 
underneath a canvas tent shell. 

The units come to park owners in a kit based on the scope of the project 
and the customer’s ability to build the units. 

“If someone is looking to order a single unit, they may order one of our kits 
that have timbers included and if they have a little bit of DIY sense, they can 
quickly assemble that using an impact gun,” Hutchence explained. “You may 
need some scaffolding and a material lift to hoist those timbers, but, for the 
most part, it's pretty straightforward.” 

She explained that the frame of each structure is made from timber and that owners can also purchase a kit that allows them to source 
their own timber. The kit would just include brackets, vinyl for the canopy, insulation and canvas. The company also offers windows, doors and other options as add-ons. 

“We have customers that use these structures for office space, check-in points, staff lodging and other purposes besides just rental units,” Hutchence noted. 
218-409-3255  •  www.cedarbound.com 

Bailey Aro & Joe Hutchence
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CONESTOGA WAGON COMPANY 
Wright noted that the Conestoga Wagon Company currently has a backlog on its wagons 

and shower houses, the two most popular products. The company also sells canvas tents. 
He said that the company has stopped selling single canopy wagons and has started pro-

ducing double canopy wagons. 
“Those units are a better insulator and are just gen-

erally a more comfortable product,” Wright explained. 
The Conestoga Wagon Company is also working on 

something new, but Wright said that he couldn’t reveal 
anything until October. 

Conestoga Wagon also offers shower houses for 
campgrounds. The company has flexible layouts with 
one to three toilets, or just shower houses if desired, 
starting at around $38,000 to $45,000. 

307-277-0525  •  www.conestogawagonco.com 

ECO STRUCTURES USA 
Eco Structures USA is the U.S. distributor for the Australian-based com-

pany Eco Structure and offers several different products, including an entry-
level Pop-Up Tent that is designed to be 100% temporary for 
the campground market. 

Josh Bell, a U.S.-based sales representative for the com-
pany, noted that it has been working on several different proj-
ects. 

“There certainly seems to be no shortage of people that 
want to pursue projects,” he explained. 

Bell said that the company plans to start stocking its Pop-
Up Tents in the U.S. so that there will be available stock for 
projects. 

“The goal is to give owners a product that is readily available and that they 
can get their hands on in a shorter amount of time,” he noted. 

In the past, Bell said that delivery windows for most products have sat at 
the four-to-six-month timeframe. 

Another new development that Eco Structures will be promoting at future 
shows is a suite of floor plans in its Eco Cabin line. The cabins have hard sides, 
which Bell said makes them an ideal candidate for employee housing. 

“We are trying to find ways to tackle the issue of how owners house 
campers if they are not traditional work campers,” Bell explained. “Some of these workers don’t bring their own RVs and this 
type of unit is a great example of what they can provide to workers as an alternative.” 

619-997-5788  •  www.ecotentsaustralia.com.au   

Josh Bell

LONESOME YURTS & TREEHOUSES 
Burland told WCM that Lonesome Yurts & Tree-

houses offers several different styles of units from 
yurts to tents and even treehouses. The treehouse 
units with hard panels have been a consistent 
seller recently. 

“Our base model now features metal roofing and log siding,” he said. “Before our 
base model had a shingle roof, but we never sold any of those, so we just upgraded 
from that. 

“That has been very popular since customers can choose their color options 
when it comes to the roofing and they can choose the stain they use on the wood 
siding,” Burland added. “Most of the customers we work with have been looking 
for structures that can be used during multiple seasons.” 

He noted that the company caters to a mix of RV parks and campgrounds, as well 
as glamping parks. 

“We typically see larger orders coming from the glamping segment,” Burland ex-
plained. “But we also have sold units to summer camps and individuals.” 

He noted that supply chain issues have been difficult and that it seems to fluctu-
ate weekly. 

“We have been able to scale up though and maintain our eight-to-10-week lead 
time,” Burland said. 

www.lonesomeyurts.com 
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MONTANA CANVAS 
Dinges noted that the company has re-

cently launched a new website with differ-
ent features that make it easier for 
customers to explore the variety of options 
the company offers. He told WCM that 
Montana Canvas is also working on a new 
tent, but that it probably won’t be ready 
until next year sometime. 

The company has been dealing with a 
flood of orders and supply chain issues as it 
works to keep up with demand. Keeping an 
eye on the economy, Dinges notes that 
Montana Canvas is also focusing on more of 
its core products as it navigates uncertain 
times. 

“There are a lot of new things out there 
that we could probably do, but I don’t know 
if I am willing to invest capital based on 
where everything sits right now,” he said. 

Dinges told WCM that park owners look-
ing to add a new tent need to think about ordering their products as soon as possible. He has noticed most of the attention from customers is focused on the company’s 
glamping packages. 

“We are shipping out a lot of our products without the framing and the customers are just designing their own unique framing because they want that different look,” 
Dinges explained. 

Packages include a 12-by-14-foot luxury model and another that’s a 14-by-20-foot suite. One has a queen-sized bed for two adults, while the other model will accom-
modate a family of four. Package A has everything included. The more affordable Package B leaves the campground to build a fly area. In Package C, the entire frame must 
be provided by the campground.   

Packages start at around $2,600 and range up to $3,800. Owners can add full floor platforms, porches and furnishings. 
406-388-1225  •  www.montanacanvas.com

NOMADICS TIPI MAKERS 
Nomadics Tipi Makers has been building classic Tipis 

for well over 50 years. The company is currently focused 
on building a new website and hopes to launch it soon. 

“It will feature an updated interactive tipi and art 
builder, so our customers can design their tipi using our 
standard designs,” said Tashina Youngstrom, managing 
director of the firm. 

The company continues to see interest in its camp-
ground models with the patented door design. The zip-
pered mosquito door opening is six feet high which allows 
for an easier entrance and a more secure fit, noted 
Youngstrom. 

“This door also offers better ventilation in the summer 
months, while protecting you from flying insects and 
other pests,” she said. “We have customers from all over 
the world purchasing these for nightly rentals or their per-
sonal use.” 

Nomadics has also incorporated more floorplans and 
packages for those customers that want full baths. Car-
tridge toilets or plumbed plans are now available. 

Youngstrom suggests that most campgrounds make a 
village with a grouping of at least three tents on the prop-
erty. 

541-389-3980  •  www.tipi.com  

OUTSTANDING TENTS 
Outstanding Tents has introduced the new Fellow tents in 2022 and is also work-

ing on a new Ranger line. Higbee noted that business has been going well. 
“We have been dealing with supply chain issues like everyone else, but luckily we 

haven’t experienced any bottlenecks,” he said. 
Higbee told WCM that a lot of the projects the company is working with are 

ground-up developments and not owners seeking tents to add to their parks.   
“We are working on things across the country,” he said. “There really are no 

hotspots.” 
Higbee said that the new Fellow tent is designed to fit in a space the size of an RV 

site. He explained the Fellow offers flexible sizing ranging from 160 square feet with 
a simple bedroom to just shy of 300 square feet with a kitchenette and full bathroom 
floor plan options. 

“There are a couple of differ-
ent versions of that tent avail-
able,” he explained. “They are 
designed to be an easy drop-in at 
existing parks.” 

The company’s online show-
room reveals new furnishings 
and stylings for 2022 based on 
guest feedback and glamping 
trends worldwide. 

503-754-0160 
www.outstandingtent.com 
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PACIFIC YURTS 
Bair noted that Pacific Yurts has been seeing 

more orders for larger yurts than in years past. 
“The trend for campgrounds and resorts has 

continued moving toward larger yurts with 
more amenities rather than small yurts with 
minimal amenities,” he explained. “Resorts 
that have offered small rustic yurt rentals in the 
past are calling us to add additional mid or 
large-size yurts for profitable deluxe rental 
units.” 

The company offers a 3D Yurt Builder design 
tool on its website to help customers visualize 
their yurt. Customers can choose from a variety 
of options like size, color, window placement 
and more.  

“The camping and outdoor recreation in-
dustry has exploded in popularity and yurt 
rental units are in high demand,” Bair ex-
plained. “This means the future outlook is 
bright.” 

800-944-02405  •  www.yurts.com

PLAINSCRAFT COVERED WAGONS 
Steinman touted PlainsCraft Covered Wagons' in-unit bathrooms and its in-

sulation system, both of which keep campers comfortable. 
The young company, founded in 2018, is building covered wagon accommo-

dations for campgrounds and resorts and offers a 25-by-10.5-foot, ready-to-oc-
cupy space. 

“The design of our wagons is stable, and we have just gotten better at every-
thing as time has progressed,” he explained. 

Steinman noted that park owners with RV site infrastructure can easily pull 
in a new wagon, hook it up to sewer, water and electric, and start renting out 
the unit. 

“It is an easy product to implement, and they are considered a temporary 
structure, which makes it easier to permit,” he explained. 

Steinman said that the company has some plans on the drawing board for 
new products and that PlainsCraft is focused on increasing its customer basis. 

“Right now, we are seeing movement on the new development front, but we 
are also seeing interest from owners that already have existing parks,” he noted. 

785-748-4588  •  www.plainscraft.net 
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SECRET CREEK 
Formerly known as Colorado Yurt, Secret Creek, is currently moving into a new state-of-the-art pro-

duction facility that it says will help boost productivity and offer more office space. 
Part of the rebranding effort was to introduce several brand umbrellas that highlighted the range of 

products the company offers. The brand umbrellas include “Colorado Yurts,” “Earthworks Tipis” and 
“Destination Tents.” 

“It gives us a chance in the long term to add additional product lines and maybe different structures, 
services and other things underneath our umbrellas,” noted John Gibson, owner and CEO of the com-
pany. 

The company has remained busy over the past few years and is still tackling a large 
number of orders, but Gibson said that there have been signs that economic concerns 
may be popping up.  

“We're more recently feeling a bit of the consumer recognizing the recession is on its 
way,” he explained. “You can feel a pause. Like on the date the Federal Reserve an-
nounced its three-quarter point jump here a couple of months back, it shut off our 
phones in a sense to a very small number of calls for a period of days. It was in that in-

stant that we could feel a little bit of how our customers are begin-
ning to think differently.” 

Secret Creek has also noticed 
that customers are more pre-
pared when they make their ini-
tial calls. 

“They have researched more 
about the products and brands 
that are out there and they have 
a list of questions to ask,” Gib-
son noted. 

Secret Creek is currently 
maintaining an eight-to-10-
week backlog, and Gibson said 
that the company is uniquely 
positioned for large orders. 

“We have doubled our staff 
and tripled the size of our facil-
ity,” he explained. “We have scaled for this growth, and we are ready for it.” 

800-288-3190  •  www.secretcreek.com 

John Gibson

SHELTER STRUCTURES AMERICA 
Keith Krezminski, executive vice president of Calif.-based Shelter Structures 

America, told WCM that the company’s geodesic domes are hot sellers at the 
moment. 

“I think for most of our customers it is just an easier unit to 
install, they don’t have any issues with them,” he explained. 
“From working with local officials to placing them on a site.” 

The domes Krzeminski said can include full bathrooms, as 
well as air conditioning and heating. 

“They are as close to a permanent accommodation unit as 
you can get,” he explained. “I think from a vantage point of 
view, that gives clients a bigger season to play with and a more 
durable product.” 

The company also offers safari-type tents, both light and heavyweight ver-
sions. Krezminski said that the customers he works with are mainly doing new 
developments. 

“Permitting is an issue right now,” he explained. “We have clients where 
local officials are invested in making sure everything is permitted, especially 
when it comes to new developments. People who are trying to add these to ex-
isting parks are having a slightly easier time.” 

Krezminski noted that the company is weathering supply-chain issues well, 
and that price increases have leveled out. He said most of the products the 
company produces are deliverable within 90 days. 

Krezminski told WCM that he expects sales to continue to do well over the 
next year as the company develops relationships with some bigger players in 
the industry. 

424-254-9172  •  www.shelterstructuresamerica.com  WCM 

Keith Krzeminski
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n  BY BEN QUIGGLEQUESTION & ANSWER

The Jenkins Organization’s Kelly Jones Uses Lifetime of  
Industry Knowledge to Propel Company to New Heights

Kelly Jones, the vice president of operations for 
Great Escapes RV Resorts, which is owned by The 
Jenkins Organization, has a long history in the out-
door recreation industry stretching back to when 
she was just seven years old, and her parents pur-
chased an Illinois park in 1976.  

In 1987, that park entered the Yogi Bear’s Jelly-
stone Park Camp-Resort franchise system and be-
came the system’s largest privately held park for 
quite some time, according to Jones. Her parents 
would later sell the park to Equity LifeStyle Proper-
ties in the early 2000s and both of her parents 
worked for the company for several years.  

Jones by that time began working for Leisure Sys-
tems Inc. — now known as Camp Jellystone — the 
franchisor of more than 75 Jellystone Parks across 

North America. After working in several position, she 
eventually became vice president of operations be-
fore leaving in March 2020, as the COVID pandemic 
hit the U.S., to take on her current role at The Jenkins 
Organization.  

The Jenkins Organization has continued to grow 
its Great Escapes brand, with a total of 14 parks now 
included under the moniker. Several more are in dif-
ferent stages of development. The brand includes 
several parks under the Jellystone Park and Kamp-
grounds of America Inc. banners as well.  

Jones recently took some time from her busy 
schedule to sit down with Woodall’s Campground 
Magazine (WCM) and chat about the work she has 
been doing at The Jenkins Organization.  

Below is our edited conversation. 

WCM: It is amazing the growth that 
The Jenkins Organization has seen 
over the past few years since entering 
the outdoor hospitality industry in 
2019. Why did your current role ap-
peal to you and what has been excit-
ing about working for the company? 

Kelly Jones: I worked for Leisure 
Systems for many years, and I loved 
my position, I loved working with the 
franchisees and I obviously loved the 
bears. I just kind of got to a point 
where I was ready for a new challenge 
and some growth opportunities pro-
fessionally. I met The Jenkins Organi-
zation’s COO Troy Sheppard at 
several different industry events and 
then the company purchased a Jelly-
stone Park, and I was just excited to 
see what they were doing in this 
space. 

I've been in the industry a long 
time and I've seen many companies 
kind of come and go in this space and 
most often the ones who went were 
the ones who didn't do their research 
first. One of the things that impressed 
me about The Jenkins Organization 
was the fact that they did their re-
search first. They sent people to The 
National Association of RV Parks and 
Campgrounds’ (ARVC) National 
School of RV Park and Campground 
Management – which is where I first 
met them – before they even pur-
chased a park. I don't even remember 
the number of parks that they toured 
before they bought a campground. 
They talked with KOA, they talked 
with Leisure Systems and they talked 
with other multi-park operators to 
learn the industry and understand 
the industry before they got into the 
industry. 

When I came aboard, we owned 
two parks. Now we have 14 up and 
running, and we have several others 
in various stages of being built. It's 
been a very active two years and 
we're going to continue to grow our 
portfolio and continue to hopefully 
have a positive impact in the RV 
space. 

WCM: While most of your parks 

have been acquisitions, The Jenkins 
Organization is starting to develop 
its own campgrounds from the 
ground up with the first one set to 
open soon in Bryan-College Station, 
Texas, and a couple more on the way. 
What was the decision-making 
process for deciding to build parks 
instead of just acquiring them like 
before?  

Jones: At the end of the day, I think 
it comes down to supply and de-
mand. If you talk to ARVC, the num-
ber of campgrounds that currently 
exist, it's not that many in the grand 
scheme of things. 

We are looking for larger properties 
and when you take out properties 
under 150 sites, the pool of potential 
parks closes up even more. The natu-
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ral alternative for us was to start 
building some. 

WCM: What are some of the chal-
lenges that the company has faced? 
People are nervous about the current 
economic situation, is there any sense 
that maybe The Jenkins Organiza-
tion needs to slow down a bit? Maybe 
wait and see what happens to the 
economy?  

Jones: Historically, whether you 
talk to KOA, Camp Jellystone, ARVC 
or others who have been in the in-
dustry for some time, the industry is 
pretty recession tolerant. While in-
vestors, property owners or camp-
ground owners maybe aren't going to 
see the double digit increases that 
they've seen in the past couple of 
years due to COVID, I think what 
you'll see is parks remaining flat or 
low-percentage increases. 

I think it's a couple of things. One, 
it's that, because kids were out of 
school for so long, we saw occupancy 
in times when normally camp-
grounds don't see occupancy. So, au-
tomatically you're going to have kind 
of a decrease, because the kids are, in 
most places, back in school for the 
full year now. You're going to see a lit-
tle bit of a dip there. 

I think, typically, gas prices have 
made people camp closer to home 
and not necessarily stop camping. 
We're also in a little bit of an unprece-
dented time as far as gas prices are 
concerned, so I do think that it is hav-
ing somewhat of an impact, but I 
think in a time where a lot of busi-
nesses are showing losses, for camp-
grounds to remain stable is huge. I 
think that's where a lot of parks are 
sitting. 

WCM: When we look at ground-up 
developments it seems that the costs 
of products have also driven the costs 
to develop these parks way up. How 
have the supply chain and cost issues 
impacted your new developments?  

Jones: Parks are more expensive to 
build today. Our project in Bryan-
College Station has been stalled sev-
eral different times because of supply 
chain issues, specifically electrical 
pedestals and electrical parts, and 
that was for stuff that was ordered be-
fore COVID even hit. 

The price of lumber has increased, 
and prices of other products have 
also increased across the board. You 
have to make decisions on how many 
phases you are going to divide a spe-
cific project out into now. Maybe take 
another look at the target market that 
you are building the park for. I think 

there are just a lot of things that we 
had conversations about, and you 
have to make some hard decisions. 
Sometimes it's going back to the 
bank and saying, "Listen. Due to in-
flation...etc." Not fun decisions to 
have to make any way you look at it, 
but the need is certainly there. 

I think like many people in our in-
dustry, we have learned we will not be 
turning on reservations until every 
last thing is a go. Until that final in-
spection happens. We have inquiries 
every day for the property and liter-
ally, we're waiting for a couple of 
electrical parts. It's very frustrating, 
but the safety of our guests and our 
teammates is the biggest priority and 
we're going to make sure everything 
is done right, and all the inspections 
are passed before we move forward. 

WCM: When you look at the Great 
Escapes brand, what does that mean 
for a camper? How does it separate 
itself from other parks? 

Jones: Well, it's still relatively new 
in the market. What we hope it 
means, and what we're building it to 
mean, is that it's a place where fami-
lies can come to have fun, unwind 
and just enjoy each other's company. 
Very high activity, superior cleanli-
ness and a great guest experience 
overall. 

WCM: Are there any signature 
things that people will notice when 
they enter a Great Escapes park?  

Jones: Each park is unique in the 
landscape that it's in, but typically 
one of the features you'll find at our 
properties, where we can do it, is 
you'll find the Wibit water obstacle 
courses. For our property in North 
Texas, we built a three-acre lake. One 
wasn't there. Typically, you're going 
to see upgraded water amenities, 
whether that's a splash park, Wibits, 
or both, along with a resort-style 
pool. Our parks, regardless of fran-
chise affiliation, have full activity 
schedules. Our KOA runs full activi-
ties, just like our Jellystones do, just 
like our Great Escapes do. 

We have our own mascot, Biscuit, 
the corgi, who is our mascot at our 
Great Escapes branded parks. They're 
going to have those character experi-
ences and the overall guest experi-
ence is what we're focused on. 

WCM: Why is the water component 
so important to what the company is 
trying to do? You built an entire lake. 

Jones: History and research show 
that one of the main attractions in the 
campground industry is water attrac-
tions. We're listening to our guests 

Movie nights and other fun activities are part of how the Great Escapes brand is building 
family-friendly destinations. 

Water recreation areas are key for any parks The Jenkins Organization acquires or builds.

The Jenkins Organization dug out a three-acre pond at its Bryan-College location. 
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and to what they want and that's 
what the surveys are saying, "We 
want more water attractions." 

WCM: You have been in the indus-
try almost your entire life and you 
travel to conferences and other in-
dustry events all the time. What are 
some of the things you're hearing 
from other owners and developers as 
you go around to shows? What are 
some of the challenges that the in-
dustry faces right now? 

Jones: Much like every industry, the 
hospitality industry as a whole has 
been hit hard with staffing shortages. 
Just being short-staffed and still try-
ing to deliver the experience that 
people expect and deserve has been 
very challenging. This year we were 
able to get J1 students in, but for peo-
ple who have relied on J1 students, 
they weren't able to come for a good 
portion of the COVID pandemic. That 
was another pretty hard-hitting im-
pact on staffing issues. A lot of camp-
grounds are in rural places where 
there are not a lot of people to sup-
port the needs of the park, so I think 
that has been a big issue. 

I think the industry is transforming 
somewhat as well. I think that for 
many long-term campers they're ex-
periencing some sticker shock at 
some of the prices that are out there, 
particularly in higher activity parks 
where the consumer doesn't see the 
insurance bill, the electric bill, the 
maintenance bill, the chlorine bill…
etc. Just the inflation and what it's 
costing to maintain a property right 
now is having a large impact on a lot 
of parks. 

WCM: It appears they are frus-
trated with dynamic pricing or rate 
management to some degree as well, 
right?  

Jones: It's such a standard in so 
many other places in our lives that we 
don't even think about it, but be-
cause it is relatively new to the camp-
ing industry, it's been challenging for 
our guests to understand why parks 
have moved to that type of pricing 
model, for sure. My husband and I 
just went to a matinee on Sunday. We 
each got a small popcorn and a large 
drink, and it was $50 for the two of us 
for two hours. I think sometimes con-
sumers don't realize they're willing to 
pay $50 to go see a movie, but not to 
spend the night somewhere where 
you can see a movie, you go to the 
pool and you have all these other 

extra amenities, right? What has al-
ways been a challenge in our industry 
is just kind of reframing that conver-
sation. 

WCM: In the most recent North 
American Camping Report it stated 
that nearly a quarter of new campers 
said they might not go camping in 
2022 due to a bad experience. Are you 
worried about attrition and losing 
campers that don’t have a good expe-
rience?  

Jones: Yes and no. It depends on 
the experience that they're looking 
for. One of the things that I love about 
our industry is that there are so many 
different types of campgrounds that 
you really can find the experience 
you're looking for, but you may also 
end up at a property that has more or 
less than you want. For people who 
prefer a quiet atmosphere and who 
ended up at a Jellystone Park, that's 
not going to mesh. People who are 
new to the industry, new to camping, 
I think automatically you're going to 
have attrition regardless. Not every-
body who tries something for the first 
time is going to like it. 

I don't know that I'm concerned 
about it, but I'm cognizant of it. 
That's why we have to try and focus 

on the guest experiences at parks and 
being very accurate in our marketing 
efforts. “This is who we are. This is the 
experience that you should expect to 
have here.” That way consumers 
know what they are coming into. 

WCM: We are hearing a lot about 
Wi-Fi. I imagine that is something 
you invest in. What does that look 
like at your parks and are you seeing 
a lot of full-timers, workers and road 
schoolers?  

Jones: One of the first things that we 
try and do when we acquire a park is 
completely overhaul the Wi-Fi and in-
ternet situation at the park. It can cer-
tainly be challenging just because 
some of the more mature parks are 
very heavily wooded, and signals don't 
like to pass through trees very well. But 
it is one of the initial things that we do 
as far as infrastructure, no different 
than looking at the water, electric and 
sewer. Wi-Fi is right there with that. It 
used to be very optional and now it's 
just not. It's part of the standard pack-
age that campers expect. 

The Jellystone Park in Warrens, 
Wis., is a great example. Due to sup-

ply chain issues, they are just getting 
there to upgrade the cable, the inter-
net and all of that stuff. For the ex-
tended stay campers, and that 
property has some lot owners as well, 
we went ahead and purchased 
modems so that they can have a 
modem right in their unit. In our 
rental units, we'll have modems. Our 
property in North Texas, we have 
modems in each rental unit. 

It's an expectation, no different 
than when you're traveling anywhere 
else. Wi-Fi is a huge component. 

Certainly, you see more people 
working at the pool while kids are 
playing and having some fun. I don't 
know that I have hard statistics to 
show you what that number looks 
like, but anecdotally, you can see it 
everywhere you are. 

WCM: Looking ahead, do you an-
ticipate just continuing to acquire 
and develop parks and grow the 
Great Escapes brand? 

Jones: Absolutely. We're always ac-
tively looking and certainly, if there 
are any brokers out there who have 
deals, send them our way  WCM

Water recreation is typically a top item that campers search for when camping with their families.
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Like many entrepreneurs, Ben and 
Danelle Jansen wanted to create a new vi-
sion for their lives and they saw the camp-
ground business as a great opportunity to 
blend their interests in the outdoors, art 
and community. 

They purchased Lassen RV Resort in 
McArthur, Calif., in March 2020 and have 
spent the past two years developing their 
unique vision for the 44-site park. 

But while many newcomers to the pri-
vate park business focus on making cos-
metic improvements or adding new 
amenities to their parks, the Jansens have 
made it a priority to make their rustic, 68-
acre campground into a place where 
everyone feels welcome, and seen, re-
gardless of their race, ethnicity, sexual ori-
entation or religion. They’re also trying to 
make their park as welcoming as possible 
to people with differing physical abilities. 

It’s a tall order, but one the Jansens are 
uniquely equipped to take on given their 
unique personal and professional back-
grounds, family histories and life experi-
ences, which they shared in recent 
interviews with Woodall’s Campground 
Magazine (WCM). 

Ben identifies as mixed Native Ameri-
can and anglo and is a member of the 
Ponca Tribe of Nebraska. He was adopted 
by a white family in Boulder, Colo., and 
grew up with adopted siblings who were 
of African American and other ethnicities. 
Danelle also has a mixed background, 
with Spanish and Mexican heritage. 

The Jansens have also been inspired by 
the principles of the Burning Man cultural 
events they attended in northern Nevada 
over the past decade, which include the 
concepts of radical inclusion, civic re-
sponsibility and leaving no trace, among 
other principles. The Jansens have taken 
their life experiences, their Buddhist prac-
tice and their Burning Man experiences 
and used them to create a guiding philos-
ophy of inclusion at Lassen RV Resort, 
where they make a conscious effort to 
make everyone feel welcome, regardless 
of their race, ethnicity, gender identity, 
sexual orientation, respective religion or 
whether they have a physical challenge of 
some kind. 

They do this in part by having a policy 
that prohibits displaying political slogans 
or symbols that denigrate people so that 

nobody feels targeted. “When you have 
an intentionally degrading or inflamma-
tory slogan or tag on your rig, you’re not 
inviting conversation, you’re shouting at 
people,” Ben said, adding, “We try to de-
velop practices to promote compassion, 
which can safely include deeply uncom-
fortable conversations and non-agree-
ment.” 

The Jansens also make concerted ef-
forts to verbally communicate with their 
guests enough to make sure they truly feel 
welcome. “We try to provide a deep level 
of kindness,” Ben said. “We desire for peo-
ple to experience our campground who 
may feel ‘under-invited’ in the industry.” 

He cited a recent example of a mixed 
couple, an Apache man with his anglo 
wife, who came to their park. “We got to 
talking and the man said, ‘It is so nice to 
be seen (at an RV campground). People 
never talk to me. They only talk to my 
wife,’” Ben recalled. 

Ben said it takes effort to reach out to 
everyone and make them feel truly wel-
come. “It requires leaning into the dis-
comfort of not knowing somebody,” he 
said. “It requires empathy, compassion 
and leadership.” 

Danelle said making people feel wel-
come also applies to the way park staff 

treats prospective guests over the phone. 
“Am I welcoming folks when they call in 
and have a strong accent from India?” she 
asked. 

Ben said the quality of phone interac-
tions can have a profound effect on peo-
ple’s experiences with and perceptions of 
a campground. He said there have been 
times when a reservation comes from 
someone whose name he wasn’t sure how 
to pronounce. But he did research online 
to find out how to pronounce the guest’s 
name correctly. 

“People are so happy to hear their 
name pronounced correctly. It’s one of the 
first steps of respect,” Ben said. 

Ben and Danelle make extraordinary 
efforts to make all of their guests feel wel-
come because they both grew up with 
complicated feelings about race and 
know what it’s like to have one’s racial or 
ethnic identity suppressed. While 
Danelle’s grandmother tried to erase 
every trace of Spanish and Mexican cul-
ture in her family, Ben’s parents at-
tempted to make race invisible, as if 
racism was someone else’s problem and 
sought to be “above it.” 

“I grew up in a time when the adoption 
theory was, ‘Don’t talk about race with 
adopted children. Treat everybody as if 

there is no race,’” Ben said. “But this (ap-
proach) unfortunately masks all the is-
sues you need to delve into to understand 
the issues going on with race, culture and 
identity in this country – especially when 
it comes to indigenous peoples and other 
people of color. Making race invisible 
makes oppression invisible.” 

As adults, Ben and Danelle gained ad-
ditional sensitivity and respect for peo-
ple’s differences by developing careers 
helping people with disabilities, experi-
ences which gave them awareness about 
discrimination that goes beyond racial or 
ethnic lines. Ben worked for a nonprofit 
company called Imagine, which provides 
services to help incorporate people with 
developmental disabilities into their 
communities. Danelle spent two decades 
working with deaf people as a sign lan-
guage interpreter. 

Reflecting sensitivity to deaf people, 
Lassen RV Resort features signs with sign 
language symbols, including a sign along 
the driveway into the park that says “Wel-
come Home” in the American Sign Lan-
guage alphabet. “This is also how they 
greet you at Burning Man as you check in 
through the gates,” Ben Jansen said. 

He said deaf campers feel particularly 
welcome at Lassen RV Resort since they 

The Jansens Work to Create a ‘Welcoming’ 
Environment for All at Lassen RV Resort 

A welcome sign for deaf campers is part of how Lassen RV Park caters to campers of all abilities. 

Art classes at Lassen RV Park allow campers to help decorate the park. Art classes at Lassen RV Park are designed to help campers connect with each other. 

Danelle and Ben Jansen

n  BY JEFF CRIDEROWNER’S PERSPECTIVE
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know they can communicate with sign 
language. 

As parents, Ben and Danelle have also 
developed sensitivity and respect for peo-
ple with diverse sexual orientations and 
gender identities. “For our family, queer 
acceptance is very alive and very impor-
tant,” Danelle said, adding that both of 
their children identify as queer, and their 
eldest is a transgender male, having tran-
sitioned as a young adult. 

While becoming sensitized to the full 
range of human experiences in our soci-
ety may seem somewhat disorienting, 
Ben and Danelle said they have found 
clarity and focus as practicing Buddhists. 

“Both of us came from Christian fami-
lies. However, we found the specific atten-
tion to the central practice of compassion 
and kindness in Buddhism compelling. 
Compassionate kindness is the center of 
all things Buddhist,” Danelle said, adding 
that Buddhism is a way of life, rather than 
a religion, that helps both of them navi-
gate an ever-changing world and treat 
everyone with kindness and respect, re-
gardless of their background. 

“When you operationalize values to 
help lift people up, it’s an invisible web of 
care and concern that we try to provide to 
our guests,” Ben said, adding that the 
same values could be applied to any type 
of business. 

Ultimately, Ben and Danelle said they 
want to fashion Lassen RV Resort into a 
safe space where people not only feel 
welcome but have a unique sense of 
connection. 

“Our vision is connecting people with 
earth, art and each other,” Danelle said. 

The Jansens do this primarily with art. 
“The art piece is important,” Danelle 

said, adding, “Humans have been doing 
art since the beginning of time. Art helps 
connect people. It brings smiles to peo-
ple’s faces.” 

The conversations adults and children 
have when they are making art also help 
draw each other together. Unfortunately, 
Danelle said, society puts so much em-
phasis on people creating museum-qual-
ity artwork that people withdraw from art 
as they get older. 

“Everybody is an artist in kinder-
garten,” she said. “But we lose that as peo-
ple get older. We (as a society) have taken 
art away from people.” 

The Jansens, however, are using art ac-
tivities as a way to connect people with 
each other and with their park. Much of 
the artwork guests produce is displayed 
in the park, including along the 800-foot 
driveway that leads into the campground. 
Guests are also invited to paint trail mark-
ers for the 68-acre forested park. Danelle 
said children often speak excitedly about 
coming back to the park to see their trail 
signs guiding hikers along some of the 
campground’s trails. 

Ben, a professional musician and in-
structor, said art can also be therapeutic, 
noting that he has been active in a writing 
group for over a decade. “It just does really 
good things for us,” he said. “It helps us 
process things that are hard to process in 
everyday life.” 

The Jansens have also created a fledg-
ling artist residency program, where an 
artist comes to stay at their park and en-
gages the land and environment to create 
original work. They are also developing 
unique art classes and encourage guests 
to explore their artistic side in different 
ways. An artist residency in 2021 created 
a unique, large sculpture on their Rain-
bow Trail called “Totally Cubular,” by artist 
and college instructor Nikki Pike, who re-
sides in Colorado. 

Danelle said Lassen RV Resort guests 
know they are coming into a different 
kind of campground when they drive in 
and see the unusual artwork. The artwork 
alone starts setting the tone for a unique 
camping experience that is comple-
mented by the park’s dense forests of 
pines and oaks. 

Guests receive trail maps when they 
check in and are encouraged to explore the 
park’s many trails. Danelle also leads art 
walks along the trails and points out art-
work along the trail as well as the park’s 
many wild animals, which can be seen and 
heard, enhancing the guests’ experience. 

While the Jansens say running their 
campground has been challenging dur-
ing the pandemic, they are gradually in-
creasing their business base and they are 
considering new attractions to make their 
campground unique. 

They recently obtained their beer li-
cense and have created a beer garden, 
which they first opened over Memorial 
Day weekend. The Jansens also cooked 
homemade carnitas, a Mexican pork dish 
and homemade refried beans and Mexi-
can rice. They were planning a similar 
event for the Fourth of July weekend. 

“One of our guests said it was the best 
food he’s ever had at a campground,” Ben 
said, which was wonderful to hear because 
both Ben and some staff members love to 
cook and hope to broaden their menu of-
ferings, not only for their campground 
guests but for people who live in the tiny 
town of McArthur who are looking to ex-
perience something new and different. 

At the time of this writing, the Jansens 

were planning to meet with a woman 
from Guam who is knowledgeable on 
how to cook native Guamanian food and 
sauces, which the Jansens may offer later 
this summer. 

They also have a yoga instructor who 
comes to the park on weekends to lead 
yoga classes. 

“Now that people are allowed to gather 
again, we have been wanting to offer 
more activities to pull people in here,” 
Ben said. “They need positive things to 
do. We know they are starving for some-
thing new.”   WCM 

Lassen RV Resort Profile 
 

Park: Lassen RV Resort 
 
Location: 548-335 Old Highway 
Road, McArthur, Calif. 96056 
 
Description: A rustic 68-acre 
campground with lots of oak and 
pine forests. The 44-site camp-
ground with a cabin and RV rental 
is in a remote area, roughly one 
hour north of Lassen Volcanic  
National Park. Other parks closer 
by include McArthur-Burney Falls 
State Park and Lava Beds  
National Monument.  
 
Amenities: This park features  
a swimming pool, open from  
Memorial Day through Labor Day, 
horseshoe, badminton and  
volleyball courts as well as a  
beer garden and patio for special 
weekend events.  
 
Phone: 530-336-5657 
 
Website: https://lassenrvresort.com 

Numerous walking trails allow campers at Lassen RV Park to connect more with nature.
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MARKETPLACE

Zoller said her glamping company does see 
boutique hotels as competition for new cus-
tomers but said there is more than enough po-
tential guests to go around. 

“We are priced more like a boutique hotel so 
yes, we are in competition,” she said. “But we 
like to be friendly with the hotels and AirBnBs 
in our markets. At the end of the day, the goal 
needs to be to drive overall tourism. There are 
more than enough customers to go around for 
glamping parks. I’m just excited to see the in-
dustry growing.” 

Size matters 
KOA’s Scott said glamping consumers will 

likely see brands announcing expansions at 
larger properties. 

“We’ll continue to see existing campgrounds 
add five to 15 glamping units to their invento-
ries, but small glamping operations like that 
don’t make sense under a unique nationwide 
glamping brand,” she said. “With a small inven-
tory, you just don’t have those big profits to cre-
ate a brand expansion.” 

Unlike existing glamping brands, such as 
Under Canvas, that often focus on regions 
around national parks, Scott said Terramor is 
seeking unique, natural features around the 
country not necessarily adjacent to a national 
park that can be brought to life with a Terramor 
Resort nearby. 

“That’s how we are looking at our market 
penetration,” she said. “Where are there really 
interesting, beautiful places that we can high-
light from a Terramor perspective?” 

Learning key lessons before expanding 
Scott said the Terramor team at Bar Harbor 

quickly learned what was most important to 
guests, including food service. 

“We’ve put a lot of effort into curating that 
menu at Terramor,” she said. “And just like in 
camping, the bathroom facilities are so impor-

tant. We get many comments as to how won-
derful the bathrooms are.” 

She said glamping providers looking to ex-
pand a brand also need to focus on the “sleep 
factor.”  

“What people sleep on is very important,” 
Scott said. “They are paying so that they don’t 
have to feel uncomfortable. They don’t want to 
sleep on the ground, and it shouldn’t come 
close to feeling like that.” 

Being able to consistently brand the fine-
tuned food, bathroom and sleeping experiences 
will be a huge plus for Terramor Resorts as the 
brand expands, she said. 

Franchising in the future?  
Both Scott and Zoller said their companies 

have no immediate plans to bring in franchisees 
as their Terramor and Glamping Resorts Ltd ex-
pand their footprints. But both also said it could 
be a possibility down the road. 

“I don’t know the vision beyond what we 
have in the pipeline now,” Scott said. “But I 
wouldn’t say no. Right now, we just want to 
build the template with the right bones so that 
we can efficiently expand. If we can do that 
right, I don’t know why it couldn’t be a fran-
chise. We certainly know how to do that from 
the KOA side.” 

Zoller echoed those thoughts.  
“There have been discussions (regarding 

franchising) for well in the future,” she said. “But 
it’s important that we prove our model before we 
go to market in that way. It’s not outside the 
realm of possibility, but we must have a good 
foundation so we can offer solid and backed-up 
opportunities for potential franchisees.” 

Why brands work 
Consumers have always been attracted to 

brands. Brand loyalty leads to repeated pur-
chases, often regardless of pricing or conven-
ience. Guests who have a great experience at 
one branded glamping facility are likely to give 
the same brand another try at another location 
regardless of the quality of other non-branded 
local competition.  

Brand loyalty works in every industry, and 
glamping will be no different than consumer be-
haviors regarding cell phones, laundry soap or 
hamburger chains. With the glamping market 
in the U.S. valued at nearly half a billion dol-
lars,* brand loyalty will be the name of the 
game in glamping, too, as more companies 
take their brands across the continent. 

*Grand View Research Report 2022-2030.  WCM 

Glamping Market – from page 18

Brands may have to look at different units 
depending on their location. 
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Campground Brokers, we 
have a proven track record  
of selling parks since 1983!

• We know the campground industry. 

• We help educate buyers to this industry. 

• We meet the buyer to remove contingencies. 

• We personally attend every closing. 

• We are available to help – before, during, and even years 
after the sale! 

• We promise to always tell you the truth…even if it hurts!  
We would like the opportunity to help you in the same way; contact 

us at 800-648-1624 or email to: info@campgroundbrokers.com

MICHIGAN  
CAMPGROUNDS FOR SALE 

 
Potential Buyers  

Contacting Us Regularly 
 

BRIGGS REALTY 
www.briggsrealtyonline.com 

616-942-1071

TO PLACE YOUR AD IN  

The Campground  

Investment Section: 
 

Contact G&G Media Group  

574-266-7980 

akollat@g-gmediagroup.com 

wthorne@g-gmediagroup.com

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: 518-480-2199 
Email: usresorts@outlook.com

“Specializing in RV PARKS and 
CAMPGROUNDS FOR SALE” 

Over 30 Years Experience

www.rvparksforsale.com 
Attention Sellers! We Need You! 

612 Sidney Baker St.  •  Kerrville, Texas 78028 

Phone: 830-896-5050  •  Fax: 830-896-5052

INVESTMENT OPPORTUNITIES

PARK BROKERAGE INC.

John Grant/Park Brokerage Inc.  
john@parkbrokerage.com • 858-586-9400 • Fax 858-530-2368 

www.parkbrokerage.com

Trinity Lake KOA, Trinity Alps in Northern California 

120 RV & 78 Tent Sites, 20 Cabins. 70 Beautifully Wooded Acres  

on Trinity Lake. Extensive Amenities, Large Store with Liquor  

License, Marina. Priced Considerably Below Replacement Cost. 

$3,500,000, 9.7% Cap Rate

RIVER ROAD CAMPING AND MARINA is being offered for sale! A once in a lifetime opportu-
nity to purchase a successful and well-established Campground located on the Rock River with 
approximately one half mile of Rock River frontage. The Campground sits on over 28 acres and 
includes a new main building built in 2007 consisting of: retail, office, guest bathrooms and 
showers, guest laundry, game room and living quarters for the owners. There is a 60x25 foot  
inground pool that ranges in depth from 3-6 ft. Guaranteed income with over 70 seasonal 
campers that come to enjoy all of the amenities annually! 140 campsites total with electric and 
water on the property. There is also a large event pavilion for events and a steel 2900 sq ft build-
ing perfect for storage. The listing price includes business, real estates and all business assets 
to make this property a turn key business: tractors, tools & loads of other misc equipment. Call 
for more information on this promising business opportunity that offers great growth potential! 

River Road Camping and Marina, 3922 N River Rd, Oregon, IL 61061 • Price: $1,499,999 
Rebecca Hazzard, Designated Managing Broker/Owner, RE/MAX of Rock Valley 

815.509.8432 • rebecca@northernillinoisproperties.com 

Turn Key Campground on the Rock River
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CALENDAR OF EVENTS

OCTOBER 
 
4-5: The Glamping Show USA 
Arapahoe County Fairgrounds 
Aurora, Colo.  
Contact: www.glampingshow.us 
 
12: Indiana Campground Owners 
Association’s Fall Campground 
Meeting 
Contact: www.imharvic.org 
 
25-26: Ohio Campground Owners 
Association’s Fall Conference & 
Campground Tour 

Sawmill Creek Resort 
Huron, Ohio 
Contact: info@ohiocampers.com 
 
NOVEMBER 
 
6-9: Camp Jellystone Symposium 
Charleston, S.C. 
Contact: 800-626-3720 
 
7-10: National ARVC’s  
Outdoor Hospitality  
Conference & Expo 
Orlando, Fla. 
Contact: www.arvc.org/ohce 

Nov. 30-Dec. 3: Campground  
Owners Expo 
Branson Convention Center 
Branson, Mo. 
www.campgroundownersexpo.com 
 
DECEMBER 

 
4-7: Pennsylvania Campground 
Owners Association’s Annual  
Convention 
Penn Stater 
State College, Pa.  
Contact: 610-767-5026  WCM

Campspot, a provider of campground 
reservation software, announced in early 
July that developers can access 
Campspot’s Online Booking API and use 
it to showcase and aggregate Campspot’s 
rates and real-time availability within their 
own website, according to a press release. 

With access to Campspot’s Online 
Booking API, multi-park operators and 
enterprise campground owners can now 
provide a seamless one-stop shopping 
and booking experience for their guests 
to search across all of their properties 
with a single query, all while maintaining 
the look and feel of their existing booking 
engine, noted the release. 

Campspot has also announced a new 
partnership with RoverPass and a new 
integration with Booking.com. 

The RoverPass collaboration enables 
access to a larger inventory selection 
through an integration that connects 
RoverPass and Campspot for a seamless 
online booking experience. Through the 
integration, Campspot will now have 
access to all of RoverPass’ instant book 
inventory to grow its marketplace, 
adding to its RV and Campground on-
line booking ecosystem. 

Booking.com’s integration ensures 
that important campground inventory 
will be seen by frequent travelers who 
more often use sites like Booking.com, to 
search, discover and book their travel 
plans. This increases visibility for camp-
grounds and exposes parks to new cus-
tomers. 

Visit https://software.campspot.com  WCM

Campspot Opens API to 
Developers, Joins with 
RoverPass, Booking.com 

Entrepreneurs have traditionally 
struggled to find lenders who are knowl-
edgeable about the private park busi-
ness and are willing to invest in new 
parks and park expansions. 

But thanks to the initiative of Ala-
bama park owner Ed Bridgman, the 
outdoor hospitality industry will soon 
have its first conference dedicated 
solely to matching current and aspiring 
park owners with lenders and investors 
who are interested in funding new parks 
and park expansions, as well as RV and 
boat storage facilities. 

The Oct. 19 event, called the Investors 
Introductory Conference, will take place 
from 8 a.m. to 5 p.m. at Homestead RV 
Community in Mobile, Ala. 

Berkshire Hathaway has already 
committed funds to sponsor the confer-
ence, Bridgman said, adding that other 
well-known banks, including Atlanta-
based Ameris Bancorp, have also com-
mitted to sending representatives to the 
event. 

Representatives from private equity 
firms also plan to send representatives 
looking to provide funding for new park 

projects and park expansions, including 
Sterling Dodd, of Wolf Hill Invest-
ments, with Fervent Capital as an out-
door hospitality-focused commercial 
debt brokerage firm. 

“I’m just getting fantastic responses,” 
Bridgman said. “I’m going to have at 
least a dozen people with open check-
books ready to invest in the RV park in-
dustry.” 

Lender and private equity interest in 
the private park business, of course, is a 
new phenomenon, driven by the explo-
sive growth of RV sales and the corre-
sponding increase in demand for RV 
sites across the country. 

“Four years ago, when I was looking 
for a loan, I couldn’t get these people to 
give me the time of day,” Bridgman re-
called, adding that he needed $2.3 mil-
lion in loans to build Homestead RV 
Community. 

It’s a different situation today, how-
ever. Lenders and investors are inter-
ested in RV park projects, but they still 
need help connecting with entrepre-
neurs who are planning to build new 
parks and expand existing ones. 

Bridgman, who is also self-employed 
as a campground industry consultant, 
is encouraging conference attendees to 
bring as much documentation as possi-
ble regarding their proposed projects 
and financing needs, including their 
feasibility studies and financial state-
ments so that lenders and investors can 
quickly assess their projects and deter-
mine their suitability for funding. 

Bridgman said his firm, EOB Con-
sulting, can assist entrepreneurs with 
preparing feasibility studies if needed. 

“We travel to your location and create 
an understanding of your vision. We per-
form a comprehensive competitive 
analysis of the local market to support 
your vision. We identify the correct RV 
destination type and provide the site lay-
out in both PDF and CAD formats,” 
Bridgman said, adding his firm also cal-
culates the estimated construction and 
operating costs, revenue streams and 
projected cash flow over a 10-year period. 

Bridgman is charging entrepreneurs 
$100 to attend the Investors Introduc-
tory Conference, which includes a 
catered breakfast and lunch. 

Attendees who wish to reserve an 
RVsite can do so through www.home-
steadrvc.com. 

For questions, please contact  
Bridgman at 512-785-1379 or complete 
the signup form on www.EOB-Consult-
ing.com and email it to EOB@EOB-
Consulting.com — Jeff Crider  WCM

INDUSTRY NEWS

Ala. Park Owner, Consultant to Host ‘Investors Introductory Conference’ 

Ed Bridgman


