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Join the World’s Largest RV Resort Search Engine
with over 23,000 listed properties

Resort owners have control over their profile listing and can
update Important Resort Information such as:

• Amenities • Area Attractions • Event Calendar
• Videos • Photos • Resort Map • Guest Guide

Are you a
Preferred Property?

Your profile will:
• Be listed above all other non-preferred properties in your area when a search is performed.
• Enable you to add pictures and videos to your profile.
• Your profile will have its own events calendar that you can update anytime.
• Link your reservation software.
• Add your site to our robust trip planner.
• BUY AD SPACE IN NON-PREFERRED PROPERTY PROFILES!!

President’s Message
Newsletter Issue 2, 2017 | June 2017
It’s hard to believe that by the
time you receive Issue 2, we
are well into our 2017 camping
season. While this time of year
most of our efforts are focused
on taking care of our campers,
the OA board has been working
on a number of things. The
Owners Association Board committees have been
working hard on a number of member-identified
issues. Communications between the board,
committees, OA staff, and all of our campground
owners is the best way to bring about effective
change in our KOA system. I want to bring you all
up to date on some of the activities that have been
underway.

A formal letter has been submitted to KOA on behalf
of the OA and all franchisees. KOA has responded
indicating that they are happy to work with us and
clarified some actual results of VKR renewals and
exactly how the renewal solicitation is handled via
mail and email follow-up. You can see the full text of
the letter and response on the OA website.

Thanks to the efforts of our Canadian committee,
owners in that country can now buy shirts and
other items from a Canadian supplier. This has
been a long-standing and costly issue for Canadian
properties. Also, each campground is now able
to use a dynamic online reservation time cutoff
that works best for their individual property. This
change came about from an OA resolution and
working with KOA to make the change.

All of these efforts culminate with the activities at the
annual KOA Convention and the various meetings
the OA has with the area directors and at the annual
meeting.  With this in mind, please make plans to
attend the convention this year.  The convention will
be held in Phoenix, AZ on November 15-18.  The
general sessions, workshops and Expo will be held
in the Phoenix Convention Center and the host
hotel is the Renaissance Phoenix Downtown Hotel.
Please also remember that at the OA annual meeting
we will present our We Are Family Award and the
Workamper of the Year award.  Information on how
to submit nominations for both awards is included in
this newsletter and is also available on the website.

Many of you have been raising questions about the
KOA solicitation of VKR renewals.  We have been
in contact with various staff members at KOA with
several suggestions to making the VKR renewal
process a win-win for both KOA and our owners.
www.koaowners.org

On a sad note, one of our special owners has passed
away. Barbara Dale, of Manchester KOA was always
positive and passionate about helping others. She will
be deeply missed. Please keep Jerry and Jimmy, their
son in your prayers.
I hope all of you have a profitable completion of the
summer and fall season and I look forward to seeing
you all in November.
With Gratitude,
Greg Batts
President, KOA Owners Association

April, May, June 2017

Many of our board members have had ongoing
discussions on such issues as the implementation of
the updated reservation system, continuing review
of the proposed changes to the franchise agreement,
VKR renewals, VIP VKR cards and benefits,
continuing discussions on Branding, enhancing
our peer-to-peer program for new members, and
improving the opportunity for input from our
members by developing timely surveys to ask our
owners for input on ideas.  We are continuing our
Quick Communications email blasts that have
proven to be well received.

While I have just listed some of the many efforts we
have underway, I want to continue to ask for your
input and your support.  We have been trying to help
the various state and regional associations to increase
their membership and develop stronger relations with
the owners in their area. It is so important for each
of you to stay abreast of what we are all trying to
accomplish with more involvement for KOA owners
throughout the system.  
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KOA OWNERS ASSOCIATION BO
Area 1
TENNESSEE, NORTH CAROLINA, SOUTH CAROLINA, ALABAMA, GEORGIA, FLORIDA, KENTUCKY, VIRGINIA,
WEST VIRGINIA
GREG BATTS, PRESIDENT
KENTUCKY LAKES/PRIZER POINT
KOA 17146
1777 PRIZER POINT ROAD
CADIZ, KY 42211
Phone: (270) 522-3762
Email: prizerpoint@prizerpoint.com

JEAN MCCLENDON
NASHVILLE NORTH KOA 42106
1200 LOUISVILLE HIGHWAY
GOODLETTSVILLE, TN 37072
Phone: (615) 859-0348
Fax: (615) 859-0366
Email: jean@nashvillecountryrvpark.com

Area 2
OHIO, DELAWARE, NEW JERSEY, NEW YORK, PENNSYLVANIA, MAINE, VERMONT, MASSACHUSETTS,
NEW HAMPSHIRE, MARYLAND, CONNECTICUT, RHODE ISLAND
TIMOTHY CARTMELL
HONESDALE POCONO KOA 38184
50 COUNTRYSIDE LANE
HONESDALE, PA 18431
Phone: (570) 253-0424
Email: honesdale@koa.com

CHERYL ARNOLD
THOMPSON/GRAND RIVER VALLEY KOA
6445 THOMPSON ROAD
THOMPSON, OH 44086		
Phone: (440) 298-1311
Email: info@grandrivervalleykoa.com

Area 3
MICHIGAN, ILLINOIS, INDIANA, NORTH DAKOTA, SOUTH DAKOTA, NEBRASKA, MINNESOTA, WISCONSIN, IOWA
LIBBY DEROSA
COVERT/SOUTH HAVEN KOA 22228
39397 M140 HIGHWAY
COVERT, MI 49043
Phone: (269) 764-0818
Email: southhavenkoa@yahoo.com

LYDIA FODOR
LUDINGTON EAST KOA 22234
11713 W. 40TH Street
BRANCH, MI 49402
Phone: (213) 480-0303
Email: info@peremarquettecampground.com

Area 4
LOUISIANA, MISSISSIPPI, KANSAS, MISSOURI, OKLAHOMA, TEXAS, ARKANSAS
STERLING ROHDE
AN ANTONIO/ALAMO KOA 43112
602 GEMBLER ROAD
SAN ANTONIO, TX 78219
Phone: (210) 224-9296
Fax: (210) 224-8169
ail: sterling@sanantoniokoa.com
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DIANE KING, SECRETARY
SPRINGFIELD/RT 66 KOA 25137
5775 WEST FARM ROAD 140
SPRINGFIELD, MO 65802
Phone: (417) 831-3645
Fax: (417) 863-0295
Email: threekingsmo@yahoo.com

Owners News

N BOARD OF DIRECTORS 2017
Area 5
ALASKA, WASHINGTON, OREGON, IDAHO, MONTANA, WYOMING
IRIS SHUPE, VICE PRESIDENT
BAY CENTER/WILLAPA BAY KOA 47121
PO BOX 376, 457 BAY CENTER ROAD
BAY CENTER, WA 98527
Phone: (360) 875-6344
Email: ishupe9@gmail.com

HOMER STAVES, PAST PRESIDENT
WHITEFISH/KALISPELL KOA 26161
3191 PARKHILL
BILLINGS, MT 59102
Phone: (406) 656-7086
Fax: (406) 656-7086 		
Email: hstaves@stavesconsulting.com

Area 6
HAWAII, CALIFORNIA, NEVADA, UTAH, COLORADO, ARIZONA, NEW MEXICO
KEVIN FALLON
CRESCENT CITY REDWOODS KOA 5102
4241 HWY 101 North
CRESCENT CITY, CA 95531
Phone: (800) 562-5754
Email: admin@crescentcitykoa.com

CRAIG SISCO, TREASURER
FORT COLLINS/LAKESIDE KOA 6261
1910 LAKESIDE RESORT LANE
FORT COLLINS, CO 80524
Phone: (970) 484-9880
Fax: (970) 493-8900		
Email: info@fclakesidecg.com

Area 7
CENTRAL & EASTERN CANADA				
MATT STOVOLD
TORONTO N/COOKSTOWN KOA
139 REIVE BOULEVARD
COOKSTOWN, ON L0L 1L0
Phone: (705) 498-2267
Email: mstovold@rogers.com

Area 8

RICHARD MARCOUX
1000 ISLANDS/MALLORYTOWN KOA 55208
1477 COUNTY ROAD 2
MALLORYTOWN, ON K0E 1RO
Phone: (613) 923-5339
Fax: (613) 923-1114		
Email: rkmarcoux@gmail.com

KOA Inc. Liaison

Executive Director

JIM BROWN
JEF SUTHERLAND
WILLIAM RANIERI
HINTON/JASPER KOA 51124
VP, FRANCHISEE SERVICE
3416 PRIMM LANE
50409 B HIGHWAY 16; BOX 5052
PO BOX 3055
BIRMINGHAM, AL 35216
HINTON, AB T7V 1X3
BILLINGS, MT 59114
(800) 678-9976, (888) 461-2062
Phone: (780) 865-5061
Phone: (800) 548-7104
Fax: (205) 823-2760
Email: brownkoa4@shaw.ca
Email: jsutherland@koa.net
Cell: (205) 587-5309
		
Email: info@koaowners.org
		

www.koaowners.org

April, May, June 2017

WESTERN CANADA

5

RV PARKS & CAMPGROUNDS
CONTACT YOUR LOCAL AGENT TODAY

General Liability

Excess Liability Limits Available

•

Trailer Spotting Endorsement

Inland Marine, Auto and Crime Coverages

•

Blanket Additional Insured

Available for Comprehensive Package Options

Property
•

RC / ACV options

•

Elite Property Enhancement

*Program Is Endorsed by KOA Owners Association

- Business Income / Extra Expense
- Property of Others
- RC / ACV options

A.M. Best A++ Rating
Ward’s Top 50
97.5% Claims Satisfaction
100+ Niche Industries

We have added a new section to our newsletter to provide you with the latest activities of the
various OA committees to keep you better informed on issues the OA committees are discussing.
Communications Committee
The Communications committee has had numerous conference calls so far this year. They have continued
to provide updates on activities through the release of several Quick Communications email blasts. The
purpose of these QC emails is to keep all of our owners updated on specific items of interest, updates on
board actions, and development of member surveys to receive input from the membership on issues the
OA board has been discussing. The participation rate on these surveys has been very high and is a strong
indication that our members are interested and willing to express their positions on various topics of
important issues.
Canadian Issues Committee
A project spearheaded by the Bas St.Laurent KOA and the programmers at KOA (KOA.com) has now
come to fruition.
Over the last few months, French reservations have gone live for Quebec campgrounds on KOA.com.
Users with a French browser looking at Quebec campgrounds automatically see French when viewing
Site Types through confirmation. Users with other language browsers looking at Quebec campgrounds can
select English or French in the same areas, per their preference. This optimization was a specific build out
for the Quebec campgrounds; however, the KOA digital programming team built the functionality. After
initial testing, the same attributes could be rolled out to all KOA campgrounds. The KOA marketing team
is also going through a revamp of the transactional emails like Rate Your Stay, Confirmation and Pre-stay.
Not only will these be updated to KOA brand standards, but also adapted for French language as well. The
first step was putting KOA.com in place, and now the RYS email is the next in line for completion.
Furthermore, says Whitney Hepp, the new framework will also help us be able to introduce other languages
as well, like Spanish and possibly German.
KOA Branded Apparel and Merchandise in Canada
We now have several vendors that are offering KOA branded merchandise available for purchase in
Canada. This has been a stumbling block for many Canadian KOAs for many years especially with dollar
conversion rates being highly unfavorable coupled with escalated cross-border shipping charges.
Now we can start to put KOA branded merchandise in our stores that retail at favorable market prices. We
can also purchase yellow KOA logo t-shirts for use at our campgrounds at very reasonable pricing and a
much-shortened delivery cycle.
The vendors as they are found are being put up on ekamp in the “Vendor Directory” and can be searched
by using the filter “CANADIAN VENDORS”. Thanks to Kama Humphrey from the KOA Merchandise
Department for her hard work in helping to get this going.
So far we have two KOAs active on our committee, Sturgeon Falls KOA and the 1000 Islands/Mallorytown
KOA. We would like to invite more to join. For those KOAs that already have a relationship with an
outstanding vendor, please drop us an email so we can all benefit.
OA Conference Committee Update
Lydia Fodor, Chair of the OA Conference Committee has had a video conference with Stacey Huck along
with the rest of the committee. They are happy to report that they are narrowing down the convention
options especially focused on continued excellence in workshop selection and speakers. Much of our
owners feedback was positive from 2016 convention topics and we saw that many people wrote in about
wanting workshops that are applicable and focused to all brands and sizes of campgrounds, ways to affect
the bottom line, and hands-on type of workshops. We have heard the owners voices and are looking
forward to meeting all the requests we can.
www.koaowners.org
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Update on OA Committees
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Congratulations and a special
THANK YOU to OA’s Sponsors!
PLATINUM SPONSORS

Independence Bank
Philadelphia Insurance
Southeast Publications
SILVER SPONSOR

AGS – TEXAS ADVERTISING
SPONSORSHIP OPPORTUNITIES WITH THE KOA OWNERS ASSOCIATION
Three Levels of Sponsorship available to Associate Members of the Owners Association:

SILVER LEVEL--$1500
As a silver level sponsor you will receive:
· A one year Associate Member recognition with full benefits of Associate membership
· A certificate of recognition to be displayed at exhibits shows and the KOA Convention
· A ¼ page four color add for the 4 quarterly Owners Association newsletter
· One additional opportunity to participate in the monthly email blasts sent to the entire Owners
Association membership recognizing your company’s products or services
· Recognition at the Owners Association Annual Meeting as a Silver level sponsor
GOLD LEVEL-- $2500
As a gold level sponsor you will receive:
· A one year Associate Member recognition with full benefits of Associate membership
· A certificate of recognition to be displayed at exhibits shows and the KOA Convention
· A ½ page four color add for the 4 quarterly Owners Association newsletter
· Two additional opportunities to participate in the monthly email blasts sent to the entire Owners
Association membership recognizing your company’s products or services
· Recognition at the Owners Association Annual Meeting as a Gold lever sponsor
PLATINUM LEVEL -- $5000
As a platinum level sponsor you will receive
· A one year Associate Member recognition with full benefits of Associate membership
· A certificate of recognition to be displayed at exhibits shows and the KOA Convention
· A full page four color add for the 4 quarterly Owners Association newsletter
· Four additional opportunities to participate in the monthly email blasts sent to the entire Owners
Association membership recognizing your company’s products or services
· A listing in an OA handout at the Annual Meeting recognizing your company’s support with a four
color handout at the KOA Convention
8
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2017 State & Provincial Presidents
CALIFORNIA/NEVADA
Kevin Fallon
Crescent City/Redwoods KOA 5102
4241 Highway 101 North
Crescent City, CA 95531
(707) 464-5744
sixriversred@icloud.com

MONTANA/WYOMING
Homer Staves
Whitefish/Kalispell KOA 26161
5121 Highway 935
Whitefish, MT 59937
(406) 862-4242
hstaves@stavesconsulting.com

TEXAS
Marshal Gray
Concho Valley KOA 43111
6699 Knickerbocker Rd
San Angelo, TX 76904
(325) 656-6446
shgray1@gte.net

COLORADO
Deborah Brunovsky
Ouray KOA 6158
PO Box J
Ouray, CO 81427
(970) 325-4736
koaouray1@gmail.com

NEW ENGLAND
Jeff Peterson
Skowhegan/Kennebec Valley KOA 19117
PO Box 87 / 18 Cabin Road
Canaan, ME 04924
(207) 612-8460
skowkoa@yahoo.com

UTAH/IDAHO
Dave Cooper
Panguitch KOA 44107
PO Box 384
Panguitch, UT 84759
(435) 676-2225
dacooper25@msn.com

FLORIDA
Geoff Goetz
Wildwood FL KOA
882 East SR 44
Wildwood, FL 34785
(352) 748-2774
wildwoodkoa@hotmail.com

NEW YORK
Anita Perry
Chautauqua Lake KOA 32233
5652 Thumb Road
DeWittville, NY 14738
(716) 386-3804
camping@chautauqualakekoa.com

HEARTLAND-AR, OK, KS, MO
Jodie Bartelson
Wellington KOA 16107
100 South KOA Drive
Wellington, KS 67152
(620) 326-8300
heartlandoa@yahoo.com

OHIO
Lori Hotstetter
Logan/Hocking Hills KOA 35133
29150 Patton Road
Logan, OH 43138
(740) 385-4295
camp@hockinghillskoa.com

VIRGINIA
Ashley Martin
Charlottesville KOA 46103
3825 Red Hill Road
Charlottesville, VA 22903
(434) 296-9881
charlottesville@koa.com
WASHINGTON
Karen Rosier
Seattle/Tacoma KOA 47161
5801 S 212th Street
Kent, WA 98032
(253) 569-9532
krosier@racpack.com

ILLINOIS
John Downing
Rock Island KOA 13156
2311 78th Avenue West
Rock Island, IL 61201
(309) 787-0665
john@rockislandkoa.com

OREGON
Michael Greig
Corvallis/Albany KOA 37176
33775 Oakville Rd. SW
Albany, OR 37321
(541) 967-8521
alcokoa@pacifier.com

WISCONSIN
Jeff Irwin
Madison KOA 49106
4859 Cty Rd V
DeForest, WI 53532
(608) 846-4528
madison@koa.com

INDIANA
Hope Perkins
Elkhart/Middlebury KOA 14133
52867 State Rd. 13
Middlebury, IN 46540
(574) 825-5932
kamp@middleburykoa.com

SOUTH CAROLINA
Bill Olendorf
Point South KOA 40113
14 Kampground Rd
Yemassee, SC 29945
(843) 726-5733
pskoa@hargray.com

WESTERN CANADA
James Brown
Hinton Jasper KOA 51124
4720 Vegas Rd NW
Calgary, AB T3A 1W3 CANADA
(780) 865-5062
brownkoa4@shaw.ca

MICHIGAN
Cathleen Kuebler
Traverse City KOA 22225
9700 M37
Buckley, MI 49620
(231) 269-3203
info@traversecitykoa.com

SOUTH DAKOTA
Tony Callahan
Kennebec KOA 41101
307 South Highway 273
Kennebec, SD 57544
(605) 869-2300
camp@kennebeckoa.com

EASTERN CANADA
Patrick Wagner
1000 Islands/Kingston KOA 55135
2039 Cordukes Rd RR8
Kingston, ON K7L 4V4 CANADA
(613) 583-6140
kingstonkoa.owner@hotmail.com

MINNESOTA
Carissa Vannoy
Bemidji MN KOA 23125
510 Brightstar Road NW
Bemidji, MN 56601
(218) 444-7562
kamp@bemidjikoa.com

TENNESSEE/KENTUCKY
Gene Rowland
Renfro Valley KOA 17113
184 KOA Kampground Road
Mt. Vernon, KY 40456
(606) 256-2574
renfrovalleykoa@hotmail.com

www.koaowners.org
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If you have any news from your state that you would like to share with other members please send to info@koaowners.org
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2017 KOA Owners Association

Associate Members
Call them first!

THE FOLLOWING ARE ASSOCIATE MEMBERS OF THE KOA OWNERS ASSOCIATION. PLEASE REMEMBER THAT THESE
VENDORS PAY DUES TO SUPPORT THE OWNERS ASSOCIATION:
Adventure Golf Services
LEE FIVENSON
PO Box 6319
Traverse City, MI 49696-6319
231-922-8166
lee@adventureandfun.com
http://www.adventureandfun.com
Based in Traverse City, MI, Adventure
Golf Services is the industry leader with
over 30+ years industry experience
specializing in: miniature golf course
and family entertainment center (FEC)
design; development and construction
of permanent, portable and modular
miniature golf courses as well as other
sports and golf related products for
clients worldwide. We have a client
portfolio consisting of both large and small
companies to include: Royal Caribbean
Cruise Line, Norwegian Cruise Line,
Princess Cruise Line, Disney, Jack
Nicklaus, GlenLivet, Ripley Entertainment,
Mall of America, and more. Our design /
build services team can help design and
properly build a simple or very elaborate
miniature golf course that meets any
space / budget specification as well as
any look-and-feel to be achieved.
AGS
SILVER SPONSOR
MICHAEL MOORE
PO Box 1149
Crowley, TX 76036
817-426-9395
michael@texasadvertising.net
http://www.ags-txad.com
AGS, owned by Texas Advertising, Inc.
(TXAD), offers high quality marketing
services to the RV Park and Campground
sector, specifically guest directories and
website design to marketing consulting.
Canterbury Park Models
BOB PHILLIPS
PO Box 147
Goshen, IN 46527
574-534-0034
bobphillips@canterburyrv.com
http://www.canterburyrv.com
Canterbury RV was established in 1982.
In addition to being an approved KOA
Deluxe Cabin vendor we produce a
variety of full featured Park Model RV’s.
With our Bayview, Parkvue, Select and
Deluxe Cabin Series, we also offer fully
customizable Deluxe Bath Houses.
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Chadwick Manufacturing Ltd.
ALLEN SMITH
PO Box 85
Chadwick, IL 61014
800-732-5602
sales@chadwickmfg.com
http://www.chadwickmfg.com
Chadwick Manufacturing has been a
leading manufacturer of high quality picnic
table frames, park benches, grills, and fire
rings to parks and campgrounds for over
fifty years.
Commercial Recreation Specialists
ALYSSA BREITBACH
807 Liberty Drive
Suite 101
Verona, WI 53593
877-896-8442
alyssa@crs4rec.com
http://www.crs4rec.com
CRS provides proven recreation solutions
including Inflatables for the Waterfront or
Pool, Miniature Golf, Playgrounds, Shade
Structures, Custom Docks, Pedal Carts,
Pedal Boats, Kayaks and much more.
Conestoga Log Cabins
DOLORES PRICE
246 N. Lincoln Avenue
Lebanon, PA 17046
800-914-4606
dprice@conestogalogcabins.com
http://www.conestogalogcabins.com
Conestoga is the largest supplier of
log cabin kits to the camping and
resort industries in the US and have
earned the hard-won trust and respect
of campground owners and resort
purchasing and property managers.
Conestoga Log Cabins has provided
cabins, bathhouses, bunkhouses and
commercial buildings for KOA for over
15 years, with over 3,000 cabins sold.
We now offer Timberframe cabins along
with many other floor plans that are
suited for just about every need. One
campground has said, “these cabins rent
between 95 and 120 times per year, and
there is often a waiting list. In our first
year renting these cabins, our return on
investment was 40%-50%. We cover the
cost of our cabins in less than 3 years.
Conestoga Log Cabins have dramatically
increased our customer base. That in
turn has increased our ancillary revenues
dramatically. When it comes to return
on investment, you can’t go wrong with
Conestoga Log Cabins.”

Forest River
GARY DUNCAN
28936 Phillips Street
Elkhart, IN 46515
574-264-2513
gduncan@forestriverinc.com
http://www.forestriverinc.com/parkmodels
Forest River, Inc. was founded in January
1996 and is a wholly owned subsidiary of
Berkshire/Hathaway. Forest River Park
Model manufacturer, featuring products
including 12’ wide standard park models,
“Lodge” cabins, rental cabins, office units,
shower units and more.
Independence Bank
PLATINUM SPONSOR
DEBBIE CALLAHAN
PO Box 2900
Havre, MT 59501
406-265-1241
deborahh@ibyourbank.com
http://www.ibyourbank.com
Independence Bank is a premier lender for
campground purchases, refinances, cabin/
lodges financing and improvement loans
Insider Perks
BRIAN SEARL
3059 Melville Loop
The Villages, FL 32162
888-407-5787
brian@insiderperks.com
http://www.insiderperks.com
Insider Perks offers professional photos
of your campground, initial setup of
Facebook page, Twitter profile, Google+,
TripAdvisor/Yelp, YouTube Channel,
Bing/Apple Maps listing, Yext listing and
film one video of your campground for
YouTube. Monthly marketing includes
managing all pages, insights, statistics,
respond to questions, problems,
concerns, etc. as well as create and
manage campaigns and special offers to
boost camper nights.
Jamestown Advanced Corporation
ELIZABETH CALDWELL
2855 Girts Road
Jamestown, NY 14701
800-452-0639
ecaldwell@jamestownadvanced.com
http://www.jamestownadvanced.com
Jamestown Advanced Products is a
manufacturer of commercial site amenities
for campgrounds, parks and recreational
areas. Product line consists of RV power
outlets, campfire rings, grills, dog park
equipment, picnic tables and more!

Owners News

Leavitt Recreation &
Hospitality Insurance
CHRIS HIPPLE
942 14th Street
Sturgis, SD 57785
800-525-2060
lrh@leavitt.com
http://www.lrhinsurance.com
We specialize in package and workers
compensations for KOAs.
Outdoor Insurance Group
GLENN SUDOL
1371 Hecla Drive
Suite E
Louisville, CO 80027
888-683-7808
gsudol@oigcorp.com
http://www.oigcorp.com
OIG specializes in outdoor recreation
and hospitality/campground insurance.
We represent multiple A Rated
Companies to customize your policy to
your individual insurance needs.
Pelland Advertising
PETER PELLAND
25 Depot Road
Haydenville, MA 01039
413-268-0100
plpelland@pelland.com
http://www.pelland.com
Longer than any other company in the
industry, Pelland Advertising has been
committed to serving the marketing
needs of family campgrounds. Turn to
us for the best in responsive websites,
along with four-color brochures, rack
cards, and site maps. Our site maps
are either free from advertising clutter
or include ads that you sell yourself,
typically netting your park a $2,000 to
$3,000 gross profit!
Phelps Honey Wagon, Inc.
JAYLENE SHANNON
158 Whiskey Spring Road
Dillsburg, PA 17019
800-463-3707
info@phelpshoneywagon.com
http://www.phelpshoneywagon.com
Since 1970 our product line offers
RV parks and campgrounds the most

www.koaowners.org

efficient and economical method of
providing full hookups to all sites.
Philadelphia Insurance Companies
PLATINUM SPONSOR
NICOLE HOSEPHROS
One Bala Plaza
Suite 100
Bala Cynwyd, PA 19004
800-873-4552
phlysale@phlyins.com
http://www.phylins.com
Philadelphia Insurance Companies
designs, markets and underwrites
stand-alone Campground and RV park
operators, incorporating value-added
coverages and services. PHLY is rated
A+ by A.M. Best Company.
Southeast Publications
PLATINUM SPONSOR
BRIAN MCGUINN
7676-B Peters Road
Plantation, FL 33324
800-832-3292
contactus@southeastpublications.com
http://www.southeastpublications.com
Southeast Publications is the largest
provider of Guest Guide Services to
KOA Franchisees. We also promote
KOA owner’s properties through a
robust digital marketing platform that
reaches an audience outside of the
already robust KOA digital media.
Southeast Publications’ Guest Guide
services also includes free Site Map
and Area Map banner displays.
Laminates are provided for the front
desk as well. These services are FREE.
All Southeast Publications are bonded
and insured for your protection and
Insurance Certificates are available
upon request.
Sun Charge Systems
RANDY THROOP
8484 N. Pennsylvania Street
Indianapolis, IN 46240
317-698-6412
rdthroop@sbcglobal.net
Manufacturer of solar powered charging
stations.
Terrainables
JULIE LOVE
92 E. 64th Street
Holland, MI 49423
616-396-7085
sales@terrainables.com
http://www.terrainables.com
Trackless barrel cart trains.

Utility Supply Group
WADE ELLIOTT
26519 Bond Road NE
Kingston, WA 98346-8476
800-800-2811
wade@go-usg.com
http://www.go-usg.com
National provider of RV pedestals
and boxes. Electric meters, wire and
distribution load centers are also
available. USG sells the Xlerator hand
dryer in KOA yellow. The Xlerator not
only dries your hands, but will save you
about 90% over paper towels a year.
Wilcor International
AMANDA MOTTO
161 Drive In Road
Frankfort, NY 13340
800-346-2345
sales2@wilcor.net
http://www.wilcor.net
Wilcor International is the #1 supplier
to the vacation industry with the
largest variety from one source. We
proudly research and develop new and
innovative products to help make your
business prosper.
Your Electrical Solutions
MAGGIE LINNELL
2737 Browning Drive
Lake Orion, MI 48360
855-644-2400
maggie@yourelectricalsolutions.net
http://www.yourelectricalsolutions.net
Your Electrical Solutions is a master
distributor of electrical supplies, surface
boxes, electric meters, conversion kits,
water meters, lighting, wire and power
distribution equipment and accessories.
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JRD SOLAR
RADD IYER
116 Central Avenue
Gaithersburg, MD 20877
240-476-8542
radd@jrdsolar.com
http://www.solarplusmore.com/products.
php
Manufacturer distributors of portable
solar products and more.
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FAMILY STYLE BATHROOMS

THE TIME HAS COME OR THEY ARE OVERDUE
What is a Family Style Bathroom?
In our last article, Doug Mulvaney and Loren’s
Convention presentation, I promised this article
would be on Family Style Bathrooms. A Family
Style Bathroom is the same style that you have
in your home. It has a shower, sink, toilet, and
provides complete privacy. There is absolutely
no question that the Camping Customer wants
and desires this bathroom. More importantly,
he is willing to pay a premium to get it.

In Loren’s opinion, it’s because we really don’t
have any serious competition. If we had serious
competition, the conversion to Family Style
Bathrooms would have happened many years
ago. There is no question, in Loren’s and other’s
minds that our customers (middle age and
younger) are very reticent to use what we call
“Army Barrack Style Bathrooms”; namely
“Men’s and Women’s”.

There is also a huge benefit to you, the
Campground Owner, as well. So, why doesn’t
the KOA System have Family Style Bathrooms?
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In about 1982 or ‘83 (Loren’s memory is not
that good), Roy and Jackie Wilson were the
owners of the Fort Stockton, TX KOA
Kampground. Roy and Jackie Wilson were
visionaries and marketing type people. They
had installed a couple (possibly only one) Family
Style Bathrooms in their Main Building;
primarily due to “snowbird” type customers and
they were absolutely stunned at the demand.
As I mentioned, Roy and Jackie were Marketers
(Advertising) and I believe they actually worked
on Madison Avenue in NY before the Stockton
KOA. They became impassioned with the idea of
Family Style Bathrooms. Their passion came
from what the customers were telling them and
how people would line up and wait to use that
bathroom. Their passion moved them to a point
that they got in their motorhome and spent an
entire Summer driving the KOA System
(including a stop at the Great Falls, MT KOA)
trying to convince all of us (fellow franchisees)
to build Family Style Bathrooms. Loren, like
most of you reading this, said, “Oh, there’s
nothing wrong with what I have. In fact, I have
great bathrooms; my customers love them!”
However, even back then, if given a choice, the
customer desired a Family Style Bathroom.

Do our guests (campers) want Family Style
Bathrooms – Yes! Yes! Yes!
As I was preparing to write this article, I asked
Sara and Beth for some ideas and I’ll quote, “All
of the women here at Prairie Kraft and at the
KOA would go without a shower before they
would use the Bathrooms that the majority of
the KOA System has.” They want privacy and
they will avoid the “Men’s and Women’s” at all
costs. That is a strong statement but it is true.

Family Style Bathrooms Cost More?
No, they don’t!
All bathrooms are expensive. You have a high
concentration of mechanical equipment; water
heaters, toilets, flush valves, sinks, etc., etc. So,
yes, a Family Style Bathroom is going to be
expensive. Let me define “expensive”.
Expensive means you are literally going to start
from zero and build an Entire Bathroom! By way
of example, in an A-Frame building, you will
completely tear out everything in the Men’s
and Women’s Bathrooms and the Mechanical
Room and/or plumbing chase between them. If
built on a concrete slab, you are going to take
the entire slab out. A concrete saw and a Skid
Steer (Bob Cat) work great to do this. You are

www.koaowners.org
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Brief History
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going to build from scratch – new bathrooms.
Yes, you are going to spend some money. In
fact, probably close to $250,000 on an A-Frame
“Bathroom Conversation”.
I don’t have enough room in my Men’s and
Women's! - Yes, you do!

are expensive no matter what style they are. In
fact, I can make an argument that Family Style
Bathrooms are cheaper (not a lot) than a
conventional Men’s and Women’s. Obviously
not cheaper than a remodel, but from a
“ground build up” they certainly aren’t more.
Remember, you don’t have toilet partitions
and all of the associated hardware nor is it
necessary to build them out of tile, masonry.
Family Style Bathrooms have great ventilation.
Each bathroom will have an individual
ventilating fan of 120 CFM. This is probably
triple or four times the ventilation you
currently have in your Men’s and Women’s.
Ventilation is the key for long life in high
moisture environments like bathrooms.
So, do they pay? – Yes!

The floor plan you see here shows a total of 7
Family Style Bathrooms in the same space that
the Men’s and Women’s were in Oscar and Kim
Carranza’s Twin Falls, ID KOA A-Frame Building.
Yes, 7 bathrooms including an ADA which take
up lots of space. It also has an Atrium (inside
hallway) for Winter use.
At the Great Falls KOA, which has a standard 62′
A-Frame Building, we installed 10 Family Style
Bathrooms including 2 ADA Bathrooms. Again,
this was done primarily in the Men’s and
Women’s Bathroom area. I’ve seen some
layouts that get up to 12 Family Style
Bathrooms in an area just slightly larger than
the existing Men’s and Women’s in a 62′ AFrame. You end up taking up a little bit of the
store to get 12 in or you add on to the end of
the building.

A Campground with all Family Style Bathrooms
can definitely increase the price as our
customers truly want “Family Style Privacy”
and our competition doesn’t have them. An
increase of $10.00-$15.00 per night at a
Campground having all Family Style Bathrooms
is, absolutely without question, doable. If you
are a 10,000 camper night Campground you can
quickly see an increase in revenue of $100,000$150,000 per year!! In short, you are going to
pay for this in two years. You will also see an
increase in Camper Nights with all “Family Style
Bathrooms”.

So, yes, Family Style Bathrooms are doable in
your existing facility. However, I will not be coy
here, you are going to spend money. Bathrooms

14
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This is a question that requires more
explanation than is available in this article.
However, the Great Falls, MT KOA has 16 Family
Style Bathrooms. The breakdown on these 16
bathrooms are as follows.
•
•

5 of them are ½ Baths – Toilet and Sink
Only.
11 of them are full bath – Toilet, Sink,
and Shower. The showers are 4′ wide
showers and very comfortable.

The Great Falls KOA has had all Family Style
Bathrooms since 2003. No more Men’s and
Women’s. The ½ baths provide a bathroom for
those who do not need a shower and greatly
increases the number of camper nights Family
Style Bathrooms will handle. This information is
thanks to a lot of work by Jim Finch at KOA Inc.

www.koaowners.org

Over the past many years, KOA Inc. in
cooperation with us here in Great Falls have
obtained (from real world experience) numbers
of camper nights that a Family Style Bathroom
will handle. It’s not a simple number. It is
exactly the same as electrical use or electrical
demand at your Campground. At any given
time, one site may need a full 20, 30, or 50
amps (depending what the customer is plugged
into) but the entire campground uses a
percentage of what the total of all the sites
equal. It’s identical with bathroom use.

If you have only one bathroom and it is
occupied there is a high probability other
customers are waiting in line. So, one bathroom
handles one camper night (sort of). With a
bunch of “Family Style Bathrooms,” it now
becomes a percentage of the number of
occupied sites (camper nights). The 16 Family
Style Bathrooms in Great Falls often handle
nights of 180-200 camper nights. This averages
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How many camper nights will a Family Style
Bathroom handle?
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out to 11-12 camper nights per Family Style
Bathroom. However, if a little 2-Unit Family
Style Bathroom is placed in a Campground, that
nice 2-Unit Bathroom will only handle
somewhere between 8-12 camper nights at the
most. This is literally 1/2 to 1/3 of the number
when the entire Campground is served. In short,
there is a Demand Factor that comes into play
here.

•

For those of you who want specific help relative
to your Campground, please contact either
Doug Mulvaney (KOA Inc.), myself, or Beth here
at Prairie Kraft and we can provide specific
information relative to your Campground.

•

Benefits to you the Campground
Owner/Operator
Yes, bathrooms are expensive. So, why would I
as the owner do this?
•
•

Customer Satisfaction will Sky Rocket.
You will make significantly more money,
especially after you pay for them. Now
you can buy toys for yourself or take
that nice trip you’ve been wanting to go
on.

Now let's get down to what is often referred to
as “The Brass Tacks” or “actual operation.”
•
•

16

No more “Closed for Cleaning”!
“Closed for Cleaning” becomes a thing
of the past. You simply go in and clean

•

•

one bathroom at a time when you have
a few minutes.
The customers will clean the bathroom
for you. I know many of you think this is
not true, but we have absolutely seen
this over and over and over. Those
customers using the Family Style
Bathrooms generally leave them in as
good as the condition they found them
or better.
- Does this mean you won’t have
somebody go in and wash their
dog? No, these kind of things will
still happen. However, on average
the Family Style Bathrooms remain
much cleaner than in the traditional
Men’s and Women’s.
In an ideal world, we would clean our
bathrooms every hour. This is
impossible in Men’s and Women’s
Bathrooms. With Family Style
Bathrooms, you can check them in a
few minutes, wiping off the counters,
check toilet paper, etc. It has been
Loren’s experience that Family Style
Bathrooms actually reduce the overall
effort and cost it takes to clean
bathrooms.
Water Use (both hot and cold) will drop
significantly! There is nothing that
lowers water use like “Family Style
Bathrooms”. Actual water use data has
shown this to be absolutely true.
You only have to clean those bathrooms
that are open. This is a huge advantage.
In the Spring and Fall (when the camper
nights are low in Great Falls) we only
open 3 or 4 of the Family Style
Bathrooms. The rest are clean and
“ready to go” but we have them locked
for the offseason. No customer ever has
to wait to use a bathroom. We open
them as needed by the number of
camper nights we have.
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•

•

If three customers use your Men’s or
Women’s you go in and clean the entire
bathroom. This is not the case in Family
Style Bathrooms. You simply open and
clean only those that satisfy the
customer demand.
The customers love them!

the shower. The transgender issue has
strengthened their feelings and they want the
privacy!
“Family Style Bathrooms won’t work on my
Campground! The Camper will tie up the
bathroom for hours.”
This is absolutely false. In fact, it is the opposite.
Privacy and protection of kids (think Moms and
Dads here) is big. All of you reading this know
this without Loren saying so. We find with
Family Style Bathrooms Mom takes all of the
kids (boys and girls) and they all get cleaned up
at one time in one bathroom.
Your ADA Bathroom will be the most used
Bathroom!
We are required and for the most part want to,
supply an ADA Bathroom on our Campgrounds.
We have few to almost no ADA (think
wheelchair) customers relative to the total
number that we handle in a year. Don’t misread
this, I’m not saying the ADA customer is
unimportant, but out of 10,000 camper nights,
you might have 10 that were truly ADA.

At Prairie Kraft we build Kottages or “Cabins
with bathrooms” and we have for many years.
Loren is convinced that much of this request,
“Something with a Bathroom in it” has more to
do with privacy than it has to do with the
bathroom. As I stated earlier, every single one
of the women that are working here at the KOA
and Prairie Kraft will NOT use a Men’s and
Women’s Bathroom unless forced to; especially

www.koaowners.org
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You, my fellow Franchisees, have been saying
for years, “People want something with a
bathroom in it!”

However, in every scenario where a Family Style
Bathroom has been built, the ADA Unit is the
most used Bathroom. Why? The reason goes
back to that incorrect statement, “They’ll tie up
the bathroom for hours!” As I said, it is just the
opposite. Mom (or Dad) takes the kids and they
go to the ADA Bathroom. The ADA Family Style
Bathroom has lots of room in it and a great big
5′ wide roll-in shower. Mom (or Dad) herds the
kids through the shower getting them all
cleaned up, dressed, and ready for the day.
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Obviously, this makes the customer very happy
as they are not only able to get all the kids
cleaned up and ready to go in a short time, but
they are able to do it in the privacy of a Family
Style Bathroom.

•

•

A small Family Style Satellite Bathroom placed
in a Campground will create customer
complaints!

increase in customer complaints stating,
“Need more Bathrooms!” Loren knows this
and isn’t going to dodge this fact. So why do
they say that?
People will line up and wait to get into the
Family Style Bathroom while your beautiful
new rebuilt Men’s and Women’s Bathrooms
sit empty. Now you know why they say
“More Bathrooms”. I have seen this over
and over at various Campgrounds. As I said,
our first experience was at Cascade Locks,
OR. Loren is happy to discuss this in more
detail and I typically refer to it as “A pizza
and a beer story”. However, it is absolutely
a true phenomenon that every customer
wants to use the Family Style Bathroom
instead of your nice rebuilt Men’s and
Women’s.
The Red Lodge, MT KOA (Ken & Susan
Davidson) are installing a 2-Unit Family
Style Satellite Bathroom much like the one
you see in the photo. Ken and Susan will see
the same phenomena. Namely, that the
customers are going to line up and wait to
use these Bathrooms. They are going to
love the 2-Unit Family Style Bathroom but
they are also going to wish that the entire
Campground had Family Style Bathrooms.
Honestly, this is a powerful statement from
our customers and I don’t believe it should
be ignored any longer.

This is a phenomenon that we, at Prairie Kraft
Specialties, have observed in every case where
we have supplied a Family Style Satellite
Bathroom. In actuality, the Customer Complaint
(they’re real!) is stating how badly the customer
wants this Bathroom.
Our first experience with this Phenomena was
at the Cascade Locks, OR KOA Campground
owned at that time by Jim Burgess. This is an
important item, hence the following.
•
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Those Campgrounds that put in a Family
Style Satellite Bathroom always see an
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Talk to us at Convention or any time about
Family Style Bathrooms!

Bathrooms. I look forward to seeing you
this fall!
Your friends in Great Falls,
Loren, Beth, Sara, Jane, and all the folks at
Prairie Kraft and the Great Falls KOA.

(Editor’s note: Please note that this article does
not necessarily represent the opinion of the Owners
Association, but is the opinion of the individual. We
invite all members to submit articles to our newsletter
and remember the opinion expressed do not necessarily
represent the opinion of the Owners Association and not
the OA.)

One of the big benefits of belonging to the
KOA System is that we share knowledge and
experience very freely between ourselves.
We have over 20+ years with Family Style
Bathrooms and are happy to share those
experiences; both good and bad.
Hope you are having a great Summer. At
the time I am writing this it is mid-June and
things are getting busy at the Great Falls
KOA. Having all Family Style Bathrooms
makes managing the Campground easier
than when I had “Men’s and Women’s”
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Heavy Duty American Made
Campground Equipment

Picnic table frames,
fire rings & grills at
competitive prices.

P.O. Box 85 • Chadwick, IL 61014
Sales@Chadwickmfg.com

Call toll free or
visit our website
to receive a
free catalog.

800.732.4602 • www.Chadwickmfg.com
www.koaowners.org

April, May, June 2017

As I said at the beginning, the time has
either come or is past due to talk seriously
about Family Style Bathrooms. There is no
question that they work, our customers
vastly prefer them, and they pay for
themselves very quickly. I have suggested
(to KOA Inc) that a Family Style Bathroom
presentation would be very appropriate at
this year’s Convention in Phoenix. At the
time of this writing, I don’t know if we will
be presenting. If not, we are happy to have
this conversation with any of you either at
Convention or any other time.
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What could you do with an extra 470 people at your back?
By Andy Zipser
We’re well into our fifth season as owners of the Staunton/Walnut Hills KOA, which means we’re nearing
the end of our first franchise agreement with KOA. Such a deadline tends to concentrate the mind: should
we seek to renew? What exactly have we been getting out of this relationship, and at what cost? What
would we give up if we walked away—and would we gain something in return?
One way to approach such questions is to look at what KOA is emphasizing when it seeks to attract new
franchisees. It’s like a dating app in which would-be suitors emphasize some traits while ignoring others,
and thereby reveal perhaps more than they intended: is it all about looks (vanity?)? Personality (ugly?)?
In that regard it’s worth looking at the humongous, bright yellow ads KOA has been running in Woodall’s
Campground Management, and presumably in other publications that target campground owners. The
headline is a provocative, “What could you do with an extra $35,600?” The text is a list of services
offered by “an entire team of one-of-a-kind Marketing and Operational experts” “at no extra charge!”
The underlying message is that being a KOA franchisee comes loaded with goodies that would cost a
non-franchisee a pretty penny indeed: $6,560 for a professional website, $3,950 for an online reservation
system, $5,435 for national directory listings, and on and on.
Or as the ad proclaims, “You’ll be amazed by the time and money you’ll save by making your park a part
of the KOA franchise system.” In other words, if you like free stuff you’ll love KOA.
That leads to three quick responses.
First, eeuww! What kind of shallow pitch is that? Is that really the approach that results in lasting
relationships?
Second, what does KOA offer other than precisely those things enumerated in the ad as coming “at no
extra charge?” Why else are we paying 8% of site revenues if not for the services of KOA’s “marketing
and operational experts”?
And third—really? As just one example, does anyone really think that each of us consumes $3,500 in
remodeling and site design services from KOA, as asserted in the ad? When we belonged to a non-KOA
20 Group, the group members’ annual expenditures for all advertising and promotion services—including
trade shows, directories, signs, direct mail, internet marketing, etc.—averaged less than 3% of revenues.
How does KOA justify more than doubling or tripling that amount, if not by gaming the numbers?
To be fair, there are some KOA benefits that fall outside of those listed in the ad. The annual convention
is one example, and it’s not a cheap affair, although we’ve found ARVC’s soirees at least as helpful. The
field service reps are another, doing their best to ensure that certain minimum standards are maintained
system-wide, to everyone’s benefit. But an increasing amount of KOA’s activities—and the way it spends
our money—seem to have only a tenuous connection to most of us, from the never-ending expansion of
“benefits” piled onto value cards to the annual exercise in glossy excess known as the “North American
Camping Report” to the incoherence of the “ branding” initiative.
20

Owners News

That’s right—it’s our money that’s paying for all that, too. And as the KOA system keeps growing, both
in number of franchisees and dollar volume generated, the folks in Billings apparently see that as a green
light to look for new ways to spend. The problem? The more they spend on projects that have nothing
to do with us, the more removed they become from the engine of all that growth. They become all about
the marketing and less about the camping. They become more tuned into outside voices and increasingly
deaf to the voices from within the system. They hire a vice president of franchise services without any
campground experience, scold Facebook participants for not being cheerleaders, politely—always
politely—deflect all suggestions for midcourse corrections.
So here’s a radical question: at what point does the system reexamine its fee structure, and either trim it
back for everyone or set up a sliding scale in which the percentage bite decreases with revenue growth? At
what point does KOA acknowledge that it’s not delivering as much as it’s taking in?
The Staunton/Walnut Hills KOA, a middling-size property of 150 sites and 18,000+ camper nights last
year, directly paid KOA more than $45,000 in 2016 (not including the 2% for advertising). But that’s not
all. Our other KOA costs included approximately $30,000 in value card and VKR appreciation discounts,
and while some of that was offset by value card income, we’re still looking at a total of roughly $70,000
in KOA taxes. That’s up nearly 32% over 2013. Did we get an extra 32% benefit from being a franchisee
over that four-year period?
Put another way, what could we have done with an extra $17,000 in real (not imaginary) money?
Yet we also know that this calculus ignores one very important intangible: the value of the brand.
Campgrounds buying into the system learn this the first year, when revenues typically pop 10%-15%. We
all hear campers who say they never camp anywhere other than KOA. And as the roads get flooded with
hordes of brand-new RV owners, we’ve all experienced the onslaught of camping newbies seeking the
safe harbor of a more-or-less predictable nationwide franchise.
All that is undeniable, and therefore could be used to justify some of the KOA premium—but it also
acknowledges only half of the equation: the other half is us, the individual campgrounds and their owners
who make up 94% of the KOA system. We bring value to the table. It’s our campgrounds—their range of
amenities, cleanliness, friendliness of staff, well-maintained sites—that keep the campers coming back.
And it’s those campers talking to their friends and co-workers that widen the circle, broadening the KOA
universe. The net promoter score that KOA so loves to emphasize? That’s us marketing the brand in ways
that no amount of marketing dollars can match.

As we near the end of our initial franchise period, these are just some of the considerations we’re
pondering. How much business would we lose if we walked away—and how much of that would be
offset by our savings on franchise fees? How much of our business growth is incidental to our KOA status,
as campgrounds everywhere face demand that outstrips supply? Perhaps most important, just how far can
KOA stray from its core role before becoming irrelevant, the tail wagging a dog that grows impatient with
being disregarded?
(Editor’s note: Please note that this article does not necessarily represent the opinion of the Owners Association, but is the opinion of the
individual. We invite all members to submit articles to our newsletter and remember the opinion expressed do not necessarily represent the
opinion of the Owners Association and not the OA.)
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So instead of a full-page ad asking “What could you do with an extra $35,600?” how about an ad that asks,
“What could you do with an extra 470 salespeople for your campground?” Instead of a list of overpriced
services provided by an insular headquarters team of “experts,” how about a list that emphasizes the
collegiality of other campground owners who know what you’re going through and have some ideas about
how to make it better? How about recognizing that the strength of the KOA brand is at least as much the
product of all our efforts as it is derived from traditional marketing and advertising?
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An Interesting Look Back At History
STORY NUMBER ONE
Many years ago, Al Capone virtually owned Chicago. Capone wasn’t famous for anything heroic. He
was notorious for enmeshing the windy city in everything from bootlegged booze and prostitution
to murder.
Capone had a lawyer nicknamed “Easy Eddie.” He was Capone’s lawyer for a good reason. Eddie was
very good! In fact, Eddie’s skill at legal maneuvering kept Big Al out of jail for a long time..
To show his appreciation, Capone paid him very well. Not only was the money big, but Eddie got special
dividends, as well. For instance, he and his family occupied a fenced-in mansion with live-in help and all
of the conveniences of the day. The estate was so large that it filled an entire Chicago City block.
Eddie lived the high life of the Chicago mob and gave little consideration to the atrocity that went on
around him.
Eddie did have one soft spot, however. He had a son that he loved dearly. Eddie saw to it that his young
son had clothes, cars, and a good education. Nothing was withheld. Price was no object..
And, despite his involvement with organized crime, Eddie even tried to teach him right from wrong.
Eddie wanted his son to be a better man than he was.
Yet, with all his wealth and influence, there were two things he couldn’t give his son; he couldn’t pass
on a good name or a good example.
One day, Easy Eddie reached a difficult decision. Easy Eddie wanted to rectify wrongs he had done.
He decided he would go to the authorities and tell the truth about Al “Scarface” Capone, clean up his
tarnished name, and offer his son some semblance of integrity. To do this, he would have to testify
against The Mob, and he knew that the cost would be great. So, he testified.
Within the year, Easy Eddie’s life ended in a blaze of gunfire on a lonely Chicago Street ... But in his eyes,
he had given his son the greatest gift he had to offer, at the greatest price he could ever pay. Police
removed from his pockets a rosary, a crucifix, a religious medallion, and a poem clipped from
a magazine.
The poem read:

“The clock of life is wound but once, and no man has
the power to tell just when the hands will stop, at
late or early hour. Now is the only time you own.
Live, love, toil with a will. Place no faith in
time. For the clock may soon be still.”
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STORY NUMBER TWO
World War II produced many heroes. One such man was Lieutenant Commander Butch O’Hare.
He was a fighter pilot assigned to the aircraft carrier Lexington in the South Pacific.
One day his entire squadron was sent on a mission. After he was airborne, he looked at his fuel gauge
and realized that someone had forgotten to top off his fuel tank.
He would not have enough fuel to complete his mission and get back to his ship.
His flight leader told him to return to the carrier. Reluctantly, he dropped out of formation and headed
back to the fleet.
As he was returning to the mother ship, he saw something that turned his blood cold; a squadron of
Japanese aircraft was speeding its way toward the American fleet.
The American fighters were gone on a sortie, and the fleet was all but defenseless. He couldn’t
reach his squadron and bring them back in time to save the fleet. Nor could he warn the fleet of the
approaching danger. There was only one thing to do. He must somehow divert them from the fleet.
Laying aside all thoughts of personal safety, he dove into the formation of Japanese planes. Wingmounted 50 caliber’s blazed as he charged in, attacking one surprised enemy plane and then another.
Butch wove in and out of the now broken formation and fired at as many planes as possible until all his
ammunition was finally spent.
Undaunted, he continued the assault. He dove at the planes, trying to clip a wing or tail in hopes of
damaging as many enemy planes as possible, rendering them unfit to fly.
Finally, the exasperated Japanese squadron took off in another direction. Deeply relieved, Butch O’Hare
and his tattered fighter limped back to the carrier.
Upon arrival, he reported in and related the event surrounding his return. The film from the guncamera mounted on his plane told the tale. It showed
the extent of Butch’s daring attempt to protect his
fleet. He had, in fact, destroyed five enemy aircraft.

When campers and travelers want to play...

We show them the way to your KOA.
guest nAme:

’s
Everyone
es for yment
your
Guidelinty & Enjo und and makerules:
these
Safe
following
your campgro

10

CALL

NCE

ENTRA

ROAD

T22

T29

T28

T27

T30

T26

T25

T24

T23

T16

T17

T18

T19

T20

T21

Gues t servi
ces

Guide

Welcome
to our camping
and amenities
. Play hard oasis in Memphis,
a place
at the
then relax
in your KOAcampground and full of activities
area attraction
home away
from home.
s,

K

K

121

133

120

132

119

7

8

9

29

72

145

158

157

156

155

154

153

152

151

150

149

148

147

146

APPROACH

75

74

76

77

78

66

Restrooms &
Showers

Lodge

Basketball

BBQ

Family-style

OUT

69
70
71

60

82

84
83

CAR PASS
Book your
next stay

NE RIVER
YELLOWSTO

Pistol Pete’s

Playground

Trash

THIS SIDE
FACES

68

59

81

80

koa.com

SITE NUMBER
Utah’s Trail Country

INFO: 435-896-6674 • RES: 888-562-4703

n Coun try Safa ri

Campground &
AM
African11:00
Wildlife Preser
ve Theme
No Hookup

HANG
ON REAR
VIEW
MIRROR

67

58

55

79

POOL
HOT
TUB
RISK

RIVER AT OWN

Check-Out
Time

Dump Station

73

54

50

45

40

35
30

90

57
53

49

44

39

34

28

91

100

65

56

48

43

38

33

26
ADVENTURE
GOLF

92

101

64

52

47

42

37

32

93

102

63

46

41

36
31
25

94

103

62

12

11

10

PET
WALK

LAUNDRY

95

104

118
117

131
130

6

96

105

122

134

5

97

106

123

135

160

4

OFFICE

RIVER
ACCESS

124

136

163

145

148

147

137

164
S

10

3

61

51

98

107

146

RI

-B
125

EMERGENCY

PRIVATE
RESIDENCE

BBQ

FAMILY

125

RV Site

DEPARTURE

DATE

Lion Country SafariRestrooms
& Showers
KOA | 2000
Camping Cabin
Information:(561
) 793-9797 | Reservations: Lion Country Safari Road | Loxahatchee,
(800) 562-9115
FL 33470-3976
| koa@lioncountry
| Palm Beach County
safari.com | koa.com/campg
rounds/west-palm-beach.com
FAMILY

AL

Cards

80
79

69

94
86

95
87

64
63

61
60

57

TO
SOUTHERN
BLVD.

Security Guard: (561)

205 207 209
204 206 208

97

192

DOG
WALK

173

143 144

GUEST

203

SPEED
LIMIT

142
141
140

157
139
185
179
170
156
138
178
169
155
137
177
154
168
136
176
167
153
135
175
166
152
134
165
151
133
164
150
132
163
149
131
148
130
147
129
146
128
127
RUN
126
RA

125

ZEB

55

39
38
37
36
35

54

28

34
33
32
31
30

53

52

27
26

23

MAP NOT TO SCALE

RECREATION AREA
SHUFFLE
BOARD

22
21
20
19

15
14

9

13

8

12

25

18

11

24

17

10

51

TOUCAN TRACE
50 49
48

248-1930

DOG
PARK

PETANQUE

Security Gate
Access Card
Needed For Entry
After Hours
10PM-8AM

PARKING

3

PRIMITIVE
CAMPING AREA

KOA OFFICE
DUMPSTER

2
1

46

PAVILION

POOL
PROPANE

4

7
6
5

47

SECURITY
GATE
45

45A

CANAL
ENTRANCE TO CAMPGROUND

VOLLEY
BALL

BASKET
BALL

MPH

CAUTION:
Adults & Children
At Play

DUMPSTERS

SHOWERS
& RESTROOMS
LAUNDRY

CYPRESS

16

8

DOG
WALK

174

145

29
44
43
42
41
40

REPTILE PASS

CANAL

202

158

183

182

181

172

162
160 161

124
122 123

211
210

TRASH
DUMPSTER
CYPRESS HEAD
(PRESERVE)

201

159

184
TRASH
DUMPSTER

89

56

200

E

62

66
65

EMERGENCY

96
88

199

CL

67

58

93
85

198

197

O ROAD
RHIN
171
180

CIR

59

92
84

LLAMA LANE

68

72

70

99 100 101
102 103 104
105
91
83

196

RI

73

TICKET
BOOTH

71

PARKING

98
90
82

195

FA
SA

LCS
OFFICE

106 107 108 109
110 111 112
113

78
77
76
75
74

CALL

191
190
186 187 188
189
RHINO ROAD
114 115 116 117
118 119 120
121

81

ENTRANCE TO LION COUNTRY

CARD

ELEPHANT WALK

SAFARI

CAN

194

193

Park

T
T 21 T
T12
22 20
T11
K13
T19
T10
T T18
K14 15 T T17
T9
16
K1 K2
T8
T T T T T
34 5 6 7

QUIET HOURS:
10PM - 7AM

LION TRAIL

Guest Name:
Site#:

WiFi: Connect: NewKOAW

POOL HOURS

9AM-Dusk
Swin At Your Own RIsk
[NO LIFEGUARD]
• Password: Lion1234

For 31 years, We provided Guides, Site Maps
& Promotional Products for KOAs.
Use your Loyalty Bonus Credits to receive ancillary
items like Car Tags, Logo T Shirts, Post Cards, or
promotional products for your KOA!

877-518-1989
www.agspub.com

April, May, June 2017

2017

ZEBRA RUN

9

Utah 8475

PARKING

BillingsKOA.cOm

itch
Pangu

2017

152

126

138

Richfield

AM
11:00590
W. 600 S. • Richfield, UT 84701

2

GAME
ROOM

2016 - 2017

m/cam

151

W
N

POISON
CONTROL 2
1-800-525-504

25
52-16
et
s: 800-6
ntry.n
vation
or-cou
25 • Reser • zionkoa@col
76-22
guitch
Info: 435-6pgrounds/pan

150

AT
O

L1

West Palm
Legend
Beach/Lio

547 Garden Ave. | Billings, Montana
59101
406-252-3104 | Reservations: 800-562-8546
| billingskoa@me.com

koa.co

149

158

7

9

165

161

uitch,

157

WA
TE
R

11 10

1

L2

127

ut
MeMphis
Check-O
KOA.cOM
Time

Legend

M1 M2
M3 M4
M5 M6
M7 M8

112

129
128

143

162

St. • Pang

156

AC
H

159

Main
555 S.

155

T29

T28

T27

PR
O

POND

647-6012

154

KAMPING
KITCHEN

139
AP

ROAD

5

6

8

T30

T26

T25

T24

T23

T16

T17

T18

T19

Est. 2013

T20

“World’s 1st KOA Holiday!”

1

2

3

4

T1

T2

T3
STORAGE
T15 T14 T13 T12
T11 T10

Est. 1962

NCE
ENTRA

“World’s 1st KOA!”

After Hours emergency #: (406)

153

Guest services Guide

TV
.5
..........
(NBC)
.12
WPTV
CBS) .......... 25
WPEC(
.........
(ABC)
29
WPBF
(FOX) ..........
WFLX

ks
ere Than
Our Sinc

BILLINGS KOA

RIVER
ACCESS

Guide

BILLINGS KOA

No Multi Year Contracts!

www.koaowners.org

Scan to
Visit Us on
the Web!

Memphis
KOA

S
HOUR

E FOR
OFFIC
THE KOA
CHECK
CHURCHES
AREA

T21

Butch O’Hare was Easy Eddie’s son.
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A year later Butch was killed in aerial combat at
the age of 29. His home town would not allow the
memory of this WW II hero to fade, and today, O’Hare
Airport in Chicago is named in tribute to the courage
of this great man.
So, the next time you find yourself at O’Hare
International, give some thought to visiting Butch’s
memorial displaying his statue and his Medal of
Honor. It’s located between Terminals 1 and 2.

site#:

WILDEBEAST WAY

This took place on February 20, 1942, and for that
action Butch became the Navy’s first Ace of W.W.II,
and the first Naval Aviator to win the Medal of Honor.
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It’s Never Too Late to Start Guarding
Your Privacy
by Peter Pelland

I logged onto Facebook this morning, and I was immediately
presented with a sponsored display ad hawking a t-shirt
design that read, “Never underestimate an Old Man who
listens to Neil Young and was born in September.” If I was
naïve, I would see that ad and think, “Wow! This is my
perfect t-shirt”, then order one. In the short time in which
this ad has been displayed, it has been “liked” by 480
people, shared by 182 people (multiplying its reach at no
charge to the advertiser), and has received 61 comments.
Every one of those comments is from a man who confirms
that he was born in September (usually adding a year from
the 1950’s or 1960’s) and wants one of the shirts.
Is the fact that I was shown this advertising a coincidence?
No way! It is custom-tailored to my identity. If I went to the
order page and modified the URL, I could display any of a
number of t-shirt designs based upon:
1) The name of the performer.
2) The birth month.
3) Whether I was a man or a woman.
Here is an example:
To make the ad even more effective, the
ordering page includes a countdown
clock to create a false sense of urgency:
Depending upon how you view it, being
presented these ads is either a brilliant
use of Facebook’s marketing potential
or an egregious violation of the personal
privacy of Facebook users. In this case, I was being shown advertising that was based upon the disclosure
of my gender, age, month of birth, and taste in music … all information that I had either voluntarily or
unwittingly published on Facebook for either my friends or the world to see.
Yesterday, I was presented with another variation of the ad, based upon the fact that I drive a Jaguar
… another fact that I had disclosed on Facebook. Now, I can also order a coffee mug! I am sure that I
could modify the URL on the ordering page to change the design to show the name and logo of just
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about any car company. (On a side note, I have to wonder if
these performers and companies are being paid royalties by
the t-shirt company for use of their trademarks.)
You may think that this is all innocent, fun, and the price
we pay for the otherwise free use of social media apps like
Facebook, but there is more involved. I don’t know how many
times I have seen friends on Facebook post a complete set of
answers to 50 personal questions such as the name of their
elementary school, their first phone number, name of their
eldest sibling, and so forth. Whenever I see this being treated
as a harmless and fun exercise, I cannot help but ask myself,
“Are you insane?” If any of these questions and answers
seems familiar, it is because they are among the same ones
that are used as security tests on your online banking or an
e-commerce site when you reset a password. Yes, the name of
your first pet can lead to the theft of your identity!
You may have seen the recent news about the “Google Docs” phishing scam
that proliferated in e-mails on May 4, 2017, said to be the most effective
e-mail worm since the “I Love You” virus that caused havoc back in 2000.
The scam was effective because it looked legitimate (it is so easy to copy
the appearance of a legitimate website!), came from somebody you knew
(rather than some random name chosen by a hacker in Belarus), and was spread
through
the type of shared online document that we have come to accept as routine. Even
cautious
recipients who would never open an e-mail attachment from a stranger thought that it was safe to
download the same sort of document that appeared to have been shared via a cloud service by a known
sender. All of these scams, whether relatively harmless or downright nefarious, play upon the human
willingness to trust those with access to our personal information.
At the moment, leading into Mother’s Day 2017, there are several gift card scams that are proliferating
on Facebook almost faster than they can be identified and taken down. One purports to offer a $50.00
coupon for use at Lowe’s home improvement stores in exchange for taking a short survey, in which you
will be disclosing a wealth of personal information. Another purports to offer a $75.00 coupon to Bed Bath
& Beyond, the same sort of scam that attempts to gather your personal information for exploitation later.

Copyright © 2017, Peter Pelland. May not be reproduced without permission.
Peter Pelland is the CEO of Pelland Advertising, a company that he founded in 1980 and that has been serving the family
camping industry for over 35 years. His company specializes in building fully responsive websites, along with producing a full
range of four-color process print advertising, for clients from coast to coast. Learn more about Pelland Advertising at www.
pelland.com or see their ad in this issue.
(Editor’s note: Please note that this article does not necessarily represent the opinion of the Owners Association, but is the opinion of the individual.
We invite all members to submit articles to our newsletter and remember the opinion expressed do not necessarily represent the opinion of the Owners Association and not the OA.)

www.koaowners.org
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As I have said in the title of this article, it is never too late to start guarding your privacy. In fact, today is
the best day to begin!
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Adventure Golf Services
www.adventureandfun.com
P.O. Box 6319
Traverse City, MI 49696-6319
Ph: 231-922-8166
Fax: 231-922-0153
Toll Free: 888-725-4FUN

www.adventureandfun.com

FOR IMMEDIATE RELEAS
Attachment
February 1, 2017
MEDIA CONTACT
Lee Fivenson, Marketing
lee@adventureandfun.com
231-922-8166

U-Build-It Mini Golf Kit Answers Market Need
Traverse City, MI…” Campground owners, smaller hotel owners and other entertainment
venues are now able to build their own small and low cost concrete mini golf courses with the
U-Build-It Mini Golf Kit from Adventure Golf Services (“AGS”), announces Scott Lundmark,
president.
“The need for this concept was identified by our sales staff as they received inquiries from
venues, with limited budgets and / or space. These clients have asked for a small 18-hole
concrete miniature golf, which they can build. The U-Build-It Mini Golf Kit helps an owner
achieve this for as low as $50,000, depending upon geographic location, states Lundmark
The U-Build-It Mini Golf Kit sells for $5,000 and provides each owner with everything needed
to build a 2,100-square foot 18-hole course, according to AGS CEO & Chief Designer Arne
Lundmark. “One of the difficult aspects for an owner to build a course is the ability to layout
the course while maintaining the same golf hole shapes, contours and topography as
specified in the plan or design. We have addressed this issue. The kit specifies for computer
precision cut mini golf putting turf to match the shape of the golf holes which, along with other
key items, can be purchased directly from AGS. This streamlines and speeds up the
construction process, for an additional fee, a custom layout on the owner’s site can be
provided if the owner provides site topography,” comments Arne Lundmark.
“The Kit includes a pre-loaded budget spread sheet, whereby the owner can fill-in the blanks
based on local costs, which auto-populates the spreadsheet with the final numbers,”
comments Erin Wilson, AGS Controller and creator of this program. “We have included all
things needed to build the course such as sub-base material, putting turf, edge system, hole
cups, labor hours, concrete, equipment rental and optional features such as props and
obstacles to add more fun to your new course. We can even provide an on-site Supervisor to
assist for an additional fee,” adds Wilson.
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ADVENTURE GOLF SERVICES

Adventure Golf has a proven history of providing custom miniature golf course plans and
designs for large and small courses that have been built by owners across the world. We
have used this experience to package a complete kit for design / build solution for a mini golf
course requiring a small footprint and lower budget, while maintaining many of the same
topographical features, props and obstacles as the large “adventure-style” courses,
concludes Scott Lundmark.
Adventure Golf Services is the world’s largest provider of mini golf products and services.
AGS services include: modular / portable mini golf, shuffle board, bocce ball, croquet courts,
golf hitting bays.
For more information visit: www.adventureandfun.com or call 888-725-4FUN or 231-9228166.
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WE KNOW YOUR BACKYARD.
Whether you want to finance your purchase of a KOA
campground, refinance or upgrade your existing property,
our Independence Bank lending team knows how to help!
• Simple application
• Quick turn around
• Flexible payment schedule • Competitive rates & terms
OUR DEDICATION MEANS MORE
SUCCESSFUL LOANS FOR KOA OWNERS.

Havre, Montana

Chuck • Janett • Debbie • Nate • Carol
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(406) 265-1241 | ibyourbank.com
Member FDIC. Equal Housing Lender
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by Scott Swanson of Gila Bend KOA
In addition to what KOA Corporate finds for RV Parks and rates near the Convention Center, here are a
couple of additional options to possibly consider. The Gila Bend KOA is unfortunately 70-miles away,
but feel free to stay a night or two before or after the Convention. We will offer 1-night Comp, or any
length of stay at 50% off our nightly rate
(current rate $34) based on space availability.
If you’d like to leave your RV here during
the convention and stay at a hotel near the
convention, you can park your rig on our
Solar Aerial Light
vacant lot free of charge, or in a site at the
50% off rate.

LIGHT

LIGHT

50 50 30 20

50 50 30 20

The Other Option: I spoke with the new
owner of our other RV that we recently sold,
Leaf Verde RV Resort, and he is willing to
offer 25% off their nightly rate (current rate
$34). Leaf Verde is 32-freeway miles west
of the convention center off Interstate 10
at 1500 S Apache Road, Buckeye 85326;
623-386-3132; ask for Robyn. Any other
questions, feel free to contact me at 928-6832850 or scott@gbkoa.com.
I also spoke with the owner of Desert’s Edge
RV Park aka The Purple Park, and she is
willing to offer 10% off her regular overnight
rates (you’ll need to look at their website for
rates) and they are 20-freeway miles north
off of Interstate 17; 623-587-0940.

POST

Solar Flood Light

5P-3L

MH7 50-30-20
D
Metered
l w/ LE
Pedestaight
L

$230

Midwest RV

POST

-3L

H750PPedestal
50-30-2ED Light
w/ L
MH75P-3L
Lighted 50/30/20

Offer Good Until
April 29, 2016

$190

H75P-3L

Lighted 50/30/20

Milbank RV
Millennium

Eaton RV

Voyager

Destiny Phoenix RV Park is also off Interstate 10 going towards Leaf Verde and is
27-freeway miles west of the convention.
Not sure about their rates or discounts as I do
not know the new owners;
623-853-0537.
There is a new AZARVC member park in
Scottsdale 10-miles to the east (17-minutes
according to Google maps). I do not know
their rate; 480-945-7491.

We support
KOA Care Camps

800-800-2811

(Open 8:30 am - 5 pm Coast-to-Coast)
Visit our website:

www.go-usg.com

www.koaowners.org

“Our goal is to offer exceptional levels of service
unheard of in our industry.”
-Wade Elliott, President of Utility Supply Group

April, May, June 2017
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The Perilous Road of Ignoring Bad Reviews
Brian Searl | Founder & CEO | Insider Perks, Inc. | Online: https://insiderperks.biz

Imagine you are sitting in your office; it’s just another day at the campground. You are getting ready
to tackle the day ahead when suddenly you notice one of the fluorescent bulbs flickering above your
head. The first thing that comes to mind is that you don’t need to replace the bulb until it’s completely
out, right? After all, you already had a huge list of things to do today. Then again, campers might get
annoyed during check-in with all that flickering. Maybe they’ll spend less time in the store, and as a result,
purchasing fewer products.
How you proceed from here is entirely up to you and responding to negative reviews can easily be
compared to the above. How in the world can I take a giant leap from the light bulb to an unhappy guest
on social media? Imagine the light bulb flickering is a bad review that was just posted on Facebook or
TripAdvisor. You could leave it alone, to flicker, hoping that most people would ignore it. Inevitably there
will be someone, or more likely several people, who decide that review is bad enough for them to stay
with your competition, though.
Let’s make an extremely generous assumption and say that only a single guest out of two hundred makes
that decision. If that guest were planning to stay in one of your cabins, that would have otherwise gone
unsold, that review just cost you anywhere from $75 to $200+. Even if that guest was only planning on
overnighting in a regular campsite, it’s still a $30+ hit, right? For what? So you can teach the person who
left the review a lesson? So you can show them that you won’t engage with their lies or exaggerations?
No matter what reason you can come up with, the only person who lost money is you. In fact, an
argument could be made that you just allowed that negative review to become even more powerful by
not responding to it. After all, had you taken the time to respond on your own or have someone else do
it for you, perhaps that answer would have given the guest who skipped your park another side to the
story. Perhaps a thoughtful, patient and professional response would have convinced them to give you
that money. Maybe even bring all their friends.
The only person who is responsible for lost business as a result of a negative review is you. Just like your
guests wield an enormous amount of power to influence online review sites, you hold the same power
to negate their comments. In fact, you hold more power than they do and that will likely never change.
Not only can you respond, but you can fix the legitimate concerns they detailed. That ensures that there
is virtually no impact on your reputation now or in the future with other guests if you choose to ignore
the problem.
So how do you respond to negative reviews? Professionally, courteously and respectfully. No matter
what, I don’t care if that guest has just called you the worst park owner in the world. It doesn’t matter if
they insulted your intelligence and told the whole world you are a drunk. Getting into a virtual fist fight
with a guest simply seals your fate. Not only do you miss an opportunity to win their business back, but
you also show the rest of the world that you throw a temper tantrum each time someone says something
bad about you.
Doing that, though, is the hardest part. Remember our flickering fluorescent light bulb? Imagine you had
to climb a ladder without any assistance, balance the cover without putting it done, grip the old bulb in
one hand and slide the new one in at the same time. That sounds pretty difficult, right? In fact, you would
almost certainly have a staff member help you every time. Even if you would do it alone, you’d take your
time going up and down the ladder to set the old bulb down, so your hands are completely free again.
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It’s no different with that negative review. If you cannot disconnect yourself from the situation,
then you shouldn’t respond. You should do one of two things. The first and best option is to bring in
someone who handles reputations for a living. Someone who is not connected to your park directly
and has no problem writing up an objective and professional response instantly. The second is to take
a breath, walk away, and come back a few hours later when you are calmer. If you still can’t respond
professionally, see the first option.
Everyone has a different perception of how things play out, including your guests. Many of the negative
reviews you receive are simply a result of miscommunication, wrong information or confusion. Maybe
you didn’t explain something on the phone like you meant to do, or the email confirmation went to
their spam folder. Maybe you told the wife something, and she relayed it wrong to her husband. You
can come up with thousands of different scenarios like the two above, but they all end in the same
place. Perception cannot be argued.
Reviews are not going away. You can be the park owner who is still waiting on Facebook to fail, or you can
be ahead of the curve. A future is very close where devices like Alexa or Siri will be answering questions
without a screen. What happens when a guest can say, “Suggest a campground near Orlando that is
within 2 miles of the highway, has a swimming pool and is rated four stars or higher” and that last negative
review made you a 3.9 star-rated campground? All of a sudden you aren’t even being considered.
So much for the age-old excuse that “campers will see through my negative reviews and ignore them.”
The future belongs to you, and your success is entirely in your hands. Guests only have the power to
influence your business if you let them do it. Ignoring your online reviews, not responding to them or
responding in an argumentative way only gives them more power.

* Must purchase skid quantities to qualify for special | Excludes prior purchases and orders already placed into production
Orders ship following standard lead times

Call our sales department today!
800-452-0639
www.JamestownAdvanced.com
www.koaowners.org

April, May, June 2017

(Editor’s note: Please note that this article does not necessarily represent the opinion of the Owners Association, but is the
opinion of the individual. We invite all members to submit articles to our newsletter and remember the opinion expressed
do not necessarily represent the opinion of the Owners Association and not the OA.)
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