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iwoke with the sun, snuck out the bedroom door, 
filled my water bottle and met my sister-in-law in the 

driveway. She was visiting from Colorado and we had 
planned to ride our bikes around Payette Lake in the 
early hours before I needed to begin work. 

The early-morning temperatures were chilly—
just above freezing—but the sun was starting to thaw 
things out. We climbed into our respective saddles 
and headed out. We rode through town, took a right 
on Wagon Wheel Road and circled the shore of  the 
high mountain lake for 18.65 miles. Along the way, we 
dodged sprinklers, startled ducks on the lake, traversed 
dirt roads and wooden bridges, passed waterfalls and 
eventually, ended up back where we started in time for 
breakfast and work. 

I grabbed a quick shower then headed to the 
office—happy in my soul for the early-morning effort 
and satisfied I could check another new experience off  
my list. 

As I sat down to write this month’s note, I thought 
back over this adventure and the many others I had 
enjoyed in the past month—keeping me more or less 
on track towards my goal of  doing something different 
every day this summer.

It struck me how similar my daily fun was to the 
camp experience you’re providing your campers this 
summer. Like me, they’re dropping into a new world 
for a week or six—challenging themselves in new 
ways each day and growing as a result. It’s a powerful 
experience. 

This month’s issue is dedicated to those new 
experiences you’re providing and is chock-full of  ideas 
for programming, food service, marketing and more. 

I hope you like it. If  you do, or if  you don’t, let us 
know. We love mail. 

Till next month…

Rodney J. Auth
Publisher

By Rodney J. auth

Summer Fun
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tHiS-N-tHAt

Campdoc Offers text Message Alert tool
Ann Arbor, Mich.—CampDoc.com, an electronic 

health record system 
for camps, announced 
the release of  its text 
message alert tool that 
allows camps to send 

mass notifications 
and emergency 

communications to their families and staff.
“When a disaster or emergency hits your 

camp, you need technology that facilitates rapid 
notification,” says Michael Ambrose, owner and 
director of  CampDoc.com. “We’re continuing our 
mission to improve the health and safety of  camp  
by expanding the communication tools for our 
camps to include text messaging.”

While delivering critical emergency notifications 
is essential in a crisis, many families and staff  now 
prefer text messages over email communication for 
important camp announcements as well. This new 
service uses the latest technology and broadcast 
network to send large volumes of  text messages 
reliably and quickly.

To learn more, visit www.campdoc.com.

Zac Brown Fulfills dream 
to launch Camp Southern 
ground Programming

Ever wonder what Grammy 
award-winning singer Zac Brown 
does in his spare time? He’s been 
busy getting Camp Southern 
Ground off  the ground. After all, 
he says, what’s the point of  being 
famous if  you can’t give back? 

Here’s a little bit of  info about the camp. According to their 
website:

“As an inclusive camp, we 
serve children ages 7-17, from all 
socioeconomic backgrounds, races 
and religions, with programs that 
challenge, educate, and inspire. We 
bring together typically developing 
children, children with Autism 
Spectrum Disorder (ASD), learning 

and attention issues such as ADHD, and Dyslexia, and social or 
emotional challenges. We also support and include children of  
military families as a vital part of  our camper population.”

To learn more, visit https://www.campsouthernground.org/#. 
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tHiS-N-tHAt

USA BMX And Woodward Combine Forces
Gilbert, Ariz.— USA BMX, the world’s largest BMX racing organization, and 
Woodward, an action sports and lifestyle camp, announced a partnership 
designed to benefit BMX racers of  all ages, all around the world. Included in 
the partnership and starting this summer is a new BMX Racing program at 
the Woodward Pennsylvania location. 

The Woodward Pennsylvania BMX Race Program will feature a brand 
new state-of-the-art track that will 
include a pro gate, asphalt turns, 
audio, and lights. The track design, 
developed in collaboration with 
USA BMX and track developer 
Lance Maguire, will allow 
participants of  all ages and skill 
levels to progress and have fun. 

Woodward’s new BMX Racing 
director, Jason Toutolmin, will draw 
on his two decades of  experience 
racing, event organizing and as a current USA BMX track operator to 
teach campers everything from bike and gear set-up to gate starts, sprints, 
turns and jumps. BMX Racing campers will also have access to ride on 
Woodward’s dirt jumps, foam box jumps, and resi-landing jumps. 

For more information on USA BMX or to find a local track near you,  
visit www.usabmx.com. For more information on Woodward, please visit  
www.campwoodward.com.

BEttER tO BE SAFE
Serving campers with Celiac disease

Alternative diets are on the rise with 
one of  the most frequent being gluten-free 
related to Celiac disease. The following 
are a few tips to help serve gluten-free 
campers.

1  Talk to parents before camp. They 
understand the parameters of  the 

diet and their child’s taste preferences.

2  Beware that ingredient labels are 
tricky. Wheat-free is not the same as 

gluten-free. A few common hidden sources 
of  gluten are malt, maltodextrin, and food 
starches. It is best to use products with the 
GF certification. 

3  Remember that some foods are 
naturally gluten free, such as fresh 

fruits and vegetables. However, other 
naturally gluten-free foods such as quinoa, 
brown rice, dried beans and corn tortillas 
can contain gluten if  they manufactured on 
shared equipment. Watch the labels.

4  Avoid cross-contact/contamination. 
To do so, purchase designated 

cooking equipment for gluten-free 
campers, such as toaster ovens, griddles, 
pots, pans, utensils, and cutting boards. 
Remember that purple is the color that 
identifies allergen cooking equipment, and 
if  possible, designate a separate area in 
the kitchen to prepare gluten-free foods. 
To properly sanitize the workstation after 
food preparation, wash all surfaces with a 
commercial cleaning agent and hot water; 
allow to air dry and sanitize. Don’t forget to 
apply all of  the same food-prep safety rules 
when it comes to trips, too!  

5  Introduce the camper to the kitchen 
manager prior to the first meal. To 

avoid cross-contamination, designate a 
location that has been properly sanitized to 
serve gluten-free campers.

6  Train your staff  members to help  
in your efforts. An inexpensive, basic 

training resource for allergen training is: 
www.servsafe.com/ServSafe-Allergens.  

Information provided by Jara Bauer, RD, LD, 
CDE, Director of  Nutrition Services for  
Kandle Dining Services, Inc.
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 15-17  ACA, Southeastern 2018  
Fall Conference, Savannah, ga.— 
the deSoto Savannah; 
www.acacamps.org/southeastconf 

 8-9  ACA, Keystone Regional 
Retreat 2018, Macungie, Penn.— 
Bear Creek Mountain Resort & 
Conference Center; www.acacamps.
org/keystone/aca-keystone-retreat
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A D V E R T O R I A L 

It was a week In aprIl that found 10 hopeful riding instructors demonstrating their teaching skills at a Certified 
Horsemanship Association (CHA) sanctioned certification clinic. Birch Bay Ranch in Alberta, Canada, was the host site of this 
five-day clinic where certification at four different levels in either or both English and Western riding disciplines was possible.  
It was filled to capacity. 

The clinic allowed participants to demonstrate their teaching and horsemanship 
skills in the pursuit of certification which indicates they have met minimum 
proficiency standards in safety, horsemanship, teaching skills, group control, and 
professionalism. The schedule was structured so each person taught a minimum of 
four lessons, a combination of mounted and unmounted lessons.  

In speaking with the group, 
many described it as a journey 
in self awareness and found it 
to contribute to not only their 
professional growth, but 
personal as well. They felt the 
intensive evaluation process to 
be a very stretching experience, 
but one that was fair and 
standardized. The sense of 
teamwork and interactive group 
dynamics was apparent as they joked with each other about 
surviving the extremes of teaching.  

Final personal conferences were held on the last day of the 
clinic, and individuals were awarded instructor certification. The 
group, even though each eager to get home to family, promised to 
keep in contact and enjoyed the camaraderie and friendships 
made. Although their reasons for pursuing certification varied, the 
end result and benefits of certification are the same, and all were 
eager to promote the purpose of CHA and what it has to offer.

CHA, a non-profit organization in operation since 1967, is based Lexington, Ky. It is the largest equine professional certifying 
organization in North America. The purpose of the organization is to promote excellence in safety and horsemanship education, for 
the benefit of horse industry. This is accomplished by not only certifying instructors, but also accrediting equine facilities and 
publishing educational manuals and producing events for the horse industry. CHA certification includes standard English/Western, 
Driving, Equine Facility Managers, Seasonal Equestrian Staff, College, Trail and Recreational Vaulting. CHA does not mandate any 
particular teaching style or method, but evaluates instruction on the basis of being safe, effective, and fun. 

The annual CHA Conference is open to all horse enthusiasts and participants get to ride school horses in sessions with top 
instructors. It is at Colorado State University in Fort Collins from September 28 to 30. For more information, contact CHA at www.
CHA.horse. To find a certified riding instructor or an accredited site, visit www.CHAinstructors.com. 

CHA Offers CertifiCAtiOn tO  
CAmp riding instruCtOrs

By Tara Gamble



10    July/August 2018    CampBusiness.com

Only a percentage of participants attempt it, and even fewer finish

The Timber  
raTTler run

Photo: Steve PolASki



  CampBusiness.com     July/August 2018   11

back in the 1980s during my college summers, I buried myself  in camp 
culture and soaked up all the nuances it offered. Consistent themes of  
accepting campers as they came, warding off  attempts for bullying or 

putting others down, introducing the idea of  a Creator they might want to know, 
and wearing ourselves out every day for that incredible night’s sleep were the 
prescribed order of  each day. In short, the expectation of  the unexpected was 
routine!

Living in that environment day in and day out brought few head-turning 
anomalies, which is why I distinctly remember pausing to lean in and listen one 
day to the idea of  a non-prescribed, non-mandatory opportunity for campers 
who had the courage to push past the unknown and press into adventure. Now, 
let’s just pause right here and admit that most of  us enjoy camp life because it 
offers a front-row seat to observe people be challenged beyond their desires! 
But it’s not as cold as it sounds. The enjoyment factor kicks in when we see 
them choose to step out into the uncomfortable and face their fears while 
taming the beast! So, as I listened to this idea develop, I was intrigued. What 
if  an opportunity was provided for well-deserved bragging rights for campers, 
who, indeed, survived the course? Only a percentage would even attempt it, and 
fewer would finish.

a Purposeful Course
Thirty years later and 12 years deep into my current camp-directing role, 

that same anomaly evaded our schedule year after year. Those involved in 
programming saw no need. I really wanted that non-required but highly revered 
event. In 2015, the time was right, and an annual tradition called the Timber 
Rattler Run was launched. I first established my goals and then established the 
course. 

the goals:
 To cause eyes to widen with wonder when the event is described 
 To create an event to be used during youth camps (not kids)
 To fully exhaust the participants
 To include camp-style elements
 To create a course off  the beaten path
 To include water and land 
  To develop a name worthy of  respect and representative of  where they 
would perform the task.

By Ruth Bennett

When it comes to designing  
a course, don't offer short cuts.  

Use the opportunity to show 
campers they can push through, 

even when no other solution  
is offered.
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  the course:
 There is a central starting point with numbered participants and time 

keepers.
 Element 1:  Run to the next element on an open road (ours is about a 

quarter of  a mile).
 Element 2:  Enter the lake with a floating mat and float to the exit point  

(I had extra foam mattresses that I used to avoid purchasing mats).
 Element 3:  Run to the archery target setup. Each participant must hit  

the target (10 yards away) before moving on. 
 Element 4:  Run to the edge of  the woods and climb over a huge  

downed tree.
 Element 5:  Run through wooded trails and climb down into deep ravines 

and back out (with a rope going in and out of  the ravine for assistance).
 Element 6:  Stop at a watermelon station where each participant must  

eat a prescribed piece and swallow it completely before leaving. After 
swallowing, if  watermelon “reappears,” run on!

 Element 7:  Run (a quarter of  a mile), following instructions/signage 
through woods; this is off-trail and includes use of  ropes to climb out onto  
the path.

 Element 8:  Continue running to a 12-foot cliff  drop-off; participants  
are instructed to use a rope for descent.

 Element 9:  Enter a mud crawl.
 Element 10:  Enter the lake to swim out to a specific item and touch it  

and return.
 Element 11:  Pick up a sandbag, climb a hill, and resume the trail to  

the finish line (a quarter of  a mile). 

Keys to Success 
The first summer event took the most time. Although we knew the property 

and what we might want to include, we wouldn’t know for sure if  it would 
work until we walked it out, tried it ourselves, installed all the equipment, and 
watched others use it. I had two young college athletes scoffing at the course, 

so I asked them if  they would be my 
testers once I set it up. They reluctantly 
decided they would do it after lunch. On 
a full stomach, at 100 degrees outside, 
they ran the course. When they exited 
the woods to the finish line, they were 
sputtering, red-faced, asking for water 
and whispering, “It’s no good. Getting in 
and out of  the water makes it too tough 
and climbing the hill and … I lost my 
lunch.” “Perfect,” I said, with a smile 
and a wink, as I filled their cups with 
more water. 

I carefully organized the course to 
be doable, but one that others would 
never underestimate. Out of  200 
campers, I had 45 participate in both 
weeks. For all those who crossed the 
finish line, I provided a wristband that 
read, “I survived the Timber Rattler 
Run.” The true test was the second year 
that we ran the course. There was still 
some apprehension from programming 
as I took the microphone to announce 
that the run would be offered again, 
but the raucous, standing ovation that 
drowned me out caused wide-eyed 
respect from the programmer, which 
caused that deep place in my soul to 
smile. You know what I mean! 
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tips:
 Schedule for the morning if  

daytime temps will be sweltering.
 Position non-participating 

campers along the way for support.
 Don’t create impossible situations 

at any one stop.  
 Offer great supervision along the 

course. Participants will hurt and some 
may puke, but this is not a need for 
rescue as they dig deep.

 Offer drinking water strategically; 
i.e., don’t offer it right before participants 
eat watermelon because they won’t 
be able to fit it all in. While that may 
sound fun, ultimately, it won’t achieve 
the overall goal of  helping campers 
succeed. 

 Don’t offer short cuts—campers 
need this to prove to themselves they 
can push through, even when no other 
solution is offered.

 Greatly praise all participants for 
trying—not just finishing. 

 Create a way to track the winner 
each year for returning campers to brag 
about.

 

Ruth Bennett is the Director of Camp Victory, an outreach of Victory Life Church in Cartwright, 
Okla. She has been involved in Christian camping since the 1980s and serves in the cabinet  

of the Ozark Section of the Christian Camp and Conference Association.  
Reach her at ruth.bennett@victorylifechurch.com.

to comment on this article, visit www.camp-business.com
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Ma-Ka-Ja-Wan Scout Reservation in Pearson, Wis., and Kandle Dining Services entered into a partnership three 
years ago to provide dining services for two sub-camps and to pack daily lunches for excursions. The scout 
reservation made the decision to contract these services after 87 years of  in-house food-service control. The 

decision was made for several reasons, with the increase in prevalence of  food allergies and special diets being one of  
them. It should come as no surprise that the relationship started with some turbulence. The camp staff  had some deep-
running traditions and vast institutional knowledge of  food service. Upon arriving, Kandle employees had a steep learning 
curve to address in order to be successful. On the other hand, Kandle brought a wealth of  knowledge in navigating 
the current best practices in the food-service industry. Together, a strong partnership was created, using the methods 
highlighted here. Many of  these were hard-won lessons with much trial-and-error along the way. In hindsight, it all seems 
much more natural than it did in the moment, but that is often the case when forging new paths. 

Operating a successful contractor relationship
by Quinn Ryan

Photo: CoURteSy of Boy SCoUtS of AMeRiCA / noRtheASt illinoiS CoUnCil

too many Cooks  
in tHe kitCHen
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tips For Success 
Shared goals and open communication are essential 

to forming a successful partnership with a food-service 
contractor. The following pointers will help to achieve 
success:

 Open lines of  communication will enable you to work 
as a team to develop a food program that meets your shared 
goals.

 Begin the relationship early in the season—like 
October—so the new company can learn camp traditions, 
camper demographics, and staff  preferences.

 Make sure the new partner visits the camp and its 
facilities to properly develop a program and menu that is 
feasible.

 Establish major and expendable equipment requests 
early in the season. This will allow you to work together to 
develop a dining program for the future.

 Communicate to establish mutual first-, second-, and 
third-year goals for dining services.

 Establish routine conversations to discuss the 
progress of  food service, staffing, menu planning, special 
events, and food deliveries.

Above all, a successful partnership is built upon 
communication and trust. During the summer season, 
communicate with the contractor your goals for the 
upcoming season and trust that the contractor will listen 
and plan accordingly. Also, communicate with the dining-
services team on day-to-day activities and trust that it will 
serve campers in a friendly, professional manner.

Becoming Camp Staff 
It became beneficial to think of  the Kandle staff  

members as our own, working hard to bring them into the fold 
of  the camp staff. In fact, many of  the issues during the first 
year of  operation began to evaporate when the contractor’s 
staff  felt like camp staff  members. The first year was rocky 
at times—the camp staff  did not see the Kandle staff  as 
part of  the team—but as outside actors simply providing 
a service. It all changed once the vendor’s staff  members 
learned the songs, attended campfires, and joined us in the 
daily administrative meeting. One of  the biggest challenges 
in any vendor/client relationship is getting past the “who 
benefits” feelings. Obviously, Kandle is a business, but so is 
our camp. Kandle wants to provide the highest quality food 
service, at the most competitive price. As a camp operator, I 
want to provide participants with the best quality food at the 
most competitive price. The goals are in alignment, but the 
benefits are not as simple. Kandle benefits from our business 
monetarily, and the camp benefits from reducing overhead for 

operating the kitchen. If  you cannot define the benefits in the 
relationship between vendor and client, there is conflict. Once 
the vendor’s staff  members felt like the camp was their home 
too, we all started rowing in the same direction.

There are simple ways to make a contractor feel like a 
camp staff  member:

 If  members are willing, put them in camp staff  
uniforms.

 Include them in staff-recognition programs.
 Work with vendors to put them into the camp’s 

organizational flow chart.
 Include them in evaluations of  camp.
 Invite them to staff-training opportunities.

Mutually Beneficial 
Even doing a few of  these procedures will improve a 

relationship. The benefit we saw—almost overnight—was 
efficiency in the kitchens as vendor staff  began to feel more 
comfortable going directly to camp leadership with questions. 
We experienced more anticipation of  the needs of  the camp, 
like special meal requests. And for the first time this year,  
we have talked about leveraging the relationship with Kandle 
to obtain a better deal on food pricing for other programs—
using vendor relationships to create purchasing power.

Understanding what is needed from a food-service 
vendor and working with the business to provide that will 
help create a beneficial relationship. Dining-service providers 
entered the field with a desire to feed people; if  they are 
given that opportunity and work together with the vendor, 
they can deliver on that promise. Before we had a food-
service vendor, there were many options we wanted to offer 
campers but were unable to because of  the complexity of  
the situation. The major example is the amount of  fresh fruit 
and vegetables offered on a daily basis. Previously, we were 
having difficulty managing the cost control of  a regular salad 
bar. Today, we not only have salad at lunch and dinner, but a 
yogurt and granola bar every morning. This is in addition to 
three choices of  fruit at every meal.

Vendor/client relationships do not have to be 
adversarial or contentious—they should be mutually 
beneficial for everyone involved. As a camp operator, I had 
a need to fill, and Kandle provided those services. In turn, 
I was able to relieve my camp of  the burden of  the food-
service operation to provide what the camp does best—
summer fun and value-based programs for young people!  cB

Quinn Ryan is the Program Director for the Boy Scouts of America, 
Northeast Illinois Council. Reach him at Quinn.Ryan@scouting.org.  

to comment on this article, visit www.camp-business.com

If you cannot define the benefits in the relationship  
between vendor and client, there is conflict.
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does your camp kitchen menu need some fresh 
ideas to accommodate campers’ changing dietary 
needs, reflect new cuisines or food trends, or 

include a wider variety of  healthy items? You can be a 
“Food Hero” with new quantity-sized recipes for your 
camp.

Oregon State University’s (OSU) Food Hero website 
(http://foodhero.org/) is a go-to resource for quick, 
tasty, healthy recipes and helpful tips. Food Hero was 
launched by the OSU Extension Service to encourage 

healthy eating among low-income Oregonians, in part by 
promoting home cooking as well as increased fruit and 
vegetable consumption. 

For those cooking for a crowd, the website offers 
Quantity Recipes developed and approved by child 
nutrition specialists to meet the USDA meal pattern 
requirements for schools and child centers. There are 
currently almost 80 Quantity Recipes on the website, 
ranging from breakfast items to main dishes to salads to 
healthy desserts and snacks. Some examples include: 

be a  
food 
HeRo

With New Quantity-Sized Recipes 

by Cindy brown 

breakfast
 Apple Spice Baked Oatmeal
 Breakfast Banana Split
 Breakfast Pumpkin Cookies
 Morning Muffins
 Overnight Oatmeal

salads
 Asian Carrot Salad
 Broccoli Raisin Salad
 Cowboy Salad
 Spring Green Salad
 Wheat Berry Salad

main dishes
 Baked Bean Medley
  Chicken and Dumpling  
Casserole

 Garden Sloppy Joes
 Minestrone Soup
 Pasta with Greens and Beans
 Rice Bowl Southwestern Style
 Southwestern Stuffed Potatoes
 Turkey Pumpkin Chili

Vegetables
 Parmesan Peas
 Baked Cauliflower Tots
 Roasted Green Beans

fruits
 Not Your Everyday Apples
 Cranberry Applesauce
 Creamy Fruit Salad

desserts
 Blueberry Bling
 Cherry Oat Crumble
 Peanut Butter Cereal Bars
 Fruit Pizza
 Carrot Cake Cookies

snacks
 Do-It-Yourself  Trail Mix
 Banana Bobs
 Dry Roasted Garbanzo Beans
 Hummus

\Photo: © CAn StoCk Photo / kChUngtW
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bluebeRRy bling

ingredients: 
  3 cups frozen or fresh blueberries
  2 teaspoons margarine, softened
 1 Tablespoon all-purpose flour 
 1 Tablespoon brown sugar 
  1⁄2 cup old-fashioned rolled oats
 1⁄2 teaspoon cinnamon

directions:
1. Preheat the oven to 375 degrees F.
2.  Place frozen blueberries in a 9-inch pie plate. If  using fresh 

blueberries, wash and drain before placing in a pie plate.
3.  In a small bowl, use a fork to mix margarine, flour, sugar, oats  

and cinnamon.
4. Sprinkle oat mixture over the blueberries.
5. Bake for about 25 minutes. Enjoy while warm!
6. Refrigerate leftovers within 2 hours.

 Prep time: 5 minutes
 Cooking time: 30 minutes
 Makes: 2 cups

bReakfast 
banana split

 
ingredients:

 1 small banana
 1⁄2 cup oat, corn, or granola cereal
  1⁄2 cup low-fat vanilla or 
strawberry yogurt

  1⁄2 teaspoon honey, optional (skip 
for children under the age of  one)

  1⁄2 cup canned pineapple tidbits 
or chunks

directions:
1.  Peel and split banana lengthwise. 

Place half  in two separate cereal 
bowls.

2.  Sprinkle cereal over banana, 
reserving some for topping.

3.  Spoon yogurt on top and drizzle 
with honey.

4.  Decorate with reserved cereal  
and pineapple.

5. Serve immediately.
6.  Refrigerate leftovers within 2 

hours.

 Prep time: 5 minutes
 Makes: 2 servings

At least 30 recipes are “kid approved.” This means 
the recipe has been tried and approved by at least 25 kids 
throughout Oregon, and at least 70 percent of  the kids 
who tried the recipe “liked” the taste. A complete listing 
of  kid-approved recipes is available on the website. You 
can also read comments from readers who have tried 
individual recipes.  

The quantity recipes are available for small groups 
(ranging from 12 to 32 servings, depending on the recipe) 
and large groups (ranging from 48 to 128 servings). The 

quantity recipes provide cooking time and directions; 
a list of  ingredients by weight and measure; number 
of  servings; servings of  food as required by various 
government food programs; yield by weight and volume; 
and nutrients per serving. The cooking directions are 
generally given for the use of  a steam table, but camp 
cooks will easily be able to modify the directions to 
use their stove top, regular oven, or convection oven to 
prepare the recipe.

Photo: oRegon StAte UniveRSity food heRo
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do-it-youRself  
tRail mix

 
ingredients:

  1 cup whole grain square-type 
cereal

 1 cup whole grain o-type cereal
 1 cup whole grain puff-type cereal
 1 cup dried fruit of  your choice
 1 cup small pretzels
 1⁄2 cup nuts or seeds

directions:
1.  Set out a bowl of  each ingredient 

with a serving spoon.
2.  Let each person add a spoon of  

each ingredient to a plastic bag or 
other container. Shake to mix.

 Prep time: 5 minutes
 Makes: 6 cups

CReamy fRuit salad
 
ingredients:

 1 cup pineapple chunks
 1 large apple, chopped (3 ¼ inches in diameter)
 1 banana, sliced
 1 orange, chopped
 3⁄4 cup low-fat piña colada yogurt

directions:
1. Put pineapple chunks in a medium mixing bowl.
2.  Prepare apple, banana, and orange as directed and add  

to bowl.
3.  Add yogurt to bowl and mix gently with a spoon until  

fruit is well-coated.
4. Refrigerate leftovers within 2 hours.

 Prep time: 10 minutes
 Makes: 4 cups

minestRone soup

ingredients:
 2 Tablespoons vegetable oil
 1 medium onion, chopped
 1 stalk celery, diced
 1 large carrot, sliced
  1 large potato, peeled and 
chopped
  1 can (15 ounces) chopped 
tomatoes
  2 cans (15 ounces each or  
3 1/2 cups) low-sodium 
vegetable or beef  broth  
(see notes)
  1 can (15 ounces) kidney  
beans, drained
 1 teaspoon dried basil
 1⁄2 cup uncooked macaroni
 2 small zucchini, sliced
 1⁄2 teaspoon salt
 1⁄4 teaspoon pepper

directions:
1.  In a 5-quart saucepan, heat oil 

over medium-high heat. 
Add onion, celery, and carrot, 
stirring constantly until onion is 
soft but not browned.

2.  Add potato, tomatoes, broth, 
beans, and basil.

3.  Bring to a boil, then reduce heat. 
Cover and simmer for  
15 minutes.

4.  Add macaroni and zucchini.  
Cook another 15 minutes.

5.  Taste and adjust seasoning  
with salt and pepper.

6.  Refrigerate leftovers within  
2 hours.

 Prep time: 15 minutes
 Cooking time: 45 minutes
 Makes: 10 cups

PhotoS: oRegon StAte UniveRSity food heRo
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Cindy Brown joyfully works for the Oregon 
State University Sherman County Extension 

as a 4-H Youth Development/SNAP-Ed 
Educator in Moro, Ore. As camp director for 

the Sherman County 4-H Camp, she also 
uses the Food Hero recipes in many of her 
kids’ cooking classes and day camps, and is 
currently working with the staff at Sherman 
County School to conduct cafeteria taste  
tests of Food Hero Quantity Recipes that  
are being considered for school menus.   

to comment on this article, visit  
www.camp-business.com

RiCe bowl 
soutHwesteRn 

style
 
ingredients:

 1 teaspoon vegetable oil
  1 cup chopped vegetables 
(try a mixture such as bell 
peppers, onion, corn, tomato, 
and zucchini)
  1 cup cooked meat (chopped 
or shredded), beans, or tofu
 1 cup cooked brown rice
  2 Tablespoons topping: salsa, 
shredded cheese, or low-fat 
sour cream

directions:
1.  In a medium skillet, heat  

oil over medium-high heat 
(350 degrees in an electric 
skillet).  

2.  Add vegetables and cook 
for 3 to 5 minutes or until 
vegetables are tender-crisp.

3.  Add cooked meat, beans, or 
tofu and cooked rice to skillet 
and heat through.

4.  Divide rice mixture between 
two bowls. Top with salsa, 
cheese, or sour cream and 
serve warm.

5.  Refrigerate leftovers within  
2 hours.

 Prep time: 15 minutes
 Cooking time: 10 minutes
 Makes: 2 cups  cB
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Summer youth camps are all about the kids, right? Creating friendships, building 
confidence, learning and improving skills are the ideals that nature-based 
resident camps foster. And many do it incredibly well in the most marginal 

of  facilities that have been renovated and repurposed on shoestring budgets for 
decades. 

Much of  this challenge exists because non-profit youth organizations want to 
offer the summer-camp experience to economically diverse populations within their 
communities. Therefore, camper fees are kept as low as possible, and many camperships 
are subsidized. It is difficult to generate adequate revenue to cover costs under these 
circumstances, and facility maintenance is often what falls by the wayside when budgets 
are tight. 

Many non-profit youth organizations are faced with this dilemma in developing a 
facility master plan for their resident camp property. The goal is to provide high-quality 
programs for the kids, but the facilities are often inadequate and maintenance-intensive. 

Many camps have considered boosting their non-summer use by building facilities 
that can accommodate year-round rentals by higher-paying clientele. The idea of  money 
pouring in from corporate groups holding mid-week conferences, with a steady stream of  
weddings on weekends, is enticing. Adding large buildings at camp to bring in the money 
needed for deferred maintenance on aging facilities may seem like the best way. 

kids or Corporations
Who are you planning for? 

by sandy bliesener

illUStRAtionS/PhotoS: o’Boyle, CoWell, BlAloCk & ASSoC., inC.
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But keep in mind that often the 
summer-camp programs that kids 
love most are run in open lawn areas, 
under a tent, or in a clearing in the 
woods with log seating. Adding a 
barrier-free, target range shelter 
from which campers can be out of  
the sun or rain; a small garage with 
a roll-up door that can be used as a 
pottery or woodworking shop; or a 
shelter built on stilts off  a hillside so it 
feels like a treehouse, can only make 
the programs better. These simple, 
inexpensive, easy-to-maintain facilities 
can add incredible depth and quality 
to the activities that have been helping 
kids learn and improve skills, create 
friendships, and build confidence at 
summer camp for generations. 

Modest program-support facilities 
can be designed whimsically to add 
depth and quality to the activities 
that kids have grown to love at 
summer camps. 
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Modest program-support facilities 
can be designed whimsically, such 
as a paintball range target that looks 
like an old western town, or a deck 
built around a large tree, to enhance 
the camp character and campers’ 
experience. These facilities  can be 
easily disassembled or moved if  future 
programming needs a change.  

And most importantly, they can 
often be designed to fit within the 
cost parameters of  interested donors. 
Funding a $5,000 deck that can be 
built before summer camp begins is 
much easier to sell than a $5-million 
conference facility that requires 
two years or more of  design and 
construction. 

But if  the $5-million conference 
facility is the direction supported by 
the camp board and administration, 
here are a few things to think about 
before getting too far into the master-
planning process:

1  Have competing conferences or 
wedding venues been assessed 

to see if  a demand for additional 

facilities exist, and if  so, how far are 
groups willing to travel for an event?

2  The quality standards of  
corporations—and brides—are 

often quite high, so what level of  
quality can realistically be maintained?

a) Easy vehicular access, close 
parking, and barrier-free pedestrian 
walks are critically important to attract 
groups and have them come back and 
recommend the facility to others.

b) Cleanliness and a high level 
of  service are expectations of  this 
clientele.

c) Availability of  the facilities 
during summer can be a great 
attraction to rural-camp settings. Being 
able to use the lake and challenge 
course might be the primary reason 
to choose a camp’s conference facility, 
but how does that fit in with the 
summer youth-camp programs?

3  How will rental-group facilities 
be used during summer camp? 

a) Will they be flexible and sturdy 
enough for camp, or will they sit empty 

all summer because they are too nice 
for the kids to use? 

b) If  rental-group facilities are 
intended to serve only outside groups, 
can they be located so separation from 
campers is maintained?

Many youth camps throughout the 
country have successfully developed 
multi-use facilities that work for both 
summer-camp and outside-rental 
groups. However, their success is 
typically based on having popular 
programs that have outgrown the 
existing camp facilities and having 
to turn away consistently profitable, 
returning rental groups. Rarely 
have they achieved their success by 
constructing new buildings in the 
hope that they would attract new 
business, particularly if  the summer-
camp sessions are not running at full 
capacity. 

But if  the demand for conference 
or wedding facilities is warranted, here 
is a final word of  caution regarding 
the long-term costs associated with 
operating and staffing them. 

Creating state-of-the-art facilities may be 
tempting to attract corporate meetings 
and weddings, but will the facilities be 
too nice for campers to use? 
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 Keeping year-round buildings 
heated and cooled is an expense that 
many seasonal summer camps do not 
anticipate, especially if  they are multi-
purpose gyms or dining halls with 
commercial kitchens. 

 Having staff  available to cook, 
clean, and launder linens for overnight 
guests will be necessary, and there is 
no expectation that program staff  that 
has a day or two off  between rental 
groups will spend it changing sheets 
and cleaning bathrooms. 

 Maintaining a new facility at 
a conference or wedding level of  
quality will be challenging to a staff  
of  three or four that is already trying 
to keep up with maintenance of  20 or 
more camp buildings. 

These long-term costs are often 
not considered, resulting in already 
limited resources being pulled from 
summer-camp facilities and programs 
to support the new expenses.

So, if  summer youth camp 
is all about the kids—creating 
friendships, building confidence, 
learning and improving skills—careful 
consideration must be given to where 
the facility development focus should 
be. Ask yourself  and your team the 
following:

 Can buildings intended to serve 
rental groups to generate alternative 
revenue streams also be used by 
campers? 

 Is there demand by existing 
and potential rental groups for the 
type of  facility that can be affordably 
and sustainably built, programmed, 
and maintained? 

 Which will bring about more 
successful delivery of  life-changing 
youth programs—facilities for rental 
groups that can bring in revenue, or 
small, simple structures that support 
programs that are already engaging 
campers? 

Since it really comes down to the 
question of  kids or corporations, who 
are you planning for?  cB

Enjoy the Outdoors
...with Pilot Rock Bike Racks

TM

RJ Thomas Mfg. Co., Inc • Cherokee, Iowa
800-762-5002 • pilotrock@rjthomas.com • pilotrock.com

Simple to Stylish. Traditional to Modern. 
Choose your style, color and material.

Single-sided or Double-sided parking.

Pilot Rock has a 
place to park

them all!

PARK • STREET • CAMP
SITE PRODUCTS

Sandy Bliesener is the President of O’Boyle, Cowell, Blalock & Associates, Inc. (OCBA),  
and has more than 30 years of experience as a landscape architect. She received a Bachelor  
of Landscape Architecture degree from Kansas State University, and has been with OCBA  

since 1993. Most of her career has centered on working closely with clients to develop designs  
in the charrette setting, and facilitating public meetings. In addition to corporate and educational 

campus, park, and public plaza design, she has worked with more than 35 youth organizations 
throughout the U.S. to develop camp master plans using a participatory process.  

Jon Rambow of Slocum Architects and Marlies Manning of Manning Design are also  
members of this collaborative camp master-planning team, and contributed to this article. 

to comment on this article, visit www.camp-business.com
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A re you just getting a new basketball camp off  the ground? Or are you a veteran  
camp director who is looking for a new approach to boost the motivation of  staff  
members and campers? Stephen Covey’s advice would be the same for every camp 

director: “Begin with the end in mind.” Covey’s 7 Habits of  Highly Effective People, a bestseller, 
is heralded as a bible for owners of  any business because it puts the focus on people.

So how can camp directors “begin with the end in mind?” Start by answering this 
question: What do you want campers to say about your camp?  

Here are some answers from people who loved their camp experience:

 “Camp was so much fun!”
 “I made new friends and we all want to go back to this camp next year.”
  “I have more confidence because my coaches taught me what I need to practice.”
  “I improved so much—now my goal is to practice even harder and make varsity  
this year.”  

elevate your game
Use positive self-talk to  

keep campers coming back  

by adrienne shibles and susan langlois

PhotoS: © CAn StoCk Photo / highWAyStARz
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A successful basketball 
camp experience requires a 
staff  that values exceptional 
teaching of  skills and character 
development, as well as an 
environment in which campers 
have fun. Staff  training must 
emphasize the camp mission 
and clear expectations to 
support the camp’s goals. A 
great way to reinforce the 
actions that support these 
values is through the words of  
the campers themselves.  

generate Celebrations
One strategy to reinforce values is to gather at the 

end of  the camp day to generate “celebrations.” Ask staff  
members and campers to recognize someone whom 
they appreciate at camp. Teaching campers about the 
importance of  gratitude enhances the goal of  character 
development. Also, for a camper to stand before a group 
and articulate a sentiment of  gratitude can promote 
confidence. Positive comments are also directed toward 
staff  members who encouraged campers or took the time 
to teach them a concept.  

When campers are given the space to think about and 
articulate the positive things that happened to them on that 
given day, they leave feeling good. In addition, the staff  is 
rewarded, and each coach becomes even more invested in 
ensuring that every camper has a wonderful experience. 
This is a good strategy to reinforce camp values in a 
transparent manner.

Use Positive Self-talk 
Experts in human behavior, especially in sports 

psychology, recommend teaching campers how to 
use positive self-talk. It’s all about describing “what’s 
working well.”  

Here’s an example of  a camp director who uses 
positive self-talk to share “what’s working well” with staff  
members: “We have over 90 percent of  our campers 
returning this year. The camper evaluations showed their 
number-one reason for coming back was that their coaches 
cared about them and helped them improve.”   

It can be so easy to slip into negative self-talk: “Ten 
percent of  our campers aren’t planning to come back 
this year, and most of  them didn’t give a reason. A few 
said it was too expensive. I don’t buy it because we are 
the lowest-priced camp in the area. We need to make 
sure that every camper wants to return next year. Make 
sure that they know what a deal they are getting.”  

Positive self-talk delivers because it affects perception. 

When there is an awareness 
and then a commitment 
to state what people are 
doing right, positive self-talk 
influences what the brain filters 
out (the negative). Positive 
self-talk puts the focus on what 
is working. The result: People 
believe they are already making 
progress, and their mindset 
is to expect more success. 
“Our campers loved designing 
their own out-of-bounds plays 
yesterday. And it looks like our 

new drill that creates space is working. Creating space was 
part of  almost every out-of-bounds play. Let’s see how 
often they create space when they scrimmage today.”

Positive self-talk also helps the brain identify 
more solutions to problems. Some of  these solutions may 
have been there all along, but the brain may have 
missed them when negative self-talk diverted their focus.
 
Positive Self-talk Can “go viral” 

When campers remark, “Camp was so much fun,” a 
director who practices positive self-talk might simply say, 
“I love to hear you say that.” Now the campers are aware 
that the director appreciates what they said. Because the 
campers and the director are focused on the positives, their 
brains are most likely filtering out the negatives. They are 
also more likely to talk even more about what they did at 
camp to have fun. These campers’ positive self-talk also 
reinforces their anticipation of  having more fun at next 
year’s camp. 

Positive self-talk can pay immediate dividends 
and have lasting effects on how people invest their energy. 
When the focus is on “what’s working,” it can also instill 
confidence and insights from the staff. These insights can 
identify the next best steps in order to elevate the camp 
experience for everyone. 

Self-talk about what’s working well gives everyone 
more energy, which can make all the difference!  cB  

Adrienne Shibles has over 20 years of collegiate coaching experience 
and has directed numerous summer-camp programs. She spent nine 
years as an Associate Professor of Physical Education and the Head 

Women’s Basketball Coach at Swarthmore College, and is entering her 
10th year at Bowdoin College. Reach her at ashibles@bowdoin.edu.  

Susan Langlois has more than 25 years’ experience as a college 
professor, athletic administrator, camp director, and sports-facilities 

consultant. She is currently the Dean of Arts & Sciences at Rivier 
University in Nashua, N.H. Reach her at slanglois@rivier.edu. 

 to comment on this article, visit www.camp-business.com

Positive self-talk  
can pay immediate  
dividends and have  
lasting effects on  

how people invest  
their energy.
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this space is often filled with articles about the ways that camps add value 
to children’s lives, such as providing and identifying skills that stimulate 
leadership, independence, sportsmanship, cooperation, group living, and 

outdoor living skills. 
For those who want 
an additional way 
of  making the camp 
experience unique 
and beneficial in the 
short- and long-term, 
consider building life-
skills training into a 
curriculum. 

As a Peace Corps 
volunteer in 1966, I 
established Ethiopia’s 
first residential summer 
camp. Later, I decided 
to draw on that experience, along with my years as a camp director, to pursue 
a new goal—to help children affected by the HIV/AIDS crisis in South Africa. I 
partnered with a large South African organization based in Soweto whose goal 
was to bridge the chasm from teen to healthy, productive, caring adulthood. 

life-skills training
Start small 
to achieve  
big results 

by philip lilienthal

PhotoS: gloBAl CAMPS AfRiCA/CAMP SizAnAni
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A Place to Shine 
Camp Sizanani is one camp in a 

country that has very few organized 
camps; instead, the notion of  camp is 
achieved largely via weekend retreats 
organized by community and religious 
groups. Not only did we want campers 
to have the time of  their lives, but we 
wanted them to gain skills that would 
empower them to realize that they 
could, if  they chose, move beyond 
the environments in which they were 
raised. We wanted to help them find 
the tools to do so. 

As we contemplated adding 
the layer of  life-skills training to the 
curriculum, we decided that we could 
always return to the more conventional 
camping model if  ours didn’t catch 
on. I was confident we could provide 
great activities with lots of  fun, and 
those would include the accompanying 
soft life skills of  teamwork, 
communication, sportsmanship, and so 
on. But we needed to address some of  
the major impediments that teens were 
facing, as determined by South African 
staff  members, and then find ways to 
provide the education they needed to 
meet those challenges.

An Effective And interesting 
Curriculum 

The South African public school 
system is very poor and ill-equipped 
with resources, both human and 
material. Classrooms are crowded 
(often 50 or more students to a class 
with one teacher), teachers are poorly 
paid, and many have little motivation 
to perform. Stories are rife about 
teachers simply not showing up for 
class or changing exam schedules on 
the day of  the exam to fit their own 
needs. There is a life-skills curriculum 
in the schools, but teachers are not 
trained in it and are embarrassed to 
talk about sexuality, HIV/AIDS, and 
related issues. The challenge was to 
make teaching these subjects effective 
and interesting.

Studies are showing those who particpate in life-skills training in South 
Africa's Camp Sizanani are staying in school, earning scholarships to 
university, finding jobs in a country with very high unemployment, and 
thriving in a culture that has not traditionally provided paths to a world 
outside the environments of their birth. 
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In developing what is now 
our curriculum, we also developed 
methods for bringing life-skills training 
into the mix. We were fortunate to 
have Michael Brandwein for the first 
staff  training. Not only do many 
of  his training techniques continue 
to this day, but the entire ethos of  
camp was established and adopted 
by the staff  from that first training in 
December 2003. Experienced trainers 
from the U.S.—Bev McEntarfer, 
Nancy Frankel, and Bob Ditter—came 
to South Africa for multiple camp 
sessions and contributed mightily to 
staff  development. Many other camp 
professionals have been with us and 
given their best practices to help get us 
to where we are today.

We selected staff  members with 
life-skills training, and then we gave 
them more training. We collaborated 
with other organizations to determine 
which teaching methods would be 
most effective in a camp situation. 
We then tweaked those to fit into a 
one-hour activity segment. Over the 
years, materials have been refined and 
emphases have shifted with time. We 
have expanded to two life-skills activity 
segments a day and at least one 
optional evening activity that campers 
can attend to get more questions 
answered.

Camp sessions are eight days long, 
and campers are permitted to attend 
only one session. Because we work in 
the Soweto area (population estimated 
to be 3.5 million), we have an 
enormous base of  camp-age children, 
ages 13 through 15. We want the high 
impact of  the first camp experience to 
be enjoyed by as many young people 
as possible. 

Evidence Of Success 
Studies by outside evaluators have 

shown progress and improvement in 
a number of  areas. All reports from 
parents, teachers, and campers show 
that camp has made a difference in 
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their lives. These young people are 
staying in school, earning scholarships 
to university, finding jobs in a country 
with very high unemployment 
(about 40 percent), and thriving in 
a culture that has not traditionally 
provided paths to a world outside the 
environments of  their birth. Moreover, 
we have received no negative feedback 
from the families of  the 8,500 campers 
who have been through the program.

The camp experience, amended 
by life-skills training, has been the force 
behind these indicators of  progress. 
Would a traditional camp curriculum 
of  sports, swimming, arts and crafts, 
and theater (all of  which we have) 
have achieved the same thing? We 
don’t know, but we suspect not. When 
negative influences are all around and 
children experience supportive camp 
activities that address those issues, we 
think people are better equipped to 
deal with the negative forces.

In South Africa, experts have 
determined that the following areas 
need attention: 

 HIV/AIDS
 Sexuality
 Reproductive rights
 Gender bias
 Abusive behaviors
 Teen pregnancy and parenting
 Drugs and alcohol
 Gangs
 Prostitution
 Women’s empowerment
 Self-empowerment
 Crime.

In a U.S. camp, topics could 
include these: 

 Drugs (including opioids) 
 Sex education
 Bullying
 Empowerment
 Self-worth
 Smoking
 Alcohol abuse.

The FunThe Fun
Starts Here!Starts Here!
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give it A try
Like so much else at camp, 

the effectiveness of  the curriculum 
depends on the staff  members. Many 
organizations  can train counselors 
to be effective leaders in life-skills 
subjects, but the first step is to make 
the decision to provide this value-
added component. Life-skills training 
can start as an optional, late-night 
activity for older campers who get to 
stay up later than the rest of  the camp. 
It might need parental consent. It 
could meet once a week as a start, but 
we expect its popularity to soar and 
demand to increase. 

For those who run into resistance 
to the idea of  incorporating life-
skills activities, listen respectfully 
and suggest that camp has more of  
an obligation to its campers than to 
continue as it always has. Remind 
concerned voices that the program 
would be optional and would not 
interfere with any other activity. 

Your obligation as a camp director 
is to lead parents and children in 
new ways to make camp valuable for 
campers. After you have incorporated 
this idea into the curriculum, consider 
consulting parents again after summer 
to get additional feedback. Chances 
are you will know the success of  it 
even earlier as the summer progresses 
and campers provide their own 
feedback.

We are all looking for new 
activities at camp. At the same 
time, we want to make a significant 
contribution to campers’ lives. This 
approach can do both.  cB

Philip Lilienthal is president of Global  
Camps Africa, headquartered in Reston, Va.  
Reach him at phil@globalcampsafrica.org,  

or visit www.globalcampsafrica.org.  

to comment on this article, visit  
www.camp-business.com
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internal leadership development (ILD) is a program of  
hiring, training, and promoting front-line staff  members 
and supervisors from the camper ranks. The benefits 

for day camps, overnight camps, and other summer youth 
programs include: 

 Enhanced loyalty (because you are hiring people 
who love your camp)

 Reduced liability (because you are hiring staff  
members whose behavior you have observed over multiple 
summers

 Heightened expertise (because staff  training 
week focuses on advanced skills, not teaching new staff  
members the schedule)

 Easier spring hiring (because ILD can eventually 
become your primary source of  new hires). 

Although critics deride homegrown staff  as incestuous, 
that characterization is invalid. The diversity of  experiences 
staff  members enjoy in the nine months of  the off-season 
guarantees they will return to your camp with fresh 
perspectives, new ideas, and incisive questions about your 
traditions.

great Camps don’t Just Happen
“You could take skilled leaders and put them in a 

parking lot with a bunch of  kids and make a great camp,” 
said Tom Giggi, one of  my mentors, more than 30 years 
ago. I was a proud, first-year cabin leader, smitten with 
my newfound power and the immense privilege of  having 
been chosen to return to camp after my Leader-in-Training 
year. Tom was charged with the prodigious task of  keeping 
me humble and focused on my job: the children—not the 
equipment—at camp. His comment has become one of  my 
mantras because it speaks to the tremendous potential that 
youth leaders have to transform a perfectly good camp into 
a great camp.

This transformation hinges on something simple but 

increasingly uncommon: a leader’s secure relationship 
with his or her campers. From that, other elements of  a 
great camp follow: strong traditions, long staff  and camper 
tenure, and a spirit that transcends the fancy equipment. 
Of  course, finding talented leaders, who can keep children 
their top priority, is not simple. Even if  you are an expert 
interviewer, you don’t really know how a new hire will treat 
your campers. Fortunately, there exist alternate methods for 
finding skilled staff  members. In fact, they are right there 
in your camp already, enjoying their camper years and 
beginning to absorb the camp’s philosophy.

Nurturing, selecting, and training the campers who best 
exemplify a camp’s values is a complex process that lies 
at the heart of  ILD. But before you make a commitment to 
internal leadership development, you must ask yourself  key 
questions, understand fundamental training techniques, and 
design a model that incorporates essential core elements. 
What follows is an outline—which you can customize—of  
those questions, design elements, and training techniques.

Begin With A leadership Self-Examination
Whether you are looking to enhance existing ILD 

program or start fresh, first ask yourself  some conceptual 
and pragmatic questions. More than an academic exercise, 
these questions are a prerequisite to designing an ILD 
program and mentally committing to its success.

Responses to these questions will help determine 
whether ILD is right for you and lay the foundation for your 
version of  an ILD program. Plan at least a day-long retreat 
to discuss these questions with senior staff  members. 
(Some camps may elect to invite an outside facilitator 
to objectively guide this crucial stage in their camp’s 
leadership development.)  Allow each person to ponder 
each question and provide detailed answers. Without 
understanding why you are doing what you are doing, you 
cannot justify the program’s workings to staff  members, 
see where it needs improvement, or obtain cooperation in 
following through on its stated goals.

gRowing

Cultivating great leaders from participants of all ages

By dR. ChRiStoPheR thuRBeRStAFF AdvANCEMENt

inside
from the

paRt 1

Photo: © CAn StoCk Photo / SeRRnovik



32    July/August 2018    CampBusiness.com

QUEStiON RAtiONAlE

youth-development professionals have 
different definitions of what leadership 
means. to answer this question in the 
camp context, ask yourself why young 
participants do or do not follow staff 
members’ words and deeds, both 
good and bad.

you must understand how one’s 
leadership skills grow, whether 
through observations of mentors, on-
the-job training, workshops, readings, 
or simple maturation.

leadership can be cultivated in many 
places, including outside of your day 
camp, overnight camp, or summer 
youth program. An ild program 
presupposes seamless integration with 
pre-camp hiring practices and in-camp 
activity programming.

good resumes are not hard to find, 
but good people are. Begin thinking 
about how cultivating your own 
staff from within the camper ranks 
could enhance the program’s quality. 
Consider also the disadvantages to a 
homegrown leadership.

Some camps are not focused 
on leadership and are run as a 
bureaucracy or an autocracy. there are 
alternatives to consider, based on the 
camp’s mission.

Before you commit to an ild program, 
consider all of the other ways camp 
staff members get hired (friends of 
staff, family of director, internet job 
boards, international staffing agencies, 
camp fairs, etc.). how have those 
alternatives been working? how can 
those alternatives be enhanced?

After answering questions 1-6, you 
should begin to formulate one or 
more goals. think of the reasons why 
you want to draw leaders from the 
camper ranks. Consider all the people 
who will benefit as well as the ways in 
which that will enhance the camp.

formulate a description of the ideal 
qualities youth leaders should possess.

discern what the camp is or is not 
doing to cultivate leadership among 
the campers and younger staff 
members.

Consider how you “bring campers up 
through the ranks” and hold out camp 
employment as a reward for exhibiting 
trainable leadership qualities.

Whether you are starting a new ild 
program or improving an existing 
program, keeping the pros and cons in 
mind will prevent you from becoming 
discouraged over multiple summers.

Consider where or under what 
circumstances you are unwilling or 
unable to let spontaneous leadership 
take its course.

it takes an ild program a minimum of 
seven years to run smoothly and act as 
a significant source for new hires. you 
won’t want to let go of other hiring 
practices just yet.

Staff members are the lifeblood of 
your camp.the goals in developing 
an ild program will motivate you and 
force you to think creatively about the 
program’s future.

APPliCAtiON

What is leadership?

1 

What is leadership development?

2 

What is internal leadership 
development?

3 

What are the benefits and 
challenges of internal leadership?

4 

What are the alternatives  
to leadership?

5 

What are the alternatives  
to internal leadership?

6 

What is your goal in  
developing an ild program?

7 
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Committing to ILD, or to an enhancement 
of  your existing program, is a bold step to take. 
Besides the obvious regular meeting times 
you will need to set aside to evaluate senior 
campers and junior leaders, you will need 
patience and perseverance over many years, 
as the program evolves and you work the kinks 
out. It also means slowly hiring fewer staff  
members from the outside and sometimes 
putting a young leader’s interpersonal skills 
above his or her athletic or artistic skills. Most 
importantly, it means carefully designing a 
system of  selection, training, and promotion 
that cultivates qualities you desire in leaders. 
These design elements are the subject of  Part 
2 in this series.  cB

Dr. Christopher Thurber is a board-certified clinical 
psychologist who enjoys creating and presenting  

original educational content. He serves on the faculty of 
Phillips Exeter Academy and consults for schools, camps, 

and other youth-serving organizations worldwide.  
Learn more at: DrChrisThurber.com. 

to comment on this article, visit  
www.camp-business.com
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in February 2016, I helped launch 
our new website for Longacre 
Leadership Camp in Pennsylvania. 

After much analysis of  the design and 
development process, we came up 
with something of  which we’re proud. 
For those of  you looking to tackle 
a similar project, here are the steps 
we took and the logic behind them. 
We hope this helps you navigate the 
process.  

Background Research

we took note of  the stuff  we 
liked. Pretty much, this started the 
day after we launched the old website 
in 2014. During normal e-routines, we 
noted websites we really liked and the 
features we wish we had. 

we monitored trends in 
design and development. Here’s an 
example: Did you know that mobile 
is a big deal? Yes, you did. But how 
big of  a deal is it? In 2008, Americans 
spent 11 percent of  their online time 

on a mobile device. In 2015, that 
number was 50 percent.* That’s a 
lot. Our old website had responsive 
design, but didn’t look good enough 
to accommodate 50 percent of  our 
traffic. As it turns out, there’s a lot that 
goes into the design and development 
of  a site to make sure it looks great 
on mobile. Responsive design without 
intent is not good enough for half  your 
traffic. So, because of  this trend toward 
mobile, we made “looking/working 
great on mobile” a priority.

we asked other people. Advice 
came from some surprising corners. 
For example, my Uncle Jeff  owns 
a business in Boston that connects 
vacationers with home rentals on 
Cape Cod—nothing in common with 
summer camp, but he knows a ton 
about web development, and he and 
my Aunt Joan were a great resource. 
We also asked the Summer Camp 
Professionals group on Facebook, and 
they had some great ideas.

Setting Priorities

Here’s the most valuable thing we 
learned about website development: 
you can’t have it all. Building a website 
is about trade-offs. You have to set 
priorities and then make decisions 
according to those priorities. This 
really changed our perspective and 
made the decision-making process 
easier. Here were the three priorities 
we established for the new site:

 Fast
 Simple
  Appearance/works great on 
mobile.

We chose simple in part because 
of  Steve Krug and his wonderful book, 
Don’t Make Me Think! It was easier 
to follow Krug’s advice with a simple 
design. Also, we learned about the 
paradox of  choice. Intuitively, giving 
people more options (i.e., links) seems 
smart because people prefer options 
to no options. But, interestingly, the 

untangling the web 
Advice on design and development  

from someone who’s been there
by matthew smith

Photo: © CAn StoCk Photo / MMAXeR
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science shows that having more 
choices tends to overwhelm people. 
And this certainly holds true for 
website usability.

We chose fast because of  the 
science around load times and 
conversion rates. Higher load times 
= lower conversion rates. In plain 
English, people have no patience for 
slow sites. 

Choosing A designer/ 
developer 

This part was relatively easy. 
There’s a startup we’ve been following 
called Crew. If  you need to build a 
website or an app, Crew connects you 
with capable designers and developers. 
The company understands how scary 
it is to trust people you’ve never met 
with something as big as your website. 
So Crew handpicks designers and 
developers (a few hundred is my guess, 
but I don’t know) and then connects 
you to that pool. For this service—
the matchmaking—the charge is 15 
percent. Seems stiff, but for us it was 
worth it.

So we went to Crew, signed 
up, paid the $100 yes-we’re-serious 
deposit, and submitted a brief. Six 
applicants responded to our brief. We 
interviewed three of  them over Skype. 

Originally, we told Crew we 
had a $5,000 budget. But we ended 
up spending $8,000 to get the team 
we wanted—about one third of  the 
amount I wish I had (budgets!). We 
went with our first choice, Series 8, a 
small shop in London.

When the contract is signed, you 
wire Crew the entire amount, and 
the company holds it in escrow. The 
designer/developer then divides the 
project into phases (two in our case) 
and requests funds upon completion 
of  the phases. Crew doesn’t release 
the funds until you give approval. It 
seemed smart, and it worked great.

design

If  I think about the nine-month 
process in terms of  excitement level, 
it definitely peaked during the design 
phase.

Mario, the guy at Series 8, worked 

with us using software in which he put 
up wireframes (of  page templates), and 
then we would go back and forth until 
the pages looked the way we wanted 
them. Mario and his colleagues were 
very good, and it was thrilling to get 
glimpses of  what our new site would 
look like.

development

As soon as the design phase 
was finished, the excitement level 
plummeted and, honestly, it stayed 
there until we launched. Development 
was boring. Basically, we just watched 
the developers build our site. It took 
much longer than the design phase, 
and my role felt a lot like nagging: 
“Move that here, please” or “Make this 
look like that” or “No, that’s not quite 
right.” To Mario’s credit, he was patient 
and gracious.

Content Creation

Content creation was also boring. 
There was plenty of  writing, revising, 
editing, finding images, sizing and 
compressing them (the worst!), 
uploading them, etc. 

The exception (the only not-boring 
part) was the homepage. The challenge 
there was to make the ultimate case for 
Longacre Camp, and I loved it.

Feedback And Beta testing

Feedback and beta testing are an 
essential part of  launching a website. 
Having noted that, they’re not much 
fun.

After putting hundreds of  hours 
into this project, it was tough to hear 
criticism, even tough criticism, of  
the site, especially after I expressly 
solicited it. Still, all the feedback and 
testing helped us: 

a) Work out a lot of  the kinks 
b) Say things in a better way.

So it was worth it.
There were three parts to 

feedback and beta testing:

part 1: We put up the new site at 
beta.longacre.com (so new visitors to 

longacre.com wouldn’t be bothered). 
Then we blasted out that URL to our 
email list and asked for help. You 
never know who likes beta testing and, 
right on cue, we received a bunch of  
responses from people who love us, but 
still have that all-important outsiders’ 
perspective. Their comments were 
superb. Some of  the best responses 
were from people who had never beta 
tested before—didn’t even know what 
the word beta meant—but loved the 
idea and jumped in.

part 2: User testing. UserTesting.
com has a freemium feature called 
Peek. Peek gives three, free user tests 
per month, and we used those.

part 3: We used Feedback Army. 
We told the company what we were 
looking for, and then a bunch of  
“randoms” provided feedback. It was 
worth the $40.

Conclusions

I have three of  them:

1  The whole process took nine 
months. I projected six months. 

I generally feel confident about my 
projections. I got this one wrong and 
felt naïve about it.

2  I was surprised that the second 
half  of  the process—from 

the completion of  the design phase 
through to the launch—was such a 
chore. I guess I expected the creative 
process to be more rewarding.

3  There’s still a lot to do. Series 
8, thankfully, has agreed to stay 

on at an hourly rate. My guess is we’ll 
continue to make modifications until 
we decide to build our next site.  cB

*Source: eMarketer 4/15

Matthew Smith co-owns Longacre  
Leadership Camp, in Pennsylvania, and he  

is co-leader of Raise the Bar, a community of 
practice for camps measuring outcomes.  

Reach him at matt@longacre.com.  

to comment on this article, visit  
www.camp-business.com
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Welcome to the Camp Business Buyer’s Guide your source for 
vendors and suppliers who focus on serving the children’s camp 
market. The Buyer’s Guide is actively updated online throughtout 
the year at www.campbusiness.com.

Find the Right SupplieR

It’s important to note that all of these vendors have paid to be 
listed in the guide—further evidence of their dedication to your 
needs. If you’re looking for supppliers and services, please 
give them a call and let them know you found them in the Camp 
Business Buyers’s Guide!

• AdminiStRAtion • 

touro University Nevada
nevada • 702-777-1750 
www.tun.touro.edu/camp

• AppARel • 

Mv Sport/Weatherproof
new york • 800-367-7900
www.mvsport.com

Uv Skinz
California • 877.Uv.Skinz  (877-887-5469)
www.uvskinz.com
 

• AquAticS •

AquaClimb
Maryland • 800-956-6692
www.aquaclimb.com 

Aquatic Access
kentucky • 800-325-5438
www.AquaticAccess.com

Aquatic Adventures international, inc.
nevada • 800-970-2688
www.aquatic-adventures.com

American Muscle docks and Fabrication
West virginia • 800-223-3444
www.americanmuscledocks.com

Aquatic Recreation Company (ARC)
Minnesota • 877-632-0503
www.arc4waterplay.com

Bart’s Water Sports
indiana • 800-348-5016
www.bartswatersports.com

BiC Sports
Massachusetts • 508-291-2770
www.bicsport.com

Commercial Recreation Specialists, inc.
Wisconsin • 877-896-8442
www.crs4rec.com

Connect-A-dock
iowa • 877-742-3071
www.connectadock.com

EZ dock, inc.
Missouri • 800-654-8168
www.ez-dock.com

Hayward Commercial Pool Products
Maryland • 301-838-4001
www.hayward-pool.com/shop/commercial

Hayward Residential Pool Products
new Jersey • 800-657-2287
www.hayward-pool.com/shop/en/pools

lincoln Aquatics
California • 800-223-5450
www.lincolnaquatics.com

Michael dolsey designs
virginia • 800-969-7473
www.dolsey.com

Pentair Commercial Aquatics
north Carolina • 919-566-8332
www.pentaircommercial.com

Rave Sports
Minnesota • 800-659-0790
www.ravesports.com

Springfield Special Products
Missouri • 800-223-7571
www.springfieldwaterblob.com

taylor technologies, inc.
Maryland • 800-teSt kit (837-8548)
www.taylortechnologies.com

Zebec, inc.
ohio • 513-829-5533
www.zebec.com
 

• coin-opeRAted pRoductS •

Monarch Coin and Security
kentucky • 800-462-9460
www.monarchcoin.com
 

• conSulting SeRviceS • 

Camp doctor, inc., the
virginia • 800-806-2267
www.campdoctor.com

KAlEidOSCOPE inc.
ohio • 614-448-0268
www.kaleidoscopeinc.com
 

• dRinking FountAinS •

Most dependable Fountains, inc.
tennessee • 901-867-0039
www.mostdependable.com
 

• FiRSt Aid, SAFety SupplieS •

Rocky Mountain Sunscreen
Colorado • 888-356-8899
www.rmsunscreen.com
 

• Food SeRvice/conceSSionS •

gold Medal Products Co.
ohio • 800-543-0862
www.gmpopcorn.com

Signature Services Corporation
texas • 800-929-5519
www.signatureservices.com

SoyNut Butter Company, the
illinois • 800-288-1012
www.soynutbutter.com
 

• inSuRAnce •

Allied Specialty insurance, inc.
florida • 800-237-3355
www.alliedspecialty.com

Bollinger Sports / Bollinger insurance
new Jersey • 800-350-8005
www.bollingersports.com

Church Mutual insurance Company
Wisconsin • 800-554-2642
www.churchmutual.com

Hibbs-Hallmark & Company
texas • 903-561-8484
www.hibbshallmark.com

K&K insurance
indiana • 800-426-2889
www.kandkinsurance.com

BuyeR’S  guide
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800-944-0240
www.yurts.com

Call today

Price and design your yurt at

adventuresadventures
create newcreate new

Your campers will love 
the experience of staying in unique, 
cozy yurts... and keep coming back for more!

The Original Modern Yurt
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CUSTOMIZED FOOD 
SERVICE SOLUTIONS 

We design food service solutions  
to meet the unique requirements of  
your camp, so you can offer your 
campers a custom dining experience.

Call today to get Signature Services 
working on a food service solution 
customized to fit your needs.
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Customized 
Menus & 
Recipes
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n  A “Green” Solution—No Printing Or Postage
n  User-friendly Interaction

n  Better Results

Price: $7 Per Page

Call 866-444-4216

Send Us Your PDF, And We’ll Provide:

Convert Your Camp Brochure  
To A Digital Flip-Book!

edding by

Time to address all your bedding needs.

www.bourdons.com

1-800-231-5468

edding by

Time to address all your bedding needs.

www.bourdons.com

1-800-231-5468

Bourdons has been fulfilling your bedding needs for over 90 years.
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Markel insurance Company
virginia • 800-431-1270
www.markelcampinsurance.com

• pet WASte pRoductS •

dOgiPOt
florida • 800-364-7681
www.dogipot.com
 

• plAygRoundS •

American Swing Products, inc.
nevada  • 800-433-2573
www.americanswing.com

BCi Burke Company, llC
Wisconsin • 920-921-9220
www.bciburke.com

Bears Playgrounds
new york • 877-807-7529
www.bearsplaygrounds.com

detailed Play Systems
new Jersey • 877-548-3100
www.detailedplaypro.com

landscape Structures, inc. 
Minnesota • (888) 438-6574
www.playlsi.com

Play Mart, inc.
kentucky • 800-437-5297
www.playmart.com
 

• pRogRAmming •

Adventure Hardware
north Carolina • 828-733-0953
www.adventurehardware.com

Bisque imports
north Carolina • 888-568-5991
www.bisqueimports.com

Blick Art Materials
illinois • 800-447-8192
www.dickblick.com

Cool Kind Kid
new Jersey • 866-543-5463
www.coolkindkid.com

Compass Awards 
virginia • 703-450-0806
www.compassawards.com

disc golf Association | dgA
California • 831-722-6037
www.discgolf.com

E-Seedling, llC
Wisconsin • 608-332-9836
www.eseedling.com

Experiential Systems, inc.
illinois • 877-206-8967
www.experientialsystems.com 

FunAir
texas • 800-928-4042
www.funair.com

Head Rush technologies
Colorado • 800-565-6885
shtech.com
www.headrushtech.com

tandy leather Factory
texas • 800-433-3201
www.tandyleatherfactory.com

triarco Arts & Crafts
Minnesota • 920-568-5564
www.etriarco.com
 

• ReStRoomS •

Comforts of Home Services, inc.
illinois • 630-906-8002
www.cohsi.com
 

• ShoWeRS •

Outdoor Shower Company, llC
georgia • 866-746-9371
www.outdoorshowerco.com
 

• Site FuRniShingS • 

All A Board, inc.
virginia • 800-882-2753
www.allaboardinc.com

Bourdon’s institutional Sales, inc.
new hampshire • 800-231-5468
www.bourdons.com

Campus loft Company
California • 888-696-7057
www.clcfurniture.com

Crazy Creek Products
Montana • 800-331-0304
www.crazycreek.com

Furniture Concepts/tOUgH StUFF!
ohio • 800-969-4100
www.furnitureconcepts.com

great American direct
virginia • 757-229-0567
www.greatamericandirect.com

l.A. Steelcraft Products, inc.
California • 625-798-7401
www.lasteelcraft.com

R. J. thomas Mfg. Co., inc.
iowa • 800-762-5002
www.pilotrock.com

• SoFtWARe •

CampPage
north Carolina • 828-877-6653
www.camppage.com

CampSite
new york • 855-599-CAMP (2267)
www.campmanagement.com

EZ-CAMP2 by SofterWare
Pennsylvania • 800-220-4111
www.ezcamp2.com 

• SpoRting goodS •

FlagHouse inc.
new Jersey • 800-793-7900
www.flaghouse.com

New England Camp-discounter
texas • 888-909-8809
www.campexpress.com

Pick-A-Paddle, inc.
illinois • 847-720-4590
www.pick-a-paddle.com

SportPros USA inc.
new Jersey • 877-466-7765
www.sportprosusa.com 

• tentS, tipiS & yuRtS •

Colorado Yurt Company, the
Colorado • 800-298-3190
www.coloradoyurt.com

Pacific Yurts
oregon • 800-944-0240
www.yurts.com

Panther Primitives inc.
West virginia • 800-487-2684
www.pantherprimitives.com

Reliable tent & Awning
Montana • 406-252-4689
www.reliabletent.com 

• tRAnSpoRtAtion •

Merchants Short-term leasing
new hampshire • 800-288-6999
www.merchantsfleetmanagement.com

BuyeR’S  guide
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Mice are the major carriers of many 
dangerous types of bacteria.    

STERIFAB kills bacteria, along with 
bedbugs and numerous insects.   

WHAT PRODUCT ARE 
YOU USING?????

Major  Study



PROdUCt REviEW

40    July/August 2018    CampBusiness.com

RaVe sports nautilus  
inflatable activity Center 
featuring climbing, sliding, and jumping all 
in one massive inflatable floating mountain, 
participants climb up to a deck platform  
14 feet above the water, then can choose to 
slide down one of two steep 60-degree speed 
slides or a shorter drop slide that stops four 
feet above the water for maximum splash.  
the gigantic inflatable floating mountain will 
keep 10 to 15 users entertained at a time.
www.ravesports.com/commercial

REAdER SERviCE #26

keysmart pro 
not only does this compact gadget 
organize all your keys and save space 
(it’s smaller than a pack of gum), but 
it also offers all the simple features of 
a Swiss Army knife. Whether you’re 
starting a fire and need flint, opening 
bottles, or trying to cut into a package, 
this camping gadget serves as the tool 
that keeps giving. the best part? it 
includes a rechargeable location tracker 
so you’ll never lose this multi-tool. 
https://getkeysmart.com

REAdER SERviCE #25

tuff  truck bag
Made from weatherproof, waterproof, non-
breathable PvC material that is heat fused  
with epoxy for a watertight structure. heavy-
duty metal rings with adjustable bungee  
cords fasten the bag to truck bed. 40 inches 
wide, 50 inches long, and 22 inches tall; and  
26 cubic feet. the bag collapses for storage. 
Available in black and khaki. $199.95
www.tufftruckbag.com 

REAdER SERviCE #27

giggly goggles swim goggles 
giggly goggles’ line of swim goggles will 
protect campers’ eyes during any ocean, lake, 
or pool activities. Made from neoprene and 
rubber, they offer great traction and will stay 
in place. the eye mask design protects from 
Uv rays and prevents water from leaking in 
while the fog-free lenses protect the eyes 
from harmful chlorine and chemicals. Can be 
personalized with name or initials, putting an 
end to lost goggles!
https://daphdaph.com/swim-goggles.html 

REAdER SERviCE #24

weego Jump starter
Packed with power, Weego’s lithium ion n-Series features a unique design, 
high-quality components, built-in protections for unparalleled safety, a 
powerful tactical-grade flashlight and so much more, and start at just $69.  
Weego will jumpstart any car or truck engine, motorcycle or Atv, charge 
laptops, tablets, phones and more, and power a wide range of 12-volt 
products like pumps, lamps, fans, and cameras.  
https://myweego.com 

REAdER SERviCE #28
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to Advertise, Contact: 
Rodney Auth, Publisher
866-444-4216 x226
rodney@northstarpubs.com

n Master Plan & Site Evaluation
n Marketing Analysis
n Fund Development
n Business Planning & Feasibility Studies
n Financial & Operational Analysis
n Staff Formation
n Risk Management Analysis
n Board Development and Goverance
n Expert Witness Services

www.campdoctor.com

Consultants providing creative 
solutions for successful camps

800-806-CAMP (2267)  

25th anniversary
1993 - 2018

Tipis • Platform Wall Tents • Scout Tents

1-800-487-2684
P.O. Box 32-CB, Normantown, WV 25267 

www.pantherprimitives.com

The World’s Finest 
Canvas Tents

Classifieds

The Founding Company Of Disc Golf Providing:
The Highest Quality Disc Golf Equipment,  

Industry Leading Warranty,  
and Great Personal Service.
DiscGolf.com | 831-722-6037 

SportS & FitneSS

Disc Golf

REAdER SERviCE #7

ClassIfIeD sales: rodney auth 
(866) 444-4216 x226 • rodney@northstarpubs.com

www.campbusiness.com

STarT Free SubSCriPTiOn

Wicked. 
AWesome. 
content.

For  
Camp People

Custom & Built to order furniture

your furniture 

should be too!



September/October 
2018

FACilitiES & 
MAiNtENANCE

Visit www.campbusiness.com and click on the Find Supplier tab to 
request free product information from any of the companies listed here.

AdvERtiSER 
iNdEX

 Pg RS# AdvERtiSER  Pg RS# AdvERtiSER  Pg RS# AdvERtiSER

 3 .......1 ....... american Ramp Company / get Fit 
(855) 727-7267 
www.getfitparks.com

 37 ......2 ....... Bourdon's institutional Sales, inc. 
(603) 542-8709 
www.bourdons.com

 2 .......3 ....... Burke Playgrounds 
(800) 266-1250 
www.bciburke.com

 7 .......4 ....... Certified horsemanship association 
(859) 259-3399 
http://cha-ahse.org

 29 ......5 ....... Commercial Recreation Specialists 
(877) 896-8442 
https://crs4rec.com

 39 ......6 ....... detailed Play Systems 
(877) 548-3100 
www.detailedplaypro.com

 41 ......7 ....... dga (disc golf association) 
(831) 722-6037 
www.discgolf.com

 39 ......8 ....... experiential Systems inc. 
(877) 206-8967 
http://experientialsystems.com

 33 ......9 ....... expert online training 
(877) 237-3931 
www.expertonlinetraining.com

 19 ......10 ..... Furniture Concepts, inc. 
(800) 969-4100 
www.furnitureconcepts.com

 41 ......11 ..... heavywood Contract Furniture 
(877) 893-2294 
www.heavywoodfurniture.com

 39 ......12 ..... Kay Park-Rec Corp. 
(800) 553-2476 
www.kaypark.com

 44 ......13 ..... little tikes Commercial 
(800) 325.8828 
www.littletikesCommercial.com/
nu-edge

 43 ......14 ..... Miracle Recreation 
(888) 458-2752 
www.miracle-recreation.com

 39 ......15 ..... noble Pine Products 
(914) 664-9383 
www.sterifab.com

 37 ......16 ..... Pacific yurts 
(800) 944-0240 
www.yurts.com

 41 ......17 ..... Panther Primitives, inc. 
(304) 462-7718 
http://pantherprimitives.com

 5 .......18 ..... Playworld Systems, inc. 
(800) 233-8404 
https://playworld.com/unity

 23 ......19 ..... R.J. thomas Mfg. Co. inc. 
(800) 762-5002 
www.pilotrock.com

 13 ......20 ..... Rave Sports 
(800) 659-0790 
www.ravesports.com

 37 ......21 ..... Signature Services Corporation 
(800) 929-5519 
www.signatureservices.com

 41 ......22 ..... the Camp doctor inc. 
(800) 806-2267 
www.campdoctor.com

 19 ......23 ..... wet willie water Slides  
By Rope works, inc. 
(512) 894-0936 
www.wetwillieslides.com

 40 ......24 ..... giggly goggles  
https://daphdaph.com/swim- 
goggles.html

 40 ......25 ..... Keysmart 
https://getkeysmart.com

 40 ......26 ..... Rave Sports  
www.ravesports.com/commercial

 40 ......27 ..... tuff truck 
www.tufftruckbag.com

 40 ......28 ..... weego 
https://myweego.com

For an advertising quote:  Rodney (866) 444-4216 x226

 Pg RS# PROdUCt REviEW

  facilities & day Camp  
Venues

 amenities & maintenance
  Continuing education  
programs

 Camp management solutions
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Coming

up
*topic coverage may change per editorial needs



®

Miracle Recreation Equipment Company is a PlayPower, Inc. company.  Copyright ©2018 by PlayPower, Inc. All rights reserved

See how Gravity Rail keeps kids coming back to your playground.

Call 1.888.458.2752 or go to Miracle-Recreation.com

EXPERIENCE THE THRILL OF GRAVITY RAIL
With its innovative glide mechanism, the Gravity Rail brings round-trip, track-ride 

thrills to the playground for the very fi rst time. Kids will love cruising through the air 
in both directions down Gravity Rail’s sloped dips and curves — no harness required!

REAdER SERviCE #14



Nu-edge®

For years, playground trends have flip-flopped between ultra 
modern, urban design and a more natural/rustic aesthetic. 
But there are benefits and beauty in both. Why view the 
opportunity in black and white? It’s time to meet in the middle.

The NU-edge play system is designed around the striking 
dichotomy of both nature and city life. With towering rooftops, 
nature-inspired play events, and non-linear climbing paths, 
this bold fusion allows kids to jump into a world of discovery, 
imagination, and adventure—no matter where they live.

See all of the available NU-edge options at 
LittleTikesCommercial.com/nu-edge

PlayPower LT Farmington, Inc. is a PlayPower, Inc. company. LITTLE TIKES® is a trademark of The Little Tikes Company used under license by PlayPower, Inc. ©2018 PlayPower, Inc. All rights reserved.

Where Nature Meets  
the Built Environment 

REAdER SERviCE #13


