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epper Fewel got into the

upscale camping business by

necessity and personal pref-

erence. The overnight busi-

ness at her Cherry Wood
Bed, Breakfast and Barn in Yakima,
Wash., was spilling out of the farm-
house, so she started putting guests in
20-plus-foot-tall teepees that overlook
a working farm and horse ranch.

“I’m not a true camper in any way,
shape or form,” Fewel says. “So I did
what I know [ would like to do. I love
the shape of the teepee, and I thought,
“Tf I were to stay in this, [ wouldn’t
want to stay on dirt.” So we putin a
floor, then beds.”

The teepees were meant as a practi-
cal solution to Cherry Wood's growing
pains, but they soon became an attrac-
tion in themselves: They’re booked
every Friday and Saturday through
Qctober, and Fewel notes that book-
ings for horseback rides to the nearly
20 wineries surrounding the ranch
grew 25 percent over the last year.

The transformarion of Fewel’s busi-
ness is part of a trend called “glamping”
(a mashup of “glamorous camping”).
The trend has roots in the UK., but
in the U.S., savvy entreprencurs are
discovering that it can do what a
200-plus-year tradition of American
outdoorsmanship couldn’t: It’s making
the wilderness an attractive vacation
getaway to those who’ve never pitched
a tent or lit a campfire.

“One day back in 2003, a lady
came to stay with us from New York,
and she said, ‘Oh, this is glamping;
it’s upscale camping,”™ Fewel says.
“Of course a New Yorker would have
brought that up, right? And I said,
“That word is so cool.’”

From a distance, glamping looks like
camping—a circle of tents, illuminated
by campfires—but look again. The
tents have king-size beds with designer
linens. The meal cooking on the fire
isn’t franks and beans but prime rib,
tended by a gourmet chef. Bored kids
mess with their iPads (there’s compli-
mentary Wi-Fi), the family dog sleeps
on a generously sized wooden deck
and parents relax in lounge chairs, sip-
ping cocktails and chatting idly. In the
distance a coyote howls, presumably
asking if the coq au vin is ready, and
what kind of wine he should bring.

But glamping resorts are more than
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BY REMOVING THE DISCOMFORTS AND
INCONVENIENCES OF TENT CAMPING,
GLAMPING CAN BRING SOME OF THOSE
LOST SOULS BACK TO NATURE.

campsites with hotel-like amenities;
they are an entirely new and different
strand of the hospitality industry, one in
which visionary entrepreneurs can build
successful resorts from the ground up
without burning the ground to do it.

arry Lipson, the co-owner
and managing director of
The Resort at Paws Up in
Greenough, Mont., discov-
ered as much in June 20035
when Paws Up, a working cattle ranch
the Lipson family has owned since
1998, added its first luxury tents—nes-
tled between the banks of the Blackfoot
River and Montana’s famed Big Sky.
“Qver the course of the spring and
summer of 2010, we turned away well

over a hundred reservations because of
lack of availability,” Lipson says, add-
ing that this year’s bookings are selling
so briskly that he expects to make his
budger for 2011 six months early.

“We have not only made each suc-
cessive camp that we’ve built more lux-
urious than the previous one, but we’ve
also increased the nightly rate,” Lipson
says. “We’ve discovered that there is
very little price resistance among those
who want to experience nature without
giving up the creature comforts of a
fine hotel. We like to refer to it as ‘na-
ture served on a silver platter.””

Outdoorsy entrepreneurs looking to
hop on the glampwagon should be en-
couraged by the sheer number of bodies
fleeing the cities every weekend, fully



loaded with gear. According to the
National Sporting Goods Association
(NSGA), a not-for-profit trade associa-
tion serving the outdoor recreation
business, some 44.7 million Americans
went camping last year, and outdoor
retail behemoth REI enjoyed sales of
$1.66 billion in 2010, a 14 percent
increase over the preceding year.

But even those who love camping
have a shelf life. That same NSGA
study points out that most camp-
ers are berween 25 and 54 years of
age and skew male (51.7 percent to
48.3 percent). Youngsters ages 18 to
24 don’t scem much interested, and
adults ages 55 and up prefer to camp
in their Barcaloungers.

But by removing the discomforts and
inconveniences of tent camping, glamp-
ing can bring some of those lost souls
back to nature. Fewel says that Cherry
Wood’s visitors are about 60 percent
female, and that many of them are first-
time campers. “l sometimes have to
start their campfires,” she says. “Lots
of them don’t know how to do that,”

In Montana, Paws Up is pulling in
those bored kids and reluctant adults
at per-tent rates that range from $820
to $1,620 a night.

INSIDE
ONE OF
CHERRY
WOOoD’S
cozy
TEEPEES.

“We have two markets: families and
couples, including honeymooners,”
Lipson says. “The parents within our
family market tend to be between 35
and 65. Weve also seen a great deal
of adventurous family matriarchs
booking luxury camping vacations
for their extended families. And our
couples’ market continues to grow at
a fast clip: We introduced Moonlight
Camp, our adults-only luxury camping
offering, to meet the demand of cou-
ples looking for romantic getaways.
Those couples range in age from 25 to
65.” Lipson notes that a third market
for Paws Up is hosting group and
corporate retreats.

Once at the ranch, those families,
honeymooners and groups settle into
the swankiest accommaodations one
can find—outdoors or in. Every one of
Paws Up’s 405- to 1,030-square-foot
tents has electricity, wood flooring and
housekeeping services. Some even have
in-tent bathrooms with jetted tubs and
heated slate floors,

he example set by Paws

Up is inspiring, but to be

fair, the resort is located in

some of the most beauti-

ful wilderness m America.
Building a resort in a place like eastern
Washington—lovely in its own right,
but not exactly the first place a camp-
ing newbie would think of—is a

different kind of challenge, and Cherry

Wood’s Fewel jumped into it without
being positive the idea would take,

She spent “four to five thousand,
easy” on erecting and outfitting cach
tent and wrestled a bit with the county
over thousands of dollars in fees and
regulations. “1 asked permission instead
of forgiveness,” she says, chuckling.

Finally, the tents were ready, and
she waited to see if anyone would
want to spend the night in teepees out-
fitted with beds, loungers and refrig-
erators. She didn’t wait long. “People
come from all over the world,” she
says. “It’s just amazing.”

The main attraction at Cherry
Wood remains the horseback rides to
Yakima's wineries, but now Cherry
Wood has taken its offerings to the
next level with the addirion of the
Open Sky Spa, housed—naturally—in
a giant teepee. Still, Fewel is adamant
her ranch will remain a ranch.
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“We present the ranch just as it is,
a hard-working ranch—what you see
is what you get,” Fewel says. “I want
to undersell and overperform. People
want to see what it is to get back to
nature, and what the earth provides.”

Cherry Wood’s approach differs
somewhat from that of Paws Up.
While Lipson proudly notes that
the 37,000-acre Paws Up property
remains a working ranch, he doesn’t
mind if you go the entire visit without
poking one cow.

“What truly differentiates Paws Up
is that we are a very high-end resort
sitnated on one of the most beauti-
ful ranches in the west,” he says. “It’s
not a guest or dude ranch. We want
our guests to do what they want to do
when they want to do it.”

Having an existing ranch to build
on is helpful, but an entreprencur
doesn’t necessarily have to have an
already successful operation to start
a glamping resort. John Bogaerrt,
co-owner (with his wife, Shelley) of
the Lakedale Resort at Three Lakes
in Friday Harbor, Wash., invested in
“a bunch of bread-and-butter apart-
ments” in Oregon when he decided to
get into upscale camping.

“QOur family experience is typical
of many families that have enjoyed
camping as part of their travels,”
Bogaert says. “We realized that by
not camping as much as we had in the
past, we were missing sitting around
an open fire and even hearing rain on
a tent. So we endeavored to develop a
product that could cater to others like
ourselves, which, fortunately for us,
ended up including a vast number of
baby boomers.”

Bogaerr purchased the §2-acre
property for $4.5 million in 2005, and
immediately engaged a management
company, Columbia Hospitality, to
run it on a day-to-day basis.

g e e i i DROPLE, WANT TO SEE WHAT IT IS TO
e ey o Coumbias®  GET BACK TO NATURE, AND WHAT THE
freely admit that they’re learning from ” -. '|' |

us, and we’re learning from them—in

OO

marketing, in staffing, in the creation

of product. We just constantly try to Bogaerts have been free to create the dale’s brand. They've even expanded
improve the details to meet our own resort’s elegant Canvas Cabins (Shelley  the overnight offerings to include a
standards of travel.” has an interior design background vintage Airstream trailer refitted with

By allowing Columbia to concen- and orders all the furnishings and luxury appointments, probably the
trate on keeping the resort running, the  décor), and to build and refine Lake- first of several more.
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§ 4 resort owner, you
need time to think up
this stuff, and it’s casier
to do when someone else
is in the kitchen stirring
the pots. Even the family-run Paws
Up employs as many as 300 staffers

during the summer scason. It’s a lesson

Cherry Wood’s Fewel is learning at
some personal expense.

“] need more staff, but [ am too
picky,” she says. “My daughter, Tiffany,
and a young man named Ryan are my
main people. 1 do have very good help
for my cleaning staff—we have two
people and myself. Then again, I do a
lot of it myself because I'm so picky.
Bad habit to have, but it is so important
to me to have things done correctly.”

Running a glamping resort is hard
work, combining the challenges of
operating a hotel and a campground
(and, sometimes, a ranch as well), but
the owners of Cherry Wood, Paws
Up and Lakedale have no complaints.
Lipson hopes that Paws Up will see a
25 to 30 percent year-over-year increase
in revenue in 2011, while Lakedale,
according to Bogaert, has increased its
gross income by 50 percent in the last
five years. But it's clear that money isn’t
the only motivation.

“We are very content with the
financial results, but beyond that, you
should see the fun people are having at
our resort,” Bogaert says.

That seems to be the common
currency among resort owners: the
pleasure in providing guests a great
weekend in the woods. Entrepreneurial
challenges don’t seem so stressful when
you’re out in the open aig, helping
guests light their first campfire. How
can you get worked up about business
when someone is making s’'mores?

“You can’t force something like
this; it would come through in the
business,” Fewel says, “It’s just gotta
come from the heart. The guests who
left yesterday were all smiles, and they
had a bonfire up that was so huge,
we just laughed. They never get to do
those kinds of things, and sometimes
1 take that stuff for granted.” E
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ing practice Xola is full of good news for those looking to invest in an
adventure tourism business:
« Trips with adventure tourism components run long (seven to eight days).
= The people taking those trips are young (average age: 35) and split evenly
between male and female,
- Some 70 percent of those thrill-seekers have more education and draw a
higher household income than the norm.
In other words, there are legions of weekend warriors out there looking for

.ﬁ- n August 2010 study by New Mexico-based adventure tourism consult-

i a bit of excitement on vacation. Consider the following cpportunities through
{ the perspective of entrepreneurs who have already found success in them.

Zipline tours. Zipline-based tourism is flying high these days, according to Mi-

chael R. Smith, president of AdventureSmith and moderator of ZiplineNirvana
com. Just make sure that the wire leads somewhere interesting. "When ziplines
are utilized as a vehicle to transport guests through an experience rather than
as the experience in itself, | believe there is great holding power,” says Smith,
whose ArborTrek Canopy Adventures does just that. The costs of launching a
zipline tour vary by topography and dozens of other variables—Smith has seen
courses built at prices ranging from $200,000 to several million dollars—but no
matter what you have in mind, he says your first step should be to hire a con-
sultant who understands that ziplines are more than a forest thrill ride.

Trekking. The European trend of trekking—days-long walks through settings

¢ urban or wild—is about to make a footfall in America. "There's been more inter-
est in our trips to Utah, Arizona and Nevada,” says Louis Marino, a certified

% international mountain leader and director of Alpine Interface, a Canadian firm
that also offers walking adventures in such far-flung locales as Tibet. Starting

¢ up a trek can be a daunting proposition, both in cash and logistics; Marino pegs
¢ the cost of running just one trek at close to $15,000 (depending on the number
of participants), a figure that includes certified guides, camping equipment and
insurance. Still, Marino says the opportunity is a viable one: “With high airfares

: and steeper prices at the pumps, many Americans are staying closer to home

¢ and exploring the beauty in their backyard.”

¢ Horseback riding. “The economy took a dive for some industries, but for us,

& it has taken a turn for the best,” says Carmen Cornielle, founder and general

% manager of Los Angeles Horseback Riding, a company offering trail rides into
the Santa Monica Mountains, just minutes from the bustle of L.A. “Nowadays

¢ people do more local vacations; the trend is to do the in-town weekend get-

¢ aways. Since we're in such a prime area, to most of our guests it feels like a

¥ mini-vacation.” Cornielle, who chose not to reveal her startup costs, attributes
; the company's success not to exponential growth, but to continual reinvest-

¥ ment in improvements to the customer experience: The trails are better land-

§ scaped, and Saturday rides at sunset are now punctuated by a complimentary
¢ dinner and champagne toast.

{ Speclalty tours. Armed with $30,000 in startup funds and an encyclopedic

i knowledge of Seattle’s famous Pike Place Market, Angela Shen founded Savor

¢ Seattle, a company offering food-themed specialty tours of Seattle's downtown.
¢ Coming from a background in brand management at Quaker Oats, Shen saw an
opening in Seattle’s food culture: "It seemed like there would be travelers, like

¢ me, who would want to learn about and eat the foods that are special to the

% area they're visiting,” she says. She secured partnerships with Market vendors
and local restaurants in a variety of ways: “Everything from a guick 30-second

% pitch with a handshake to PowerPoint presentations with ROI estimates.” The

3 legwork paid off: Savor Seattle has expanded to five separate tours in the space
% of five years, and year-over-year business grew by 51 percent in 2010. —G.C.
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