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EXECUTIVE SUMMARY
The Town of Louisville came to the Shipley Center for Innovation at Clarkson University
with a problem: the town had 45 acres of undeveloped land along the St. Lawrence River that
they wanted developed into an income generating, community-centered business. The Shipley
Center contacted Professor Marshall Issen, and he agreed to be an advisor on the project and give
it to a team of Engineering and Management students for their capstone project. The team began
conducting research and visited the site. After evaluating many alternatives, the team chose three
development ideas to begin work on. The team conducted research and began developing a
detailed layout for each idea and presented them during a mid-project status report to the key
stakeholders. One development idea was ruled out because it was determined it was infeasible,
and the two other plans were combined into a singular development concept for the land.
The single development concept for the land is to develop a family-oriented campground
that would include 100 campsites, a large community pavilion and firepit, a general store,
recreation rooms, a dog park, a playground, and an additional gravel lot for additional parking.
This campground would differ from other campgrounds in the area two ways; (1) it would be a
tent-camping only facility with an additional ten cabins for rent along the water (2) it would
include programming open to both campers and to the residents of the surrounding communities
to promote family bonding by both entertaining and educating children and their parents. The
campground and its amenities would also be open for use by the residents of the Town of
Louisville, and plans would be made to hold community events such as a Summer Bash and
Autumn Festival in the large pavilion.
Research was done by the team to both identify the market the campground would serve
and determine its size. The team conducted market research and created a marketing plan to
identify the strengths and weaknesses of the campground concept, analyze the best methods for
marketing campaigns, and identify target demographics. After the research was complete, the
team conducted financial analyses to show profitability and sustainability. Additional research
was done on campgrounds and their infrastructure to identify proper local, state, and federal
regulations. It was determined that the project could be completed under the town’s $2 million
budget, it could be profitable, and should show payback in about eleven years.
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Risks for the project were identified, and options were created to help mitigate most of
the risks. A next steps section was also created to inform the town what things must be done next
if they wanted to proceed with this development concept. Analyzing and understanding all this
information, the team recommended that the Town of Louisville move forward with the next
steps in the development of this idea.
INTRODUCTION
Problem Statement
This project’s purpose is to evaluate ideas and create a development plan for 45 acres of
land along the St. Lawrence River that is owned by the Town of Louisville. The ultimate goals of
this development project are to generate a positive cashflow for the town, stimulate tourism to
the region to invigorate and diversify the local economy, and create an environment that
encourages entrepreneurs and private investment.
Ultimately, the project has one main deliverable: a working solution for the land
development opportunity that has been studied and developed by the team members. This
solution will include a briefing of the existing market, methods of selecting a target market, and
demographic details about the potential customers. The development plan will also include tables
with anticipated cash flows, the projected payback period of the project, and other relevant
financial information. Lastly, the development plan will include a detailed layout of the property,
the number and types of each building, information regarding utilities installation and layout, and
estimated costs for materials and labor.
Background
This project is being completed on behalf of the Town of Louisville, a small town in
Upstate New York along the St. Lawrence River. The Town of Louisville has 45 acres of
wooded land along the St. Lawrence River that it would like to develop, and they have asked for
help from Clarkson University to develop a plan for this land. The town board would like to see
the land turned into something that will generate a positive cash flow from external resources
into the town while also supporting the local community. They have a budget of roughly $2
million that can be used for the development of the land; however, finding additional grants
could raise this budget. The key stakeholders are the residents of the Town of Louisville; they
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will be represented throughout the project by Larry Legault (Town of Louisville Supervisor),
Joanne Cameron (Town Clerk), and Gale Schneider (member of the town board). At the end of
the project, there will be a public meeting held for the Clarkson team to present the plan to the
public.
The Town of Louisville has been negatively affected by the general downtrend in
population since some major employers in northern New York have left the area. They also have
begun to lose their sense of community ever since the school district closed and residents had to
send their children to different school districts for education. A major part of their community
was the school sporting events, specifically their hockey games, but with the school district
eliminated the community began to drift apart. The goal behind our project is to help add value
to the Town of Louisville by bringing more attractions to the area, both for residents and tourists.
The intent is for this campground to be used for seasonal events such as the Fall and Summer
Bashes, music events, and other communal events while still attracting tourists to come to the
region and specifically the Town of Louisville. A plan like this can be the starting point in the
process of reviving the sense of community.
ALTERNATIVES CONSIDERED
When first introduced to the project, we were conflicted with coming up with a proposal
that would suit the town's needs while still growing into a source of revenue. The team started
off with many concepts including developing the land into a glamping park coupled with tiny
home treehouses to looking into the feasibility of developing an adult summer camp. There were
also investigations into many other alternatives such as leaving the land as a hunting ground,
transforming the grounds into a botanical garden and arboretum, developing sports fields,
creating a solar farm, and more. However, after many hours of research and consultation with
those more familiar with the area, we found the most feasible options were narrowed down to
three concepts. The first idea was a solar farm which would use the area to provide clean
alternative energy to the town. The second was an idea for a summer sleep-away camp that
focused on bringing youths into the area to encourage the development of a community identity.
The third was a campground that focused on the utilization of the natural beauty of the area to
create a location that fostered recreation and community.
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When we began investigating the solar farm concept, it looked very promising. There
was a tremendous amount of grants to support building the farm, there were numerous
opportunities for investment from both private and public investors which would help fuel the
economy in Louisville, and there were many similar projects being implemented throughout
northern New York that provided validation that the concept was profitable. As we began
investing more time and research into the project, a major issue was discovered. When the team
contacted Massena Electric to ensure they would be willing to sign off on a project of this
magnitude, they were informed that there was a limit on the size of the solar array that would be
approved; an array larger than 15 kW would not be approved making the project unprofitable.
After this information was discovered, we quickly searched for any alternative that would allow
us to continue developing the plan. Finding none, it was decided the best choice was to abandon
the plan and focus our resources on the other development ideas.
While the summer sleep-away camp was very appealing, after a preliminary meeting with
the town’s representatives it became apparent that it wouldn’t be feasible. When we first
approached this idea, we researched other local summer camps and found there were very few in
the area; therefore. It made sense to capitalize on an empty niche in the market. From prior
conversations and outside research, it was apparent that the town has been facing the problem of
community identity. Thus, we designed the summer sleep-away camp to focus on bringing in
children from the surrounding communities to help foster a sense of community while also
providing educational and fun activities. The team developed a working model in AutoCAD,
designing a summer sleep-away camp nestled into the wooded area and along the waterfront of
the property. We planned activities and programs that would engage the children who attended
but could also be repeated every other week to save on costs. One of the major drawbacks of this
proposal was the lack of revenue generation compared to other ideas. Demographics of the area,
found with the use of ArcGIS, highlighted the fact that the area has a dwindling youth population
which was then corroborated by the town board during a preliminary meeting. The lack of a
target market would mean that the town must focus on marketing to other regions or on only
servicing local families. Both options would result in no new cash entering the local economy;
instead, it would simply circulate and change hands which was not the intention of this project.
We decided not to proceed with further development with this proposal; however, we
implemented parts of our work here into our final proposal.
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The original concept of a simple campground in the woods was an appealing idea, but it
did not help us solve our community problem. The summer sleep-away camp concept focused
so much on community that we thought it would be a good idea to bring more of that over to our
campground idea, specifically the activities and programs for children and their families. Taking
the original idea of a local campground and splicing it together with the best aspects from the
summer sleep-away camp, we came up with an idea that met all our criteria. We kept the same
layout of the campground and added a recreation room and some other aspects into our design.
We then focused on integrating programs and activities for families into our design and planning.
In the end, this alternative became the most feasible and appealing idea.
RECOMMENDATION
Overview
Our recommendation is to construct a community-oriented family campground on the 45
acres along the St. Lawrence River. Rather than just being a typical campground, this place
would differentiate itself by holding daily and weekly events that both campers and local
families could participate in. Events such as hosting Summer Bashes, town barbeques, father/son
events on Father’s Day, and children’s crafting days will create a family atmosphere that will
encourage people to return again while also drawing more families from the local communities
together. The campground will have three different options for camping: (1) primitive sites
which only have a grill and a spot for a tent (2) improved sites which will have their own raised
platform to pitch a tent as well as a grill and a water/electric hookup (3) cabins which will have
electricity and running water. The campground will feature a large, central pavilion with lots of
seating for outdoor events, a communal fire pit, a general store, recreation rooms to hold indoor
activities in, a playground, a dog park, and more. The residents of Louisville will also have
access to this facility for its river access, community events, dog park, playground, and other
amenities. There will be a guard shack at the entrance to the campground to ensure safety and
security for anyone inside the campground, and there will be gravel roads throughout the
campground to reach each campsite. After evaluating the demographics and existing markets, we
recommend to only market this as a tent/cabin campground and to exclude the use of RV’s and
campers. Keeping this campground small and secluded will help to preserve the beauty of the
existing land while ensuring there are no negative impacts on the local community and residents.
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Design
Extensive research and evaluations were completed when designing the layout of the
campground. Many regulations from both state and federal agencies had to be considered
regarding infrastructure placement,
facilities placement, and many other
critical parts of the design. As seen
in Figure 1, the final layout was
designed to meet all the regulations
while also maintaining the natural
feel of the land. A simpler layout
was also created to present at public
hearings and to print on maps to
give

the

campground

a

more

accurate representation as seen in
Appendix A.

Figure 1: Detailed Campground Layout

Infrastructure
The team utilized Clarkson’s network and reached out to find resources within the Civil
Engineering Department for advice regarding infrastructure design and cost calculations. The
general layout of the campground needed to be defined since it is a critical component to the
whole design. The team wanted something that could easily flow together to create a mixture of
community bonding and recreation. Therefore, it was important to give enough buffer space
around each site so that the cabins and tents sites can have plenty of trees and shrubs between
them, so they are not cluttered together, and each camper can have some privacy. As shown in
Figure 1, when generating ideas for the layout, we decided that a looping road with cabins and
tent sites along the perimeter would utilize the space available while creating a minimal impact
on the area. This tactic allowed for a centralized open grass area with a dog park and a large
pavilion, as well as areas for community events with restrooms nearby. We also decided to make
a single lane one-way road, so the width would not take away space from the campsites and the
costs and impact would be reduced. To reduce development costs and force cars to drive slower,
the team agreed on building the roads with gravel, as opposed to using asphalt. Not only is gravel
PAGE 7

significantly less expensive, but it would also create less environmental impact and retain a more
natural aesthetic to the campground. It also makes maintenance much easier since gravel roads
are less prone to problems when the ground heaves throughout the winter. Applicable regulations
were researched during the design process, and the campground is designed to meet the
requirements. For example, according to New York state Camping Recreation Regulations,
bathrooms must be within 500 feet of any campsite. This is the reason why the bathrooms are
strategically placed around the property in the positions shown in Figure 1.
Infrastructure was designed to help bring this idea to a functioning reality. There were a
lot of challenges to address during the design of the infrastructure, especially when trying to
determine what kind of configuration would work best from an economic and a constructability
standpoint. Our original idea was to attempt to pitch the drainage away from the site and attempt
to tie in as many different pipes as we could, believing this would make the most sense
economically and aesthetically. However, this turned out to not make sense from an economic or
constructability standpoint because this would lead to much longer pipe runs. Large amounts of
expensive earthwork would also be involved. Appendix B shows the final septic system design
which uses three septic tanks with leaching fields that allows for much smaller lengths of piping
while lowering overall costs. The layout for water and electrical service was much simpler to
design. Electric and water lines will be laid inside the same trenches to save costs during
excavation. In the sections where the electric and water are running in the same trench, the
electric will be run above the water to avoid contact. As seen in Appendix C and Appendix D, the
main trenches will primarily run along the sides of the roads, with the only exception being that
no electricity is being provided to the road with the primitive plots.
Our team met with Erik Backus, the head of the Civil Engineering and Construction
Management Program at Clarkson University to discuss and evaluate our proposed infrastructure
layout. He gave us tips on how we could use civil engineering techniques such as fluid
mechanics to figure out the leach fields on a septic tank and the flow rate it would leach into the
soil at as well as how to figure out where to place electric and water lines. We asked him about
specifics regarding how power lines work and what regulations we needed to adhere to when
equipping each site with electrical hookups of 30-45 amps. He was able to advise us on exactly
what materials to use to calculate costs, and he explained how every few sites should be grouped
PAGE 8

together on one 120-volt panel. By using Ohm’s Law, V=IR, we can determine the maximum
amperage per panel required when the campsite is at full capacity. The panels are required to be
weatherproof by code. Even though the panels are weatherproof, it was recommended to us that
the panels should be mounted on the exterior walls of the bathrooms with the intent that the roof
overhang will limit weather exposure, further enhancing the safety and longevity of the electrical
system. Each cabin and bathroom will also be provided its own individual panel since the cabins
and the bathrooms are going to use more electricity than the tent sites. The cabins and bathrooms
will have on-demand hot water systems so when people use the showers, hot water will always
be available. We determined that since the electric is inexpensive from Massena Electric that
using more electric appliances such as electric water heaters would be more cost-efficient than
adding and utilizing a natural gas line.
Having three smaller septic systems would be more efficient than one large system. This
will avoid the costs associated with piping, installation, and the effort needed to pitch the pipe
length runs. There is also concern about the large “foot print” a single system would need.
Another concern with having a singular septic tank was that we would not be able to build on top
of the leach field, and the only large open area for the leach field would be directly underneath
the areas with the general store, recreation rooms, and pavilion.
As seen in Appendix B, our site design for sanitation includes a septic system to the
northeast that would be connected to sanitation lines from the cabins as well as the general store
and east-side of the campsite. The second septic system to the west bathroom would hold the
waste from the bathroom on the west-side. The last septic tank would be to the south and would
hold the waste from the bathroom in the south. The sanitation pipes do not have any pressure, so
they must be angled down at a minimum of a 2% slope. Regulations also state that the electric
lines should be above the clean water line with the sanitation lines being at the very bottom for
safety and health reasons. With all this helpful information, we were able to determine the layout
of all the infrastructure as well as the cost for the construction and installation. The water and
electrical lines will be routed alongside the road for ease of access if maintenance is ever
required, and from the road the lines branch out to their respective end locations. Along with
routing the lines, we determined the location for water and electric meter placement. The electric
meter is to be placed on the road leading to the yacht club. Research shows that the average
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American uses about 25 gallons of water per day when camping in a facility. Multiplying this
average by the maximum number of campers expected at a given time means the water meter for
the facility must be able to handle roughly 700 gallons of water per day.
Market Analysis
Using data from Geographic Information Systems (GIS) software, we have determined
that one of the biggest activities that residents of Northern NY enjoy spending their time and
money on is camping. Specifically, tent style camping and cabin usage compared to RV’s. The
campground is designed to pique the interests of campers that want access to other activities such
as live music, kayaking, ice fishing, family activities, dog parks, and more. Reports generated
from the ArcGIS software such as the report in Appendix E helped identify the demographics in
the local area as well as the demographics of the target market. These reports were critical in
validating the development idea and ensuring there is an existing market that can be drawn to our
campground.
Financial Analysis
The procurement of costs and revenue for a campground is highly variable due to
changes in social trends, suitable economic environments for leisure activities, and awareness of
the project. Due to this variability, a contingency of 15 percent of the total costs will be used to
cover unforeseen costs. Building and maintaining a campground is an expensive endeavor.
Appendix F shows the yearly costs. Each section of the campground was researched extensively
for average prices from stores and resources such as Home Depot, Lowes, Wayfair,
HomeAdvisor, Spectrum, fee reports for architects, and construction design data bases such as
RS Means. This results in a total startup cost for this project of $1,894,915, which is just shy of
the $2 million budget the Town of Louisville is willing to spend. In addition to this, to support
the campground and the recommended programs, a total of twelve individuals are to be hired.
As seen in Table 1, the demand for each position includes four convenience store cashiers, six
guard shack attendants, and two activity counselors. Some of these positions will be part time,

Table 1: Staff Requirements
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and they can all be filled by local residents thus providing additional jobs for the region. The
rates that will be charged to campers are $60/night for any of the 10 cabins, $35/night for any of
the 60 improved sites, and $25/night for any of the 40 primitive sites. Each of the rates were
reached by researching other campground rates and demographic information, and the number of
sites were based on the size of the market we will be targeting and the impact on the local

Figure 2: Expected Occupancy Rates

community. From the extensive research, the market for campgrounds came down to seasonality
of occupancy being that the cash flow income was highest during June, July, and August as seen
in Figure 2. The estimated annual revenue from camping once the campground is established is
$299,885. Additional revenue will come from the general store which is estimated to be
$126,000 annually and an additional $1,500 of other revenue from activities. This would result in
a total yearly revenue of $427,385 seen in Appendix G. For this project, it is assumed that the
camp will begin earning revenue in 2021 at 50% of its potential, increasing to 75% of its
potential in 2022, operating at 100% revenue in 2023, and increasing 5% a year thereafter for the
net present value (NPV) analysis and payback period. Costs are assumed to be at 50% of its total
value for 2021, 75% of its total value in 2022, 100% of its total value in 2023, and increasing 2%
a year thereafter.
The term NPV is known as the net present value and by definition is considered the value
of all future cash flows (positive and negative) over the entire life of an investment discounted to
the present. NPV is typically used to analyze whether a project is worth investing in or to
compare multiple projects to determine which is better financially. This project used a rate of
capital of 3 percent. The initial outlay of the project is $1,894,915. Figure 3 shows the NPV
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calculations; it can be inferred that this project’s NPV is positive between 2030 and 2031
meaning it is an attractive investment with a payback period of about eleven years.
Programming

Figure 3: NPV and Payback Analysis

Programming hereafter will refer to any activities the campground plans to offer in order
to engage with the community or the campers. To make the campground more family oriented
and to better connect with the residents of Louisville and the surrounding communities, monthly
programming should be established with different activities each month for families visiting the
camp and families from local communities to enjoy. The purpose of family themed programming
is to encourage visitors with children to visit the campground and promote community growth
starting from an early age. The recommended programs are geared towards group gatherings,
entertainment, and creative crafts. To advertise the family camp, monthly fliers and calendars
should been created. A sample flyer for July’s programs is pictured in Appendix H and an
example programming calendar for the 2020 season was also created as shown in Appendix I.
The events chosen each month for the sample calendars were based off holidays, popular
summer activities, and easy do-it-yourself crafts. As seen in Appendix H, events for the month of
July should include an Independence Day Barbeque (serving hot dogs, hamburgers and corn on
the cob on July 4th), National Shark Day (a showing of Jaws on July 14th with activities for the
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children) and lastly, make your own ice cream that would be free for children 10 and under on
July 19th. As previously emphasized, all the activities we envision are family friendly and
community oriented. Events such as recurring barbeques throughout the summer are designed to
establish a communal feeling within the campground and to engage community members during
holidays with open events. Some activities will cost extra for campers, and we recommend that
local residents have the opportunity to purchase a seasonal pass for all the summer activities.
This would encourage returning visitors and groups to participate in the activities every month.
Visitors can also use the dog park, pavilion, bonfire area, athletic fields, and kayak rentals
available throughout the summer. Ice fishing shanty rentals available during the winter season
are also recommended.

The activities also utilize the beautiful woods surrounding the

campground that include convenient water access, open fields along the edge of the tree line for
events such as an Easter Egg Hunt, lawn games, and projected movies. There are a few potential
challenges that may arise from these activities. First, movies can be expensive and require
licensing depending on the types of movies chosen. Also, a lot of these events require forecasting
how many people will be attending to have enough supplies, which could be problematic as
some people may want to sign up for events the day of the event. This could be mitigated by
purchasing supplies in bulk and reusing extra supplies during future events. The biggest
challenge of these programs is that most of them are outside and could be impacted by inclement
weather. Not all the events can be moved inside the pavilion or recreation rooms.
MARKETING PLAN
Situational Analysis
Current Industry Environment
Camping in the U.S. is a family-oriented activity that relies on geographical location,
climate, and current weather. The current industry has existed for many years making it a mature
market place. In 2016, 40.5 million people participated in this recreational activity. Camping can
range anywhere from tent camping to RV campers and trailers. Depending on the cabin
specifications, there are also segments called “glamping” that are much more luxurious than
simple tent camping.
A CDSTEP analysis is an analysis that focuses on Macro-environmental factors such as
culture, demographical, social, technological, economic, and political/legal. Conducting a
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CDSTEP analysis showed social trends and geographic demographics are the driving forces
pushing people to tent camping. Campers want to experience nature more intimately with their
families or on their own. The peak season for campers to go on trips in New York occurs in the
summer, with ideal temperatures ranging from 72°F to 61°F. This shifting perception indicates
that RV camping will be the least sought-after style. Most participation in camping activities
comes from demographic groups in the age ranges of 6-12 and 25-44. Many of these participants
are from families that are able to have enough disposable income. To break away from average
camping, many families are pursuing campsites that offer leisure activities which stimulate
families and their children while encouraging returning visitors.
Campsite
According to a strength, weakness, opportunity, and threat (SWOT) analysis seen in
Appendix J, the campsite that was designed has strengths stemming from its geographical
location which is a prime location for families to immerse themselves in nature along the St.
Lawrence River while still having an Adirondack feel. This development plan captures the
market by creating a new recreational opportunity in the area when the weekly activities and
community-style camping begins. A weakness could also stem from the new style of
incorporating activities and community in the campground. Since this model does not exist in
many places, some families may be hesitant to test it out in its first few years. This also presents
an opportunity since there are few campgrounds around that offer this programming. One
possible threat would be if the campground became extremely successful; as a result,
competition from other campgrounds could occur. This threat would not appear for many years,
and it would not have a significant impact since it is not likely that another campground would
be able to survive in the area with a split market.
Marketing Goal
The project’s marketing goal is to build a 60% awareness by the end of the second year.
This will only be possible if the opening of the campground is successful and initial marketing
attempts are well planned well designed. Developing the campground and the marketing plan
during the first few seasons will be extremely important so that the proper features are being
marketed in the target markets. It is important to learn from the mistakes early on and track the
effectiveness of each campaign to market most efficiently and effectively.
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Marketing Strategy
Segmentation
Anyone with any form of disposable income can enjoy tent camping, regardless of how
small or large their disposable income is. According to the 2017 American Camper Report, tent
camping is mostly done by families with moderate-large incomes that are willing to spend some
money but are still looking to spend within their bounds. This indication shows that although
families can spend money on cabins and RV’s, there is a link between the social trends and
demographics of those who participate in camping. These families have said one of the main
reasons they camp is to see nature, but the American Camper Report showed 88% of participants
enjoying camping with other recreational activities included as well. Therefore, the segmented
market for camping includes individuals who want luxury, family-oriented activities, or
individual backpacking.
Target Audience
Camping is typically a luxury activity performed by families seeking to embrace the
Adirondack feel. Since the location of the campground is next to the St. Lawrence River and the
Adirondacks, our campground will target families looking to embrace a tent-based campground.
These families will predominantly be high income, adults ranging from 25-44 with kids ranging
from 6-12. Most campers will travel roughly 150 miles from urban areas to the campground
looking for leisure activities to partake in. Since the age ranges are from Gen Z to Baby
Boomers, it can be assumed that many campers will use smart devices. This means that there will
be additional word-of-mouth (WOM) advertising when the campers post their pictures and
reviews while at the campground.
Marketing Tactics
Product
The recreational opportunity we will be marketing is a family-oriented campground that
will be constructed in the Town of Louisville in upstate New York. This campground will feature
100 sites with three options for camping ranging from basic tenting sites, up to waterfront cabins
with furniture, water, and electricity provided. The campground will also be equipped with a
general store, so visitors may purchase items they forget to bring from home and replenish their
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food and toiletries. Along with each camp site, visitors will have access to a dog park, pavilion,
bonfire areas, athletic fields, and other forms of outdoor activities throughout the summer.
Kayaks and ice fishing shanties will also be available at an additional cost. Some of the cabins
will be equipped with insulation and heat for year-round access.
Price
The pricing for each camping option was formulated by comparing our campsite to other
camping areas across New York state and examining what the demographics we are targeting
will be willing to spend. The primitive tenting site will cost visitors $25 per night. The improved
tenting site will cost $35 per night, and the cabins will cost $60 per night. Additional perks such
as activities and kayak rentals will be available for an additional fee.
Promotion
This campground will be promoted using various methods of advertisement. The primary
means of promotion will be social media marketing and television commercials. Upon opening,
there will be more than likely be news coverage from local TV and radio stations to highlight the
new addition to Northern NY. Since the Town of Louisville is very small and not known for
having many attractions, promoting this recreational opportunity properly will be crucial in
ensuring its success. We will be suggesting an allocation of $2,000 each month to be used
towards social media marketing efforts. This budget will not be concrete; however, this number
will be enough to ensure coverage to targeted viewers.
Place
Since this recreational opportunity is a campground, its place of transaction is limited to
where it lies geographically. In this case, our place of transaction will be in the Town of
Louisville. There will be the option to call from out of state to make reservations over the phone,
but there will not be a website option at this time. If, however, many campers express interest in
paying in advance by reserving online, that option could be implemented very easily.
RISKS
There are a few risks associated with this project. One risk is that the project may end up
costing more than anticipated due to unseen factors such as poor soil quality, weather delays
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increased construction labor, or added infrastructure requirements. Other risks associated with
this project could be project quality and scheduling risks. To combat these risks, it is important to
choose a trusted and reputable construction firm to complete the tasks. Legal risks and risks
pertaining to adhering to proper regulations will be present as well. Since the town board is very
educated on what needs to be done to utilize land for certain purposes, these risks will be easily
avoided if the proper permissions are granted by New York State.
A market risk is present as well. Our team has used data to determine that there is an
existing market for a campground like this; however, there is no certainty when dealing with
forecasting of any kind. The Town of Louisville should be prepared to have a steady increase in
revenue year over year due to the time it takes for attractions to reach their target audience and
market. There may be months where the campground does not see much use when it is first
opened, and very little revenue will be generated. This risk will diminish and eventually
disappear as the campground builds its reputation. Weather and hazard risks need to be
accommodated in the final campground design completed by the construction firm chosen to
build the campground. Adequate storm drainage must be implemented to make sure heavy
rainwater does not damage the buildings or campsites, and care should be taken to begin
construction at the proper time when winter storms or the rainy season will not have an impact
on the construction schedule.
NEXT STEPS
There are still a few tasks remaining to be completed by the Town of Louisville before
this plan is set into action. A licensed design & construction firm should be hired to review and
approve our plans to make our design plans a reality. Although we have done a majority of the
design and planning work, official blueprints of the structures drawn and approved as well as
further investigation of safety and hazard regulations such as fire safety code requirements is
needed. Most of the costs are estimates that were found through research and should be reviewed
by an active member working in the field. Once the site is developed, the town will have to hire
people to work the campsite such as security guards, activities director, and other necessary
workers to run the operation. All permits for the campsite will need to be filled out and obtained,
as well as any other regulation we may have overlooked.
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CONCLUSIONS
Many ideas have been considered trying to identify a profitable, community-based
project for this land. Although there are definite risks to this development plan, our research
shows that developing a family-oriented campground on the 45 acres of undeveloped land along
the St. Lawrence River in the Town of Louisville, NY will ultimately be a success. Even with the
added contingency of 15%, the total start-up costs are still below the town’s budget. This plan is
below budget, profitable, and has a payback period of about eleven years which allows us to
confidently recommend that the Town of Louisville move forward to the next steps of this
project.
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