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GET MORE FROM EACH SALE
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Our home office will be moving in this month
to 4450 Weaver Parkway in Warrenville, IL!
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Dealers See More Improvement

in 2014 Retail Market

According to an RVDA survey, RV dealers feel
pretty good about their 2013 numbers and

expect more of the same in 2014.

Avoid These 10 Bad Management
Habits in 2014
A leading financial consultant shares his best

advice for running a more profitable dealership
in the new year.

7 Killer Tips for Your Facebook Page

Find out how (and why) a simple recipe for
onion bombs garnered thousands of views,
comments, and shares on this Florida

dealership’s Facebook page.

Understanding the Basics
of Pay Plans
Here’s rule number one: The position

determines the pay, not the person filling it.
Even if that person is a relative.

Plan for Success:
A Blueprint for Growth

The busy season is over. Now it’s time to fine-
tune your 2014 business plan.

Jim Shields: From Struggling
California Dealership

to J.B. Summers Award

The owner of Pan Pacific RV Centers took a roll

of the dice on a small store in Stockton, CA, in

1985. Decades later, he is honored for a long list

of service to RVDA and the industry. IN EVERY 1SSUE.:
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What's Ahead for 20142

By Phil Ingrassia, CAE, president

he coming of a new year brings out

the economic forecasters — and
there’s no shortage of projections on how
the economy will fare moving forward.
We know that RV sales are expected to
rise again in 2014, but the rest of the
economy needs to catch up if our
industry is to continue to grow.

In its most recent official forecasts,
the Federal Reserve reported that 2013
U.S. economic growth was on track to be
2 to 2.3 percent by the end of the year.
The Fed forecasts a 3 percent rise in
2014 and as high as a 3.5 percent
improvement in 2015. Some economists
teel growth could edge even higher than
those projections if energy prices remain
stable and if politicians can stay out of
the way.

Over the past several years, there
always seems to be some crisis that
inhibits growth, and many times the road
blocks seem to come out of Washington.

The budget fights between Congress
and the Obama administration this year
are a prime example. First was the
budget sequester, then the government
shutdown, and finally the stalled rollout
of Obamacare, which created uncertainty
for business and hurt consumer senti-
ment.

Author and economics columnist
Neil Irwin writes that the good news for
2014 is that most of the bad things of
the past few years are now “priced in” to
the economy. “In other words, the things
that dragged down growth the last few
years look unlikely to recur,” he says.

In 2014 “the biggest risk for us
would be homemade troubles” coming
out of Washington, says Jan Siegmund,
chief financial officer of Automatic Data
Processing (ADP), the payroll company.
One potential storm on the horizon is
another debt-ceiling debate coming up in
Wiashington, but both parties seem to

6 RV EXECUTIVE TODAY

“Author and economics
columnist Neil Irwin
writes that the good
news for 2014 is that
things that dragged
down growth the last
few years look
unlikely to recur.”

want to avoid another fight and
shutdown.

ADP said 130,000 people were
added to private payrolls in October, led
by California with an increase of just
over 19,000. It’s interesting that since the
downturn, more people have been paying
attention to ADP’s National
Employment Report, which provides a
monthly snapshot of U.S. non-farm
private sector employment based on
actual transactional payroll data. (If
you're interested in ADP’s national and
regional data, you can access it monthly
at www.adpemploymentreport.com.)

Of course, as ADP points out every
month, job growth really holds the keys
to the economy. Based on their buying
behavior, RV consumers are doing better
than the average Joe, but for the long-
term health of the industry, it’s impor-
tant that the total number of people
employed improves.

Have a great new year, and thanks
for your support.
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Engaged or Fatigued?

By Jeff Hirsch, chairman

F ew things are more enjoyable than providing a work-
place where employees feel that they are important,
empowered, and fulfilled. As an employer, being able to
provide this environment is a reward in and of itself and,
for me, is one of the great things about being in business.

However, I'm sure you remember how difficult it was
to provide such an environment just a few years ago. The
recession forced all of us to cut spending, including
spending on employee training and incentives. We also
took other extraordinary measures to ensure the continued
existence of our dealerships. As we cut back on these
expenses, we changed the spending habits — and sometimes
even the culture — of our employees. Our employees
learned how to be lean, make the dollars stretch, and be
more productive.

Economic conditions created a new normal, and it
seemed in a split second we were transformed into perma-
nent survival mode.

Here’s the problem: Many of us owners have ramped
up since the recession. We've begun to spend more,
growing our businesses and casting off the scarcity
mentality. But many of our employees are still operating
with a mindset of scarcity.

Recently, one of my managers told me he was hesitant
to spend, based on Campers Inn’s past policies. He let me
know that he’s been told many times that business has
ramped up and we need to increase personnel and once
again invest some of our profits back into the business. It’s
almost as if the recession caused a sort of permanent fear of
spending among our employees, and it’s hard to break this
mindset.

This is not an easy problem to fix. Our employees are
trying to do what’s right for the business, but their
outlooks may actually be holding us back. We need to get
them re-engaged and re-energized. According to an article
in the November 2013 issue of Talent Management
magazine, companies are reporting much higher turnover
rates in 2013 than in 2012 as frustrated employees have
started looking for new career opportunities. The article
says that employee engagement at some companies is

declining, along with productivity and profitability.

“Business has ramped up and
we need to increase
personnel and once again
invest some of our profits
back into the business.”

Various studies show that employees who are fully
engaged can make a tremendous difference on a company’s
financials, lifting profitability by 22 percent, productivity by
43 percent, and sales by 37 percent. So we need to continu-
ally foster engagement with good communication, support,
and training. Now that we owners and general managers
have changed our mindset, it’s our task to help re-spark our
employees.

We are blessed

The holidays are here once again, and they inspire us
to reflect on the goodness in our lives. When I look around
the holiday table, I take pride in being able to share the
fruits of our accomplishments with friends and family. I
find this cherished experience always makes me ask myself
why it doesn’t happen more than once a year. 'm thankful
for so many things, from the roof over our heads to the
great industry in which I work. I'm also thankful for the
relationships I've made through RVDA and this industry.

In closing, I want to wish everyone a joyous holiday
season and success and good health in the new year.

God Bless all of you,
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RVDA BOARDS

Chairman

Jeff Hirsch

Campers Inn of Kingston
Kingston, NH

(603) 642-5555

jhirsch@campersinn.com

1st Vice Chairman

John McCluskey

Florida Outdoors RV Center
Stuart, FL,

(772) 288-2221

john@floridaoutdoorsrv.com

2nd Vice Chairman
Brian Wilkins

Wilkins R.V. Inc.

Bath, NY

(607) 776-3103
bwilkins@wilkinsrv.com

Treasurer

Darrel Friesen

All Seasons RV Center

Yuba City, CA

(530) 671-9070
Darrel@allseasonsrvcenter.com

Secretary

Tim Wegge

Burlington RV Superstore
Sturtevant, WI

(262) 321-2500
twegge@burlingtonrv.com

Past Chairman
Andy Heck
Alpin Haus
Amsterdam, NY
(518) 842-5900

aheck@alpinhaus.com

Director

Will Jarnot

PleasureLand RV Center Inc.
St. Cloud, MN

(320) 251-7588

w.jarnot@pleasurelandrv.com

Director

Mike Regan
Crestview RV Center
Buda, TX

(512) 282-3516

Mike_regan@crestviewrv.com

Director

Rod Ruppel

Webster City RV Inc.
Webster City, IA
(515) 832-5715
rod@webstercityrv.com

Director

Ron Shepherd

Camperland of Oklahoma, LLC
Tulsa, OK

(918) 836-6606
ron_shepherd@camperlandok.com

RVRA Representative
Scott Krenek

Krenek RV Center
Coloma, MI

(269) 468-7900
scott_krenek@krenekrv.com

RVAC Chairman

Tom Stinnett

Tom Stinnett Derby City RV
Clarksville, IN

(812) 282-7718

tstinnett@stinnettrv.com

RV Learning Center Chairman
Jeff Pastore

Hartville RV Center

Hartville, OH

(330) 877-3500
jeff@hartvillerv.com

DELEGATES

Alabama

Rod Wagner

Madison RV Supercenter
Madison, AL

(256) 837-3881

rod@madisonrv.com

Alaska

Kevin Brown

Arctic RV & Interior Topper
TFairbanks, AK

(907) 451-8356

arcticrv@arcticrv.com
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Arizona

Devin Murphy

Freedom RV Inc.

Tucson, AZ

(520) 750-1100
dmurphy@freedomrvaz.com

California

Troy Padgett

All Valley RV Center
Acton, CA

(661) 269-4800
troy@allvalleyrvcenter.com

Colorado

Tim Biles

Pikes Peak Traveland
Colorado Springs, CO
(719) 596-2716
thiles@pikespeakrv.com

Connecticut

Chris Andro

Hemlock Hill RV Sales Inc.
Milldale, CT

(860) 621-8983

chrisa@hemlockhillrv.com

Delaware

Ryan Horsey

Parkview RV Center
Smyrna, DE

(302) 653-6619
rdhorsey@parkviewrv.com

Florida

Rob Rothenhausler

Ocean Grove RV Supercenter
St. Augustine, FL

(904) 797-5732
rob@oceangrovervsales.com

Georgia

Doc Allen

C.S.R.A. Camperland Inc.
Martinez, GA

(706) 863-6294
docallen@csracamperland.com

Idaho

Tyler Nelson
Nelson’s RVs Inc.
Boise, ID

(208) 322-4121

tyler@nelsonsrvs.com

lllinois

Richard Flowers

Larry’s Trailer Sales Inc.
Zeigler, IL

(618) 596-6414
richardfl@earthlink.net

Indiana

Nathan Hart

Walnut Ridge Family Trailer Sales
New Castle, IN

(765) 533-2288

nhart@walnutridgerv.com

lowa

Jeremy Ketelsen
Ketelsen RV Inc.
Hiawatha, IA

(319) 377-8244
jketelsen@ketelsenrv.com

Kansas

Bill Hawley

Hawley Brothers Inc.
Dodge City, KS
(620) 225-5452
wildbill@pld.com

Kentucky

NeVelle Skaggs
Skaggs RV Country
Elizabethtown, KY
(270) 765-7245
nrskaggs@aol.com

Louisiana

Jim Hicks

Southern RV Super Center Inc.
Bossier City, LA

(318) 746-2267

jim@southernrvsupercenter.com

Maryland

Greg Merkel

Leo’s Vacation Center Inc.
Gambrills, MD

(410) 987-4793
Admin-jacki@comcast.net

Massachusetts

Marc LaBrecque
Diamond RV Centre Inc.
W. Hatfield, MA

(413) 247-3144
info@diamondrv.com

Michigan

Chad Neff

American RV Sales & Service
Inc.

Grand Rapids, MI

(616) 455-3250

chad@americanrv.com

Minnesota

Will Jarnot
PleasureLand RV Center
St. Cloud, MN

(320) 251-7588

w.jarnot@pleasurelandrv.com

Mississippi

Stephen (Snuffy) Smith
Country Creck RV Center
Hattiesburg, MS

(601) 268-1800
snuffy@countrycreekrv.net

Missouri

Sheri Wheelen

Wheelen RV Center Inc.
Joplin, MO

(417) 623-3110
sheri@wheelenrv.com

Montana

Ron Pierce

Pierce RV Supercenter
Billings, MT

(406) 655-8000
rpierce@pierce.biz

Nebraska

Tony Staab

Rich & Sons Camper Sales
Grand Island, NE

(308) 384-2040

tony@richsonsrv.com

Nevada

Beau Durkee

Carson City RV Sales
Carson City, NV
(775) 882-8335

beau@carsoncityrv.com

New Hampshire

Scott Silva

Cold Springs RV Corporation
Weare, NH

(603) 529-2222

scott@coldspringsrv.com

New Jersey

Brad Scott

Scott Motor Home Sales Inc.
Lakewood, NJ

(732) 370-1022
bscott@scottmotorcoach.com

New Mexico

Rick Scholl

Rocky Mountain RV World
Albuquerque, NM

(505) 292-7800
rscholl@rmrv.com

New York

Jim Colton

Colton RV

N Tonawanda, NY
(716) 694-0188
jeolton@coltonrv.com

North Carolina

Steve Plemmons

Bill Plemmons RV World
Rural Hall, NC

(336) 377-2213

steve@billplemmonsrv.com

North Dakota
Michelle Barber

Capital R.V. Center Inc.
Minot, ND

(701) 838-4343
michelle@capitalrv.com

Ohio

Dean Tennison
Specialty RV Sales
Lancaster, OH

(740) 653-2725
dean@specialtyas.com

Oklahoma

Ron Shepherd

Camperland of Oklahoma, LLC
Tulsa, OK

(918) 836-6606
ron_shepherd@camperlandok.com

Oregon

Kory Goetz
Curtis Trailers Inc.
Portland, OR
(503) 760-1363

kgoetz@curtistrailers.com

Pennsylvania
Greg Starr

Starr’s Trailer Sales
Brockway, PA
(814) 265-0632

greg@starrstrailersales.com

Rhode Island

Linda Tarro

Arlington RV Super Center Inc.
East Greenwich, RI

(401) 884-7550
linda@arlingtonrv.com

South Carolina
Gloria Morgan

The Trail Center
North Charleston, SC
(843) 552-4700
gmorgan497@aol.com

South Dakota

Lyle Schaap

Schaap’s RV Traveland
Sioux Falls, SD

(605) 332-6241
lyle@rvtraveland.com

Tennessee

Roger Sellers

Tennessee RV Sales & Service,
LLC

Knoxville, TN
(865) 933-7213

rsellers@tennesseerv.com

Texas

Mike Regan
Crestview RV Center
Buda, TX

(512) 282-3516

Mike_regan@crestviewrv.com

Utah

Jared Jensen

Sierra RV Corp
Sunset, UT

(801) 728-9988
jared@sierrarvsales.com

Vermont

Scott Borden

Pete’s RV Center
South Burlington, VT
(802) 864-9350
scott@petesrv.com

Virginia

Lindsey Reines

Reines RV Center Inc.
Manassas, VA

(703) 392-1100
1v8955@a0l.com

Washington

Ron Little

RV’s Northwest Inc.
Spokane Valley, WA
(509) 924-6800

ron@rvsnorthwest.com

West Virginia

Lynn Butler

Setzer’'s World of Camping Inc.
Huntington, WV

(304) 736-5287

setzersrv@aol.com

Wisconsin

Mick Ferkey

Greeneway Inc.

Wisconsin Rapids, WI

(715) 325-5170
mickferkey@greenewayrv.com

Wyoming

Sonny Rone

Sonny’s RV Sales Inc.
Evansville, WY

(307) 237-5000

rentals@sonnysrvs.com

VACANT
Arkansas
Hawaii
Maine

AT-LARGE

Bob Been

Affinity RV Service Sales &
Rentals

Prescott, AZ

(928) 445-7910
bobbeen@affinityrv.com

Randy Coy

Dean’s RV Superstore
Tulsa, OK

(918) 664-3333

rcoy@deansrv.com

David Hayes

Hayes RV Center
Longview, TX

(903) 663-3488
dhayes@hayesrv.com

Ed Lerch
Lerch RV
Milroy, PA
(717) 667-1400

ed@lerchrv.com

Scott Loughheed
Crestview RV Center
Buda, TX

(512) 282-3516

scott@crestviewrv.com

Mike Rone

Sonny’s RV Sales Inc.
Evansville, WY

(307) 237-5000

mrone@sonnysrvs.com

Adam Ruppel

Webster City RV Inc.
Webster City, IA

(515) 832-5715
adam@webstercityrv.com

Rod Ruppel

Webster City RV Inc.
Webster City, IA
(515) 832-5715

rod@webstercityrv.com

Joey Shields

Pan Pacific RV Centers Inc.
French Camp, CA

(209) 234-2000
joey@pprv.com

Earl Stoltzfus

Stoltzfus RV’s & Marine
West Chester, PA

(610) 399-0628

estoltzfus@stoltzfus-rec.com

Glenn Thomas

Bill Thomas Camper Sales
Wentzville, MO

(636) 327-5900

g-.thomas@btcamper.com

Larry Troutt ITT

Topper’s Camping Center
Waller, TX

(800) 962-4839

latroutt1@gmail.com

Bill White

United RV Center
Fort Worth, TX
(817) 834-7141

bill@unitedrv.com

Participating Past Chairmen
Bruce Bentz

Capital R.V. Center Inc.
Bismarck, ND

(701) 255-7878
bruce@capitalrv.com

Randy Biles

Pikes Peak Traveland Inc.
Colorado Springs, CO
(719) 596-2716
rwhiles@pikespeakrv.com

Debbie Brunoforte

Little Dealer, Little Prices
Mesa, AZ

(480) 834-9581
dbrunoforte@littledealer.com

Rex Floyd

Floyd’s Recreational Vehicles
Norman, OK

(405) 288-0338
rxflyd@aol.com

Crosby Forrest

Dixie RV Superstore
Newport News, VA

(757) 249-1257
info@dixiervsuperstore.com

Ernie Friesen

All Seasons RV Center
Yuba City, CA

(530) 671-9070
eefriesen@msn.com

Rick Horsey

Parkview RV Center
Smyrna, DE

(302) 653-6619
rhorsey@parkviewrv.com

Larry McClain
McClains RV Inc.
Lake Dallas, TX
(940) 497-3300

Tim O’Brien

Circle K RVs

Lapeer, MI

(810) 664-1942
t.obrien@circlekrvs.com

Dan Pearson

PleasureLand RV Center Inc.
St. Cloud, MN

(320) 251-7588
d.pearson@pleasurelandrv.com

Cammy Pierson

Curtis Trailers Inc.
Portland, OR

(503) 760-1363
cammypierson@yahoo.com

Joe Range

Range Vehicle Center Inc.
Hesperia, CA

(760) 949-4090
range1937@msn.com

Dell Sanders

J. D. Sanders Inc.
Alachua, FL
(386) 462-3039
jdsrv@att.net

Marty Shea

Madison RV Supercenter
Madison, AL

(256) 837-3881
mjshea@madisonrv.com

Jim Shields

Pan Pacific RV Centers Inc.
French Camp, CA

(209) 234-2000
jim@pprv.com

Bill Thomas

Bill Thomas Camper Sales Inc.
Wentzville, MO

(636) 327-5900
Btcs1940@sbeglobal.net

Larry Troutt

Topper’s Camping Center
Waller, TX

(800) 962-4839
larrytroutt@toppersrvs.com
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Dealers Draw Down Towable Inventories Again

By Thomas Walworth, Statistical Surveys/The Thrive Group

or a second consecutive month, U.S.

dealers sold more towable RVs in August
than they received from the factories,
according to market research firm Statistical

Surveys/The Thrive Group.

When the RV
Inventory Index is
below 100, there's
an expansion of

dealer inventories.

When the index is
above 100, there's

Dealers retailed 21,771 towable RVs in
August and received 21,400 units shipped
from the factories, yielding an inventory
index of 101.7. The inventory index for
towables in July was 106.3, but for the first
eight months of 2013, the towable RV inven-
tory index was 79.9, meaning dealers didn’t
build up their towable RV inventories at as fast a pace as they did
during the first eight months of 2012, when the inventory index
for towables was 74.1.

The opposite occurred with motorhomes, which had an inven-
tory index of 73.5 in August 2013, compared with 75.7 in August
2012. For the first eight months of 2013, the motorhome inventory
index was 80.2 versus 83.0 a year earlier.

The 21,771 towables retailed by U.S. dealers in August repre-
sent a 15.4 percent increase over the 18,861 units sold to
consumers in August 2012. However, wholesale shipments
declined 0.9 percent to 21,400 units this past August, compared
with 21,600 units delivered to dealerships a year earlier.

In the case of motorhomes, 2,242 units were retailed in
August 2013, a 28.1 percent increase over the 1,892 units sold in
August 2012. Meanwhile, motorhomes shipments increased 32.0
percent to 3,300 units in August 2013, compared with 2,500
units shipped a year earlier.

For more information, contact Tom Walworth at (616) 281-
9898. The Thrive Group is a partnership between Statistical Surveys

shrinkage. If the
industry sold a unit
at retail for every
unit delivered at
wholesale, the RV
Inventory Index
would be 100.

For the latest RV Inventory Index
report, visit www.rvda.org.
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and Spader Business Management. m

Take Advantage of Your RVDA Websites

The RVDA and Mike Molino RV Learning Center
websites are the dealership employee’s complete
online resources. These innovative, interactive
websites provide easy access to the critical
resources that assist dealers and their employees
in running the dealership efficiently and effec-
tively.

Visit both sites to download fact sheets on
dealership best practices or the latest retail
statistics, search the listings of training opportu-
nities, and purchase CD-ROMs, publications,
videos, or webcasts to enhance your dealership’s

knowledge. RVDA member
dealerships and any of their
employees can have 24/7
access to most of RVDA's
dealer specific information
(broken down by depart-
ment).

Make www.rvlearning-
center.com and
www.rvda.org your first
source for all dealership
information.
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M POSITIVE FORECAST

ealers ee More
Improvement in

2014 RV Retail Market

Will the retail market be
hetter in 2014 than in 20137

w Befter
» Worse

= About the Same

10 RV EXECUTIVE TODAY

By Jeff Kurowski

Feeling quite good about
the amount of business
they had in 2013, RV
dealers responding to an
RVDA survey in November
generally believe there
will be even more
improvement in 2014.

The survey showed 44 percent
of the dealers who responded
believe the RV retail market
will be better in 2014 than it

was in 2013, and another 48
percent believe it will be about
the same. Only 8 percent of
respondents feel the market
will be worse.

Also, 60 percent of respon-
dents said they believe the
market was better in 2013
than it was in 2012, and 36
percent said it was about the
same. Only 4 percent said the
2013 market was worse than
the 2012 market.

Towable segment
remains strong

Survey respondents believe the
already robust towable
segment will continue to grow
in 2014, and they believe the
motorhome sector will experi-
ence more improvement.

Specifically, 42 percent believe
the towable market will be
better in 2014 than in 2013,
while 54 percent say it will be
about the same. Only 4
percent expect it to be worse.

= About the Same

Was the retail market
hetter in 2013 than in 20127

How did your 2013 towable
sales compare with 20127

w Better
= Worse

= About the Same




And 59 percent say the
motorhome market will be
better in 2014, while 32
percent believe it will be about
the same, and 9 percent think
it will be worse.

The upbeat forecast for
towables in 2014 follows a
strong 2013. Fifty-four percent
of respondents said their
towable sales were better this
year than in 2012, while 38
percent said they were about
the same, and 8 percent said
they were worse.

In the case of motorhomes, 48
percent said their sales were
better in 2013 than in 2012,
while 35 percent said they
were about the same, and 17
percent said they were worse.

————————— |01 JOUr current market

conditions your inventory is:

Dealers cautious Almost unanimously, respon-
about inventory levels  dents feel that adequate
amounts of inventory and
retail financing are available.
Ninety-six percent believe the
right amount of wholesale and
retail credit is available for
their customers. m

A possible area of concern is
dealer inventory levels, with 44
percent of respondents saying
their inventories were too high
given the market conditions as
of November. Another 52
percent said they were just
right, and only 4 percent of
respondents said their inven-
tory levels were too low.

What is your outlook for towable

What is your outlook for
motorhome sales in 2014 versus 20137

= About the Some 599

sales in 2014 versus 20137

Is the right amount of retail credit available?

4%
. T
How did your 2013 motorhome |
sales compare with 20127 % 2% w6 ok 8% 100%

Is the right amount of wholesale credit available?

4%
» Yes
u oy

0% 20% 40% 60% 80% 100%
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HR MANAGEMENT

Avoid These Ten Bad
Management Habits in 2014

By Hardee McAlhaney

Editor’ note: Hardee McAlbhaney

consultants on financial and HR
management strategies for RV

and president for the first publicly
traded RV dealership group,
Holiday RV Superstores, he now
works with dealer clients and
serves as an advisor to the
Priority RV Network dealer
cooperative. In this article, he
offers some thoughts on key
management mistakes that can
lead to problems for dealer
principals and general managers.

of McAlhaney Consulting LLC, is
one of the industry’s most respected

dealerships. After serving as CFO

: @ Diverting floor plan pay-down cash to fund
day-to-day operating expenses

i The temporary borrowing becomes a permanent floor plan
out-of-trust that makes owners scramble to cover when the

i floor plan checker arrives. Arrange for a bank line of credit to
i use for short-term swings in cash flow.

© Tracking daily cash-in-bank balances as your
‘ only cash management tool

Cash management becomes a mind game instead of a reliable
management tool. Project your cash needs weekly, monthly,

and annually.

© Not preparing and using realistic monthly
operating budgets and cash flow projections

Unplanned expenses, swings in sales revenue, and lack of
i fiscal controls result in unwanted surprises with cash flow and
i the bottom line.

BETTER ADS | MORE LEADS | MORE SALES

. = I+l
RVT Best Selling
-COM ) PV/ Classifieds
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O Delaying or refusing to hold regular
managers’ meetings

There always seems to be a good excuse to delay or cancel
these meetings. But keeping managers informed and
getting their input creates “ownership.”

© Not insisting on accurate, timely financial
statements and reports and not sharing
financials with your management team

The owner may have a good feel for where the business

in employee discontent.

O Killing the messenger

When someone tells you something factual about your
business or management style that you don’t want to hear,
don’t lash back with criticism. Encourage feedback so that
you don’t end up being the last one to know about a bad
situation.

@ Not taking the time to define managers’
responsibilities and hold them responsible

Simply put, people do what you inspect, not what you
expect.

o

Working capital can be tied up in
i current assets and become write-
! offs if not managed on a regular

{ basis.

Failing to review
weekly — or at a
minimum, monthly -
aged receivables and
aged inventory reports

stands, but managers don’t have the same perspective. That © Discontinuing employee training because

results in their misunderstanding the owner’s decisions and

of time or financial restraints

i Manufacturers will train your sales staff, and employees can
¢ help train other employees. Training stresses the basics of

¢ successful selling and best management practices. Without
i constant training and retraining, productivity will drop.

@ Failing to act like a leader

i Employees respect the rights of ownership. However, they
i don’t respect owners and managers who do not set an

i example. Honor your commitments. Be on time. Treat

i your employees with respect. Don’t criticize them in front
i of their peers. Disrespect for the boss results in lack of

i motivation, low morale, and low productivity. =

3 Constellation Software compary

Get more Done
with Less.

Complete Dealer Management System and Customer
Relationship Management solution

Cloud or Onsite

Affordable for dealerships of any size

Over 10,000 software users

Now on mobile too!

to manage your
entire dealership.

J

A major reason we looked at IDS was due to the
volume of transactions and the interaction between
sales, service and parts, We didn't feel our old system
provider could handle the level we needed.

Matt Leffingwell,

General Manager at RY Solutions

See & demo today’ :
X www.ids-astra.com/rv9
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M SOCIAL MEDIA

TKiller Tips for =
Your Facebook Page

By Brandon Esparza

For many dealers, Facebook is something of a

mystery — they know they should have a page
but don't really know what or when to post. I
understand the frustration. However, 1
encourage you to stick with it, because any
traffic source that gets you the kind of atten-
tion that Facebook can bring is worth the
investment in time.

Here’s my experience at Florida Outdoors
RV Center: Visitors from Facebook look at
more pages per visit and spend twice as much
time with the dealership’s website then
visitors from any other source. They are high-
quality contacts (see “The Facebook Factor”
on right). That’s because we have a strategy —
we post on purpose, for a purpose. Here are
my seven killer tips for running an effective

Facebook page.

Here's a picture | came across that | liked and thought would
be interesting to my audience, so | shared it with my fans.

Florida Outdoors RV Center

ONION BOMBS! 1. Put meatballs in onion.
2. Wrap in Foil. 3. Stick in fire for 10 minutes.
4. Turn over, cook 10 minutes. Easy-Peasy.

14 RV EXECUTIVE TODAY

4,828 People Reached

307 Likes, Comments & Shares

FROM YOUR PAGE AND POSTS

18 0 116
Likes Comments Shares
FROM LIKES, COMMENTS & SHARES
129 44 0

Likes Comments Shares
TOTAL

147 44 116
Likes Comments Shares

1 07 Post Clicks
106 1
Photo Views

0

Link Clicks Other Clicks

NEGATIVE FEEDBACK

0 Hide Post 0 Hide All Posts
0 Report as Spam 0 Unlike Page

#1 Know your audience

Most people are on Facebook to connect
with others. Think about what your customers
care about most, what makes them laugh, cry,
or smile.

The best post material is usually the same
content that catches your own attention.
Below is a picture I came across that I liked
and thought would be interesting to my
audience, so I shared it with my fans. You can
see the results it got.

This post reached nearly 5,000 people
with 116 shares — without any advertising. It
had nothing to do with RVs, yet my fans
made it go viral. Why? Because it resonated
with RVers who love the lifestyle.

Your fans want added value in their lives.
Before posting, ask yourself, “Does this item
give anything of value to my customers and
fans?” Remember, your competition isn’t the
dealer down the road. It’s the customer’s
birthday party for their son, their daughter’s
wedding, and the gossip of the last breakup.

#2 Ride the trends!

One of the best
things you can do
with your TIP: Check
Facebook page is out Google Trends
to follow trends. for what’s trending in
You're probably your market.
already doing that

in other areas. For

instance, as the weather

gets cooler in the fall,

videos and articles on how to winterize an RV
start appearing. Some dealers are really great
at this; they write articles, post videos and




even do onsite seminars. Facebook can
be part of that communication.

Here’s an idea for riding a trend.
A couple weeks before Thanksgiving,
write an article entitled “The Best
Way to Cook a Turkey in Your RV?”
A few days before the holiday, share it
with your fans on Facebook and ask
them for their favorite Thanksgiving
toods. Once the holiday is done, ask
your fans to post pictures of their
family dinner.

Congratulations! You not only
rode the trend, you became an
authority on that trend. Now, who
will people come to with questions
about RVing, accessories or supplies?
You, of course!

#3 Use the right tools

Some dealers shy away from
Facebook because they lack time and
resources. Here are two great tools I
use every week to cut down the time I
spend on social media.

HootSuite is an online app that
lets you schedule content to almost
every social media platform. Once a

TIP: The

week, I sit down and
schedule our posts for
the next seven days. I
can set dates and times
for each post. This saves
me lots of time.
However, don't always rely
on scheduled posts. If some-
thing exciting occurs at your dealer-
ship, post it right away! Use the
Facebook Pages app to capture those
exciting moment as they happen. It
also allows you to react to customers’
comments right away.

#4 Take an interest in
Pinterest

Pinterest is my go-to site for great
content for future posts. There are
terrific boards dedicated to the RV
lifestyle. From RV storage tips and
camping tips to funny RV-related
cartoons, it’s full of ideas. Once you
find content you like, pin it to your
board, and use those images on your
Facebook page with a quick comment.
(Make sure you give credit for the
photo or content if it isn’t yours. A

best time to share
on Facebook is at
noon and a little
after 7 PM.

link back to the
original site should
suffice.)

#5 Use
questions and
fill-in-the-blanks

The right questions will cause
people to stop, think, and answer.
Fill-in-the-blank sentences are also
effective. It’s human nature to want to
complete things. Have you ever played
a scale on the piano without finishing
it> Nerve wracking!

Here are some examples to try:

* When you camped as a kid, what

was your favorite memory?
* My favorite memory was ?

* My favorite national park is
*  Where are you RVing this July
4th weekend? (See how we used a

trending topic?)

continued on page 16

The Facebook Factor

At Florida Outdoors RV Center, business development specialist Brandon
Esparza says Facebook traffic represents a tiny percentage of his dealership
website's overall traffic. But these visitors are serious, spending more time and
visiting more pages than visitors from other sources.

In the chart at right, data from four recent months
show that Facebook accounts for less than 1 percent of
overall visitors, but those individuals have a better
bounce rate (i.e., fewer of them click away to other
websites after viewing the homepage), and they spend
twice as much time browsing the website.

Visits % New

Visits

326 | 32.52%

% of Total:

Site Avg: 69.08%
0.92%

New
Visits

106 |36.50%

% of Total:
0.43%

Bounce
Rate

Pages/
Visit

Avg. Visit
Duration

6.57 | 00:06:17

Site Avg: Site Avg: Site Avg: 00:03:13
38.77% 5.54

“While this traffic represents a tiny percentage of
my traffic, it's quality I'm after, not just quantity,” says Esparza.

“This is a good bounce rate, and the average visit duration is over six
minutes. With an overall site average of only three minutes, the Facebook rate is

great,” he says.
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continued from page 15 TIP' Make
sure you read

These kinds of sentences engage Here’s an effective contest: Facebook’s rules on people will
Facebook fans by asking them to join | poose your giveaway contests; you don’t probably
in the conversation. It’s just one more (make sure it’s big). want to violate the  scroll right
way to shine through all the clutter terms of use. / on by. Make

2. Make an attractive post with
a picture to promote the

#6 Have a contest - giveaway.

a REAL contest

sure you have an
enticing description, a
quality picture that’s sized right

they see every day on Facebook. -

3. Write contest rules that cause (Facebook.com has a guide on best
Giving something away is one of people to engage, such as sizes) and readable text.
the best ways to interact with your requiring them to like the page, These seven tips should send you
tans. Contests engage people, make share it, and/or tag five friends in ~ on your way to a more effective
your brand look good, and reach a the comment section. Facebook page. Email me if you have

broad audience. Just giving something questions. I'd love to hear your success

A simple post can go viral, but

away isn’t goosi enough, }}owever. It’s only in relation to the size of the stories.

one thing to give a $10' gift card to giveaway, so make it great. . .

your parts store and quite another to Brandon Esparza is the business
give away a 50” TV. Which do you #7 Poor quality posts development specialist at Florida

think will get more traction? must go! Outdoors RV in Stuart, FL. He’s respon-

sible for website maintenance, online lead
generation, social media presence and
Internet marketing for locations in
Stuart and Okeechobee, FL. Contact him
at brandon@floridaoutdoorsrv.com or

(772) 288-2221. m

Unfortunately, some of the best
content never gets read because of
poor presentation. You have half a
second to capture the attention of
potential customers. If you're
providing just text with a link, most

READ WHAT OTHER DEALERS SAY ABOUT A WORLD OF TRAINING FOR
BOTH SALES AND SERVICE TRAINING

“If you want real-life training that sticks, A World of Training is the training
company to use.” Nathan Hart, Walnut Ridge Family RV, New Castle, Indiana

“A World of Training is responsible for helping us take the dealership to the
next level by implementing structure and monitoring processes to make sure
we are successful.” Mark Primeaux, Primeaux RV, Lafayette, Louisiana

“I have been a client of A World of Training for several years. They are experts
in all departments. They have helped us set up great systems and processes
that we use every day.” Jamie Dodd, Dodd RV, Yorktown, Virginia

“The training was great and everyone is excited for the next round. The
managers are also excited to use your ideas to help their ongoing training
process.” Clifton Lewis, Lewis RV Center, Oklahoma City, Oklahoma

Call NOW to schedule a FREE profit potential - AWORLDS A‘E‘.".':_"-—_
evaluation v TRAIN”\]G RVD

Off: (866) 238 - 9796 Cell: (813) 951 - 6586

B ASSOCIATE MEMBER B
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35 Years makes the Difference...
Discover for yourself why we
are still the ONE!

Call MBA for your rental uote 1 500 0=G22=2201



EMPLOYEE CGOMPENSATION

Understanding the Basics of Pay Plans

By Chuck Marzahn

“Variable pay plans are good for the
One of the most frequently asked busiIr)1 e!span d for tﬁ e emp| oyee.

questions I get is “How much They control the expense
should I pay a certain position?” In P based on the amount of
this article, I will de-mystify the - business done.”

subject of pay plans and explain how
to determine if yours are aligned
with the market.

The issue is whether you're
paying well enough to keep good
people while not paying more than
you have to. Pay too little and
turnover is high. Pay too much and
you're wasting money. Here are some
key points to keep in mind.

First and most important is that

i’

the position always determines the pay, not the end for the position in question. Use discussions
person filling it. If you keep this straight, a lot of with 20 Group members, being careful to compare
concerns fall away. Youre paying for someone with : like markets and store sizes.
a particular skill set to accomplish certain tasks If the range is determined by the position, it
and fill an established role in your dealer- ! follows that a person must change positions if he

First and ship. What you must pay to find and wants to earn more than a certain position pays.

. - hire the person with those skills is During reviews, employees should be made aware of
most important is . n their pos
p o what determines the compensation the upper end of the pay in their position. When
that the pﬂslltlﬁll range. It varies to some degree by they reach the upper area, raises become incremen-
always determines the region and store size. Economics tally smaller as they top out. To get more, they must
pay not the person dictate that a service writer in a understand that they need to do more. Sometimes
’

fillin g it smaller store will produce less money, : that means working and training for a promotion.
: and therefore there will be less money

with which to pay him.

There’s a corollary to this rule — a person’s last

name shouldn’t determine his or her pay. Rather, it

Here are some pay structures
that are used for positions
in our industry:

should be determined by the position they're filling. General managers and owners are paid on the
In an industry so deeply rooted in family busi- net. They exercise the greatest control on spending
nesses, there are a couple of traps. One is to pay a and costs. Their responsibility is to keep the store
child or spouse more than you would if they were profitable — otherwise, everyone loses their job.
unrelated to you. This fosters a culture of entitle- They get a salary and a large portion of their
ment. The second trap is to pay all children equally ; compensation based on the total net each month
regardless of their positions. Parents want to keep i and also on the total net at year’s end.
things “even,” but this is something that business Managers are paid on the gross profit and on
owners would never do. Being fair in a business the net. You want your front line managers to
environment means paying children for what they i SELL! Get them focused on generating sales and
actually contribute. gross profit. Allow them to feel safe with a base in
So how can we gauge how to pay based on salary. Give the managers a larger relative portion
position? The RV wage market is generally a bit based on performance in gross profit (not sales).
below what the same position would be paid in a Finally, keep the managers thinking about expenses

car dealership. Talk with dealer friends in your own i by paying them something on the net. Make sure
city. See what they have as an average W2 at year’s ; the allocations allow them to make a net.
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Production people should be paid
on the gross and not the sales or
revenue in order to keep the pay plan
from getting out of control. Consider
that if you pay on sales dollars and
you have a price increase, the pay
increases even though there was no
change in performance. It simply
happened because of the normal
course of business. Don’t use sales
dollars as the basis for paying a
percentage. Use gross profit dollars
instead. You still get a focus on
production and you can better control
the outcome.

There are a couple of exceptions
to this rule. First, the F&I is paid, for
the most part, on “sales.” Reserves
could be considered either gross profit
or sales because there is no real “cost.”
The other is the warranty writer. He
or she is usually paid a salary and a
percentage of warranty dollars
collected. Those are parts and sales
numbers. The variable component of
warranty writers’ pay when compared
with their wage is usually not the
biggest part. It doesn’t matter so much
whether it is on “sales” of parts and
labor in the warranty writer’s case.

Variable pay plans are good for
the business and for the employee.
They control the expense based on
the amount of business done. If the
store is making more, the employees
make more. Conversely, if these are
tough times, the pay automatically
scales back.

Here’'s how to check
if your pay plan
makes sense:

First, when setting up a plan, start
with the market and back into the
amounts used in the structure for a
position. Get the total compensation
for the position in mind and only then
decide how you must structure it in
terms of how much base, how much
commission, and at what rate.

Always test the numbers to see
what the monthly compensation would
be for a couple of years. Figure out
what would occur if you had a really

i great month or a really poor month.

Finally, test out how business

i growth would affect the plan. A
i properly designed pay plan would split i
i commissions between the incumbent
: and the new employee in some cases.
i Let’s say your F&I manager is paid a
! percentage of gross profit generated by !
: the department. When business grows
i beyond the point where one manager

i can effectively handle it, you must add
i another. If each will be paid on their

i own production, it automatically

¢ adjusts without going out of control.

i Another way is to split or reduce the

i percentage and pay both on the total.
¢ It may do a better job of promoting
i teamwork between them. Even if it

isn't one that is “split,” you must

! extend it out a few years to be sure
i you don’t price a good employee out
i of the market.

You can see just how simple and

 logical compensation planning can

i be. With proper compensation, you
i get the best value for the money

: spent. Employees are more satisfied,
i and turnover is reduced. Everyone

! gets to win. m

Customer Relationship
Management

Unit Inventory

Service Advisor Service Mechanic

Sys2Know offers cloud-based DMS hosting
packages. We have over $1,000,000 invested in

Got Cloud?

our cloud server technology!

Sys2K writes, manufacturers, and supports all of its own software in the US.
We offer solid, fully integrated, tun-key DMS packages for any size dealership.

Dealership Software

407.358.2000 | www.Sys2K.com

Come See Our Demo At
Systems 2000, Booth #448:

T ey

51st Annual National RV Trade Show
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Plan for Success
A Blueprint for Growth

By Jeff Wyatt

Once your
revenue is
defined, plug in
the estimated
cost of sales and
take a close look
at your margins.
Are they healthy
or do they need
improvement?

Coming off the grind of the busy
season is the perfect time to revisit what
worked and what didn’t. The last quarter of
the year should be used to step away from
the routine and reflect on where you're
going. Without review and planning, your
chance for success is low. If, for instance,
your dealership increased revenue by 15

probably won't be able to duplicate it. Your
business plan is what you expect to achieve
and your road map for getting there.

I learned the value of planning the

tracking progress during the many years I
worked in small businesses. Yet when 1
owned my own business, I did none of
those things consistently, even though I
knew better. I spent my time on what I
thought were more important tasks and
made decisions based on gut feel. This was
a huge mistake and led to tight cash flow
and the multitude of complications that
come with poor planning. Here are some
simple steps to avoid those problems.

: Create a business plan

You wouldn't take a road trip from

i Florida to New York without thinking
i about how much it was going to cost, where
¢ you would stay, and whether you should

even have taken the trip. Your business is far
more complicated. I can’t stress enough that

, i you need an annual business plan. If you're a
percent and youre not exactly sure how, you :

i new dealer, talk with other dealers, check

relevant data, and read about industry stan-
dards to get started. If you're an existing

i dealership, break down the areas where your

. . i revenue comes from and outline what your
course, generating financial statements, and

i goals are.

For example, if you sold approximately
200 new units each year for the past three

i years and hope to sell 250 next year, how
¢ will you accomplish that? The increase won't

come without something different and
creative to produce those additional sales.
Once your revenue is defined, plug in

the estimated cost of sales and take a close
¢ look at your margins. Are they healthy or

do they need improvement? If it’s the latter,

i how will you make it happen? Look at your

expense structure from last year and
use it as a guide to create the
coming year’s expectations.

Are you satisfied with your
bottom line net? Spend time on this
critical point. For example, if your
planned bottom line net is two
percent of revenue, is that what
you're after, or can you do better?
Make notes on what parts of your
plan you want to improve and what
your assumptions are. The key is to
work backwards off of what you
expect. A well-thought-out goal
becomes the backbone of your
company and lets your staff know
what they’re shooting for. Finally,
consider your cash flow require-
ments for the upcoming year and
whether you're on track.
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Generate monthly financial
statements

Once your plan is in place, you must
consistently compile monthly or quarterly
financial statements. This requires self-
discipline and a commitment to routinely
look at where you are compared to where
you want to be. Business owners can fall

the same optimistic gut feelings as I did,
since typically there’s no one clamoring for
your financials until year end.

Small-business owners can get buried
in the daily minutiae and forget how
important it is to regularly check what’s
working and what’s not. It becomes very
easy to avoid the most critically necessary
information to any small business and to
defer sound decision-making.

I've seen many financial statements
where the dealer’s year-over-year revenue
dropped by 40 to 50 percent with no
adjustment in overhead costs, producing a
large operating loss. Many of those dealers
were in the dark and didn’t have the infor-
mation they needed to adapt. As a result,

unnecessary losses occurred and they had to  should be recognized

contribute personal capital to survive.

The main purpose for compiling
monthly statements is to gauge what needs
changing before your resources are
depleted. For example, if a dealer carries
five lines of new inventory and lumps them
all together as “new sales,” there’s no data
on what’s profitable and what’s not. There
could easily be an unprofitable product line
buried in an otherwise healthy total, and
you could go for years selling a product
that’s too cheap or too expensive.

There’s a saying in the world of
personal finance: Act your wage. Don't
spend more than you make. If revenue is
trending down and you’re unaware of it,
you may be spending more than you're
bringing in, leading to net operating losses
and the need to contribute personal capital.

If your financials aren’t reviewed or
audited by a CPA firm, the burden is on
you to make sure they follow Generally
Accepted Accounting Principles (GAAP),
some of which are quite complex. If no one
in your office knows GAAP, your financials

could mislead people — including lenders —

i something is paid.
i For example, if a

i unit to be delivered
! in six months,

i the unit is actually

. hands.

i who rely on them. Either have a competent

staff person complete them or turn your
books over to a CPA.

Be sure to use the accrual basis of

i accounting; if you're evaluating your finan-

cial position strictly on cash received or
paid, this will lead to inaccurate conclu-
sions. Accrual basis captures the economic

/ . . ) . i events that have
into the habit of running their operation on i

actually occurred
regardless of when

customer puts down

$25,000 on a new

accrual basis would
reflect a sale when

delivered, not when
the cash changes

On the flip side,
if a unit is sold and a
customer doesn’t pay

for 60 days, the sale

when the customer
takes possession of the unit. Here’s another

i example that could mislead: If you bought a
i $50,000 forklift and posted the transaction

to an expense account, your income state-
ment will look distressed and will appear as

¢ if you just spent or wasted $50,000. All
i that’s actually occurred is that one asset has

been moved into another with no effect on
income. Proper accounting for this transac-

i tion would run it through your balance
i sheet as an asset with yearly depreciation

through your income statement.
Most software packages easily accom-

i modate for accrual accounting. Carrying

your books on cash based accounting may
make tax returns easier, but the priority
should be on making sound business deci-

i sions based on timely financial information,

and this should be done on an accrual basis.
Let your CPA sort out the cash conversion

i to file your returns.

Your financials should be clean and
easily understood in a summary format. If

continued on page 22

The main purpose
for compiling
monthly
statements is to
gauge what needs
changing before
your resources
are depleted.
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continued from page 21

they’re more than a few pages for each year, there may be
too much unwanted detail. If there are negative account
balances, be sure they are investigated, as they may present
the wrong picture to a lender or whomever you are issuing
them to.

I've seen financial statements that show all liability and
equity accounts as negative amounts. These weren't errors
— the software package just presented them as negatives or
deficits. Equity balances are critical in lenders’ eyes, and it’s
possible that these could be viewed incorrectly and a
decision could be made incorrectly to deny credit to your
company.

Use benchmarks

Something happens to a small business owner when
there appears to be money in the bank. It’s called blind
optimism. Don’t let your revenue and cash balance totals
create complacency.

Benchmark using financial statements to accurately
measure revenue and hold your company accountable. This
is an extremely difficult task to commit to. The key is to
hold a competent person responsible for compiling infor-
mation and reporting how youre doing compared to your
expectations. Note the word competent — if the informa-
tion is sloppy, late, and inaccurate, the entire process will
be a waste.

The person in charge should benchmark your financial
statements against industry information. This information
will tell you what healthy gross and net margins look like,
how much should be spent on marketing and legal fees,
what percentage of revenue should be spent on payroll,
average insurance expense, and so on.

Example: If the average RV dealership spends 1
percent of revenue on marketing and you're spending 4
percent, itemize your marketing expenses and decide which
elements actually work. Or, if the average gross profit on
used sales in your industry is 30 percent and you’re running
at 18 percent, this could be a critical exercise to evaluate
which part of the used sales process is too low.

These steps may seem daunting at first, but creating a
plan, generating financial statements, and tracking the
process are fundamental to success and will pay off in the
long run.

Jeff Wyatt is CFO for Priority One Financial Services and
has been in the FI industry since 2009. Prior fo that, he
owned and operated a home building and modular construction
company with residential and commercial projects. He has also
served as a controller and vice president of finance for some of
the nation’ largest homebuilders, including Lennar Homes,
Mercedes Homes, and Lexington Homes. m




Hazard Communication Training Deadline:

Are Your Employees Trained Yet?

By Peter Zaidel

With the change in the Hazard Communication standard
last year, every U.S. company must train its workers on the new
regulation by December 1, 2013. The HazCom standards are
simple: Show the label, show the pictogram, show the safety
data sheet, and test employees to make sure they understand.

The new law requires that employers
train all employees who work with
chemicals on the following subjects:

e The use of labels for proper storage and for first
aid and emergency personnel

e The meaning of different pictograms on labels
¢ How chemical hazards are depicted on labels

* The location of the dealership’s Hazard
Communication Program

e Typical hazard communication labels

¢ How to read and understand a material safety
data sheet (MSDS)

e Flammables and combustibles
e Corrosives

e Compressed gases

OSHA requires employers to present information in a manner

and language that their employees can understand. If employers
customarily need to communicate work instructions or other
workplace information to employees in a language other than
English, they will need to provide safety and health training to
employees in the same manner. Similarly, if the employee's
vocabulary is limited, the training must account for that limita-
tion. By the same token, if employees aren't literate, telling them
to read training materials won't satisfy the employer’s training
obligation.

If your dealership has Spanish speaking employees, look for
a training program that offers GHS training available in Spanish.

To learn more about the changes to the Hazard

Communication Standard and their effects on dealers, view KPA's

dealer webinar, “Changes to the Hazard Communication

Standard and Their Effects on Dealers” at http://www.dealerwebi-

nars.com/ghs.html.

W<

Peter Zaidel is environmental and safety product

: director at KPA, an RVDA associate that provides envi-

i ronmental and safety services for RV dealers and

: others. If you have additional questions, contact KPA at
i info@kpaonline.com or (800) 853-9659. m

RV SPECIFIC TRAINING

A AW
Q(},@ gﬂ

#1in Sales Training in North America
WE MAKE DEALERS MONEY!

Earn your Associates of Sales Science

www.SobelUniversity.com_

A Division of
Sobel & Associates, Inc.

www.SobelTraining.com
253-565-2577
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M SPOTLIGHT

Jim Shields - From Struggling California
Dealership to J.B. Summers Award

By Mary Anne Shreve

Asked what he’s
most proud of about
his business, he
says, “probably that
we succeeded - we
started with nothing
and we've been in
husiness almost

30 years.”

Jim Shields of Pan Pacific RV Centers
wasn't sure he'd be able to attend this year’s RV
Dealers International Convention/Expo
because he was in the middle of chemo treat-
ments. But his family members encouraged

him to go, knowing something he didn’t — that
i RVDA and sign up with a 20 Group — “two of
i the most important things I ever did that

i helped teach me about being a dealer.”

he was going to receive the 2013 James B.
Summers Award, RVDA’s highest honor.
Although Shields has served as RVDA
chairman and “knew how the selection process
goes,” he says he was nevertheless caught by
surprise when his name was announced. “It’s
not an award you can ever be sure of getting.”

of service to RVDA and the industry, mcludmg
serving a term as chairman, co-chairing the
Government Relations Committee, partici-
pating on the RVDA Marketing Task Force,
spending time as a director on the RV
Learning Center board, and helping unify
California RV dealers into one of the country’s
most influential state dealer associations.

But his career as an RV retailer started
humbly in 1985 when he left a secure job in

his wife Sherry thought “looked like ‘Sanford

i and Son,””

he recalls. Together, they slowly
built it back up. “At first I ran it by the seat of

i my pants, because I knew nothing about the
i business.”

Looking back, he says the best piece of

advice he can give to other dealers is to join

One of his first challenges was with a

i heavy-handed manufacturer that sent him
¢ product he didn’t order. “They took my inven-
tory from 13 units to 22 units, which was way
¢ more than I should have had,” he says. “Eleven
! units were ‘85s and 11 were '86s, and they
wanted me to take even more. When 1 said no,
i I got aletter in the mail saying they were
. giving me my 60 days’ notice and they were
B | going to set up another dealer in my area. We

| | survived, mostly because we were able to buy
i another dealership that had better lines.”

The experience convinced him that

: California RV dealers needed a state associa-

. tion that would look after their interests. By

{ that time, he was already a member of RVDA,
whose former president, Mike Molino, encour-
: aged him to organize his peers. “I started

. calling around, saying ‘We need a state organi-
i zation.” I got us all together for a meeting, and

out of that came CalRVDA,” says Shields.

His company now includes more than 40

employees and dealerships in French Camp,
Shields was recognized for his outsized list i

i Morgan Hill, and Sacramento. Shields’ son
Joey, daughter Gina, and son-in-law Matt

i Jones work in the family business. “Together,
i they make a pretty good team,” he says.

Asked what he’s most proud of about his

: business, he says, “probably that we succeeded —
i we started with nothing and we've been in

i business almost 30 years. We bought a tiny

¢ little place. It was kind of a roll of the dice. The
i industry has given me a good living for 30

i years, and I love it.” m

another field to buy a struggling dealership that :
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Has the RV business been good to you in 2013?
Invest in more great years with a year-end donation.

This year has been very good to many of The Mike Molino s Education and networking

us in the industry. When consider- ' through the new Young RV

ing your own charitable contribu- “ LEARN ING Executives Program designed to
tions this year, please reflect on C ENTER energize the dealer leaders of
what the RV business has done for you, 2014 Annual Campaign ®  tomorrow

and consider giving something back with a
tax-deductible donation to the Mike Molino RV Learning
Center.

e Development of an all-new edi-
tion of the Service Management Guide also known as
the “flat rate manual”

Your contribution goes toward keeping these programs
available for both current and prospective dealership em-
ployees:

The Distance Learning Network partnership with the
Florida RV Trade Association for affordable training for
technicians and other dealership personnel

¢ New online RV Tech Certification Prep Courses in

) _ _ The RV Learning Center is a 501(C)(3) organization, which
conjunction with RVIA

means your contribution qualifies as a tax-deductible do-
¢ Regular webinars on management and compliance nation to charity. It's easy! You can use the form on this
topics through KPA page, donate online or ask for an invoice.

¢ Fixed Operations certification and Learning Guides Your generous donation will help the Learning Center
for parts, service and warranty professionals serve the industry, and the tax deduction could help you.

To donate online go to: www.rvlearningcenter.com

DONOR INFORMATION
Donor Name OR Company Name
My gift shall be paid in the following manner: $ One time donation OR $ per year for ___ years, starting in the

month/year /.

METHOD OF PAYMENT
__Check Enclosed (Payable to Mike Molino RV Learning Center) __ VISA __ MasterCard __ AMEX __ Discover

Name on Card

Card # Exp. / Security Code

Billing Address

Email

Signature Telephone Number ( )

Mail or fax a copy of this form to Mike Molino RV Learning Center
3930 University Drive, Fairfax, VA 22030-2515

(703) 591-7130 Fax: (703) 359-0152 info@rvda.org
The Mike Molino RV Learning Center is a 501(c)(3) charitable organization.
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\ RV TECH CERT PREP COURSES

; }Q(’/ | Every technician can have access to individual self-study

training and certification preparation for all sections on the
Just getting started? Already a Registered Technician?

career ladder.

Take the FREE online Candidate test ChOOSE M:
by clicking on “How to Become
PREP COURSE PREP COURSE |
REGISTERED TECHNICIAN Course B. 5249 Course C. 569/specialty
Course A. 529 Comprehensive Certification Prepares a technician to be tested and
The Regl d Techniclan Co Preparation Course that represents the certified* in five areas of specialty:
i Fc nic an' : urse left side of the RV Service Technician C1. Appliances $69

prepares RV Service Technician C Ladder. Thi .
Candidates to take the Registered B = =OLIroE 19 C2. Body $69
RV Service Technician test. * preparation for testing as a Certified C3. Chassis $69

! canician test. Technician. * C4. Electrical Systems $69

C5. Plumbing $69

ALL COURSES USE AN INTERACTIVE MULTIMEDIA ONLINE FORMAT. Combines text, audio, graphics, and
video with mentor support. All content is online. No extra materials needed. Courses align with core

knowledge areas of certification tests.*
*Each fee offers access to the specific online preparation course and DOES NOT cover certification testing.

YES, | WANT TO REGISTER MY TECHNICIANS! (Copy this form to register more than four.)
Company

Developed by RVIA and available through
the Mike Molino RV Learning Center.

City/State/Zip ™ Mike Molino
Phone FAX R_m ¢ VLEA"”'“G
—————

CENTER
Each technician MUST have a distinct email address that only they can access. Developing Top Performars

Indicate which COURSE a technician is choosing with A, B, or C. If choosing C, indicate chosen specialties by number.

Address

Name Email Course S *
Name Email Course S *
Name Email Course S *
Name Email Course S *
Send progress reports and other notifications to the following supervisor: TOTAL $__ *
Name Title Email

Method of Payment All registrations must be pre-paid in U.S. funds. Fees subject to change without notice.
__Check enclosed: Payable to the Mike Molino RV Learning Center CreditCard __ VISA __ MC __ AMEX __ DISCOVER
Cardholder Name Billing Address

Acct # Exp Security Code

Cardholder Signature

Fax to (703) 359-0152 or mail to the Mike Molino RV Learning Center, 3930 University Dr., Fairfax, VA 22030. Call (703) 591-7130 to
enroll by phone.
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W CERTIFICATION

RVDA's Ingrassia Renews Certified ~ =-@Sa€
Association Executive (CAE) Designation

RVDA President Phil Ingrassia has earned renewal of his
Certified Association Executive (CAE) designation from
the American Society of Association Executives (ASAE).
Among association professionals, CAE is an indication of
demonstrated skill in leadership and expertise in associa-
tion management.

To earn the CAE credential, an applicant must have a
minimum of three years of experience in nonprofit organ-
ization management, complete a minimum of 75 hours of
specialized professional development, pass a stringent
exam in association management, and pledge to uphold a
code of ethics. To renew the CAE credential, the appli-
cant must complete 40 hours of association management-
related continuing education within the past three years.
ASAE is the leading authority in association manage-
ment and the professional society for those who work in
the association industry. m

RVDA members: Order multiple

subscriptions for your office/company
| at reduced rates and save even more!

w"“""'“” . Call (703) 591-7130 for bulk rate info.

CEnTER 4

T4 Mike Molino

*Prices are subject to change

RV Technician, a digital bimonthly magazine, Subscribe now!

is the industry source for detailed, in-depth U RVDA member rate (1 year/6 digital issues): $39.95*
articles geared for the professional RV U Non-member rate (1 year/6 digital issues): $49.95*
repairer. It's written and vetted by master U New subscription(s) or W renewal(s)

technicians and covers every aspect of RVs,
from electrical systems to plumbing. It keeps
techs up-to-date with:

Payment method:
U Check enclosed — Payable to the Mike Molino RV Learning Center
O Send an invoice — RVDA members only! or (AAMEX ) MasterCard  Visa (A Discover

Name E-mail

¢ Articles on the latest technical information Dealership address
e Training and tech certification info

e New products City State Zip Phone

e Customer service tips Name on card Card #

e Safety issues Signature Securiy code Exp. date
* Advice from industry experts Biling address - o

¢ A special subscribers-only website
Printable PDF and online Flipbook versions Return this form to the Mike Molino RV Learning Center, 3930 University Drive, Fairfax, VA 22030.
Questions? Call the member services hotline or (703) 591-7130, or visit www.rvtechnician.com.
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RVDA Endorsed Products

Certified Green RV Program

TRA Certification Inc.

www.tragreen.com

aleazenby@trarnold.com

Phone: (800) 398-9282 Fax: (574) 264-0740
TRA, the leading third-party green certification
company, through its “Certified Green RV
Program,” measures, evaluates, and certifies RV
manufacturers and verifies vendors for energy
efficiency and environmental friendliness. This
program empowers dealers to guide environ-
mentally-conscious consumers in making better-
informed decisions about their RV purchases,
leading to increased customer satisfaction.

For nearly a half-century, Caliper has consulted
with over 25,000 companies on improving
every aspect of their workforce — from hiring
and selection to employee development and
succession management. Starting with
accurate, objective insights our consultants
gain from our time-tested personality assess-
ment, the Caliper Profile, we are able to help
our clients reduce the high cost of turnover,
help first-time managers excel and create solu-
tions that are tailored, practical and adaptable.
Whether you are looking to hire top
performers, develop talent, build teams or
transform your organization, we can help.

Credit Card Processing

Bank of America Merchant Services
https://rvdealer.bankofamerica.com
jay.machamer@bankofamericamerchant.com
(678) 784-0567

Bank of America Merchant Services offers
RVDA members an annual savings averaging
10-to-15 percent on each Visa and
MasterCard swipe transaction. Advanced
equipment provides fast authorization,
around-the-clock support, and improved funds
availability for those with a depository relation-
ship with the bank.

Disability Income Insurance/

Paycheck Protection Benefits

American Fidelity Assurance
Company

www.afadvantage.com

Ted Brehoney

ted.brehoney@af-group.com

(800) 654-8489, Ext. 6530

Dealerships can provide disability insurance to
provide security for a portion of an employee’s
paycheck in the event they are unable to work
due to a covered accident or illness.

Emergency Roadside and Technical
Assistance

Coach-Net

www.coach-net.com
dealersales@coach-net.com

(800) 863-6740

Coach-Net provides emergency roadside and
technical assistance solutions to RV dealers
throughout the U.S. and Canada and for many
RV and chassis manufacturers, RV clubs, and
customer membership groups. Coach-Net
provides dedicated service using over 150
employees with advanced communications
technology tools combined with an extensive
database of more than 40,000 service
providers. The company employs trained
Customer Service Agents and RVDA-RVIA/ASE
Master Certified Technical Service Agents.

Employee Testing

Caliper Corp.
www.calipercorp.com

Ralph Mannheimer
rmannheimer@calipercorp.com
(609) 524-1214

Extended Service Agreements

XtraRide RV Service Agreement
Program

www.protectiveassetprotection.com

(800) 950-6060, Ext. 5738

The XtraRide RV Service Agreement Program is
offered through the Asset Protection Division
of Protective Life Insurance Company. The
program has been exclusively endorsed by
RVDA since 1992. The XtraRide programs and
F&I solutions bring dealers increased profit
opportunities while providing quality protection
for their customers. Protective is dedicated to
providing the RV industry with superior
products and services given its ability to under-
write, administer, and market its own
programs.

Health Insurance

Mass Marketing Insurance
Consultants Inc. (MMIC)
http://www.mmicinsurance.com/RVDA/
quotes@mmicinsurance.com

(800) 349-1039

MMIC contracts nationally with a number of
health insurance companies to provide a wide
variety of benefits. MMIC creates a customized
insurance program best suited for individual
dealerships. Coverage is available to individual
members and those firms with two or more
employees. With group coverage, all active full-
time employees are eligible. Spouse and
dependent children under age 19 (23 if full-
time student) are also eligible. The cost of the
coverage for the RVDA program may be paid
in whole by the employer or shared with the
employees. However, the employer’s contribu-
tion must be at least 50% of the total cost.

Lead Qualifier Program

Customer Service Intelligence Inc.
(csi)

www.tellcsi.com

bthompson@tellcsi.com

(800) 835-5274

The Scene: High Inventory-Low Sales. The
Need: MORE SALES-New methods to meet
circumstances. The Solution: CSI's Lead
Qualifier Program. How it Works: Your sales
leads are sent to CSI immediately following:
initial contact with your sales staff — either in
the showroom or by phone, website contact,

* Make copies of the calendar above for each department to track progress.

N\

RVDA=

Go RVing leads, and anywhere else you might
acquire leads. CSI then makes a personal
phone call to each lead, captivating their atten-
tion before your competitor does and estab-
lishing impressive rapport! We will uncover the
prospect’s initial impression of your dealership
and staff; fully qualify the lead including exact
needs and time frame for purchase; and
provide you with their DEAL MAKER!

Pre-owned RV Appraisal Guidance
N.A.D.A. Appraisal Guides

& NADAguides.com

www.nada.com

Isims@nadaguides.com

(800) 966-6232, Ext. 235

The N.A.D.A. RV Appraisal Guide is an essen-
tial tool for dealers needing to determine the
average market value for used RVs. A new
online program, RV Connect, is also available
that provides updated RV values, creates
custom window stickers for both newer and
older RVs, and more. These products are all
available at the RVDA “members only” rate.

Propane and Propane Supplies
Suburban Propane
www.suburbanpropane.com
sholmes@suburbanpropane.com

(800) 643-7137

Suburban Propane offers discounts to RVDA
members on propane along with attractive and
safe equipment for refilling most any propane
cylinder, 24-hour service, on-site “Train the
Trainer” instruction for dealership personnel,
signage, and a periodic review of filling
stations by experienced safety experts.

RVDA/Spader 20 Groups

Spader Business Management
www.spader.com

info@spader.com

(800) 772-3377

RVDA/Spader 20 Groups managed by Spader
Business Management help dealers improve
their management skills, recognize market
trends, and solve problems. The groups include
non-competing dealers who share experiences
to develop best practices.

Shipping Discounts

PartnerShip, LLC
http://partnership.com/79RVDA
sales@PartnerShip.com

(800) 599-2902

The RVDA Discount Shipping Program,
managed by PartnerShip, provides RVDA
members with substantial shipping discounts.
RVDA members who enroll in the free program
will save on small package shipments with
FedEx and less-than-truckload (LTL) freight ship-
ments with UPS Freight and Con-way Freight.
Visit www.PartnerShip.com/79rvda for more
information and to enroll.

Visit www.rvcareers.org

RV dealers can access resumes and post job
openings through a partnership with
Boxwood Technology at www.rvcareers.org.




Online Training with FRVTA's

DISTANCE LEARNING NETWORK

FRVTA - The M|I(e Molino RV Leqrning tion sections. Also included are manufacturer- and
(emer PﬂrmerShip supplier-specific advanced repair and troubleshooting

classes designed to upgrade technicians’ skills.
$995 per year for each dealership location. Completion of these classes qualifies for recer-
Over 50 sessions available, 24 hours a = tification hours. Classes are available 24/7
day, seven days a week, with full access | —— throughout the program year, providing
to training through July 31, 2014. maximum flexibility.

The DLN offers your dealership: tro » Service Writers/Advisors — This

ouociation

* Onsite training ik Mot three-hour program is valuable for both
* Group training ( Learning ) new staff and experienced personnel

; a CENTER . .
* No travel time or expenses Develogh Top Performers” preparing for the RV Learning Center’s

e Self-determined pace

Service Writer/Advisor certification.
* One fixed price of $995 for the

subscription term » Greeters/Receptionists — This 50-minute
. . session is suitable for all employees who need
The DLN OfferS Onllne h’(]lnlng fOI': customer service skills. It includes a final exam and

. . I certificate of completion.
* RV Technicians — The certification prep course " P

helps technicians get ready for the certification exam. ¢ Dealers/GMs — This program features important

Your subscription includes unlimited access to more topics for management, including lemon laws, LP gas

than 50 training sessions, reviews, and test prepara-  licensing issues, and the federal Red Flags Rule.
DEALERSHIP REGISTRATION

Company Name:

Address: City: State: Zip:

Phone: Fax:

Mentor Name: Phone:

E-mail (at dealership): Fax:

**High speed Internet access required. RVIA service textbooks not included**

location(s) at $995 each = payment due: $ (select payment method below)

PAYMENT METHOD Note: prices are subject to change without notice. Complete lower section and mail or fax fo:
Florida RV Trade Association, 10510 Gibsonton Drive, Riverview, FL 33578, (813) 741-0488, Fax: (813) 741-0688

A PAY BY CHECK OR MONEY ORDER PAY BY VISA OR MASTERCARD

Name on Credit Card:

Card Number: Security Code: Expires:
Card Billing Address: City: State: Zip:
Card Holder Signature:

11/2013
For more information, call (386) 754-4285 or go to https://www.fgc.edu/academics/occupational-programs/rv-institute/
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The Mike Molino RV Learning Center proudly recognizes these ™ Mike Molino

CONTRIBUTORS CRY iz’

*Active donors are those who have contributed to the RV Learning Center since 07/01/12. 2014 Annual Campaign
| o Leme o | o ieime Last
Received From 11/20113* Pledge  Contribution  Received From 11/20113* Pledge  Contribution
Newmar Corporation $50,000 $260,000 10/31/13 Pan Pacific RV Centers, Inc. $1,000 $41,500  10/15/13
Bank of America Merrill Lynch $5,000 $173,000 04/29/13 McClain's RV Superstore $6,000 $41,000  08/05/13
Protective $21,595 $132,558  01/18/13 Ace Fogdall, Inc. $2,000 $39,100 04/12/13
Tom Stinnett Derby City RV $500 $101,500  12/28/12 Pikes Peak Traveland $1,000 $31,000  06/03/13
PleasureLand RV Center, Inc. $4,000  $86,350  11/15/13 RVAC $5,000 $31,000  02/15/13
Horsey Family Memorial Fund $1,000  $69,000  07/01/13 Ppaul Evert's RV Country, Inc. $1,000 $30,000  04/01/13
Bill & Kristen Fenech $7500  $57,500  07/09/13 Tiffin Motor Homes, Inc. $2,500 $28,500  03/11/13
Campers Inn of Kingston $23578  $56,000 10/08/13 Avalon RV Center, Inc. $1,000 $26,500  04/12/13
Ron & Lisa Fenech $5,000  $55,000 08/27/13 Holiday World of Houston $500 $25,500  06/17/13
Byerly RV Center $11,000 $47,000 07/08/13 Bill Plemmons RV World $5,000 $25,000 06/24/13
CHAMPIONS active donors* with a cumulative donation or pledge between $2,500 and $24,999

Reines RV Center, Inc. $2,500 $24525  12/19/12 Curtis Trailers $1,000 $8,000 06/03/13
Diversified Insurance Mgmt. Inc. $2,200  $21,000 11/05/12 American RV $1,000  $6,925  10/04/12
Earl Stoltzfus $10,000 $20,000 08/30/13 Circle KRV's, Inc. $250 $6,250 06/24/13
Wilkins R.V., Inc. $1,500 $19,600  07/22/13 Burlington RV Superstore $500 $5,500 06/19/13
Greeneway, Inc. (Route 66 Dealer) $5,250  $18,550  06/11/13 Hayes RV Center $300  $5400  02/01/13
Rivers RV $250 $17,600  05/31/13 Webster City RV, Inc. $1,000 $5,100 04/22/13
Alpin Haus $500  $17,500  06/21/13 Madison RV Supercenter $1,000  $5,000  08/08/13
Butch Thomas $1,000  $16,000 11/30/12 Minnesota RVDA $5,000  $5000 01111113
Hartville RV Center, Inc. $1250  $15,750  10/18/13 Camperland of Oklahoma, LLC $500  $4,850  07/02/13
MBA Insurance, Inc. $1,000  $15,100 05/17/13 Topper's Camping Center. $500  $3,500  04/18/13
Mike and Barb Molino $750  $11,561  10/24/13 Myers RV Center, Inc. $1,250  $3,250  06/11/13
Affinity RV Service Sales & Rentals $2,000  $11,000 07/0113 A World of Training $3,000  $3,000  11/20/13
AIRXCEL - RV Group $500 $11,000 06/06/13 J.D. Sanders, Inc. $500 $3,000 08/05/13
United States Warranty Corp. $1,000 $10,250  04/12/13 United RV Center $1,000 $3,000 09/20/12
Little Dealer, Little Prices $5,000 $10,050  01/23/13 Best Value RV Sales & Service $1,000 $2,750 04/08/13
Great Lakes RVA $10,000 $10,000 02/27/13 RV Outlet Mall $750 $2,550 06/05/13
Hemlock Hill RV Sales, Inc. $639  $10,000 09/14/12 Alliance Coach, Inc. $500  $2,500  10/26/12
Rich & Sons Camper Sales $4,000  $10,000 11/14/13 RCD Sales Company, Ltd. $750  $2,500  06/07/13
Motley RV Repair $1,000 $9,075  09/13/13

The Trail Center $250 $2,350  11/06/13 Dinosaur Electronics $500  $1,250  06/06/13
Hilltop Trailer Sales, Inc. $541 $2,122  06/11/13 Out of Doors Mart, Inc. $500 $1,250  09/18/13
Skyline RV & Home Sales, Inc. $1,250 $1,500  06/14/13 Phil Ingrassia $1,000  $1,000  09/05/12
Noble RV, Inc. $505 $1,405 06/21/13 Bill Mirrielees $250 $1,000 05/09/13
Schaap's RV Traveland $500 $850  11/114/13 Holiday Hour, Inc. $100 $500  03/20/13
Steinbring Motorcoach $500 $750  11/2112 Lindsey Reines $500 $500  12/19M12
Ronnie Hepp $300 $625 08/24/12 Beckley's Camping Center $250 $500  06/06/13
Camp-Site RV $205 $500  12/31/12

Bell Camper Sales $200 $450  08/26/13 Happy Camping RV $200 $200  11/07/13
Foley RV Center $250 $250  09/01/12 Mike Thompson's RV Super Stores $100 $100 08/12/13
Kroubetz Lakeside Campers $250 $250  12/02/11 John Peak $100 $100  10/03/13
Mayflower RV, Inc. $250 $250  07/27/12 Amy Pennington $100 $100  11/30/12
Karin Van Duyse $250 $250  10/25/12

Kindlund Family Scholarship $270,000
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RV Industry’'s

CENTRAL TRAINING CALENDAR

Manage Events X g | v I

Dealer/GM
Service

RV Service Technician

"Barte T —— University Show Dnline Events Show Online Events Show Online Events
Registration
Begins

Show Online Events

5 6 T 8 9 10 11
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Offer your customers more.  #vos=

SINCE 1992*

Protective Asset Protection’s XtraRide®
service contract now offers MORE.

* More parts coverage

* More pre-owned benefits

* More travel benefits

= More pet and food spoilage benefits

» More renewal and post-sale program options

* More opportunities to drive your dealership’s profitability

Like you, we believe in doing more to serve the increasing
number of RV buyers that are unprotected from the cost of
future mechanical expenses — so they can protect tomorrow
and embrace today. This is why we took our leading service

contract solution and added more.

Call us at 888 326 0778 or visit
protectiveassetprotection.com to learn more
about the XtraRide service contract program.

L

Protect Tomorrow. Embrace Today.™

[ |
XtraRide Service Contracts | Post-Sale Programs P rot e Ct I V e
Dealer Experience Refund & Reinsurance Programs | Rental Programs ®

F&I Training | On-Line Rating, Reporting & Contracts Asset Protection

RVDA and the RVDA Education Foundation receive compensation from a Protective company for
pimall states except Mew York, In New York this product is backed by Old Republic Insurance Compary,

o assure quality, dependability and cverall val
operty Insurance Company, a Protective comp

product or service is one that has been extensively evaluated by the RV
w RY dealers, The XtraRide service contract program is backed by Lyndon



