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There is a classic phrase that’s
considered one of the best adver-

tising taglines in history – “Because
there’s a lot riding on your tires.” It
resonates because we all know it’s true. 

Anyone who has been around RVs
for any length of time likely has a tire
story. 

I was once on a media “ride and
drive” with a journalist, and the pitch to
the writer was to show how easy it was
to tow a trailer. Well, the brand-new
folding camping trailer had a tire failure
during the drive. We were able to get
back on the road and salvage the story,
but it wasn’t the easy towing experience
we were trying to share with the public.

We’ve also heard from many RVDA
members over the years who have their
own tire stories. There are many reasons
tires fail, and knowing the causes is
important to everyone in the industry. As
RVIA’s vice president of standards Bruce
Hopkins told me, tires are a safety feature,
not a commodity.

That’s why RVDA was pleased to
cooperate with RVIA in promoting an RV
tire usage webinar in April that drew 350
attendees from 84 companies. 

The event included NHTSA’s Bruce
York, Tim Ball, executive vice president of
marketing and sales for Tredit Tire, and
Walter Cannon, executive director of the
Recreation Vehicle Safety Education
Foundation (RVSEF).

The webinar focused on tire consider-
ations for consumers, such as tire type,
size, load rating and range, PSI, and tire
age. The presentation took a look at what
tires the RV industry is currently using
and outlined the most common tire

failures and causes.
“It was a good day for all of us in this

industry,” Cannon told me. He’s been
working on this issue for many years. 

Cannon says making sure that dealer-
ship employees and their customers
understand the need to maintain proper
tire pressure and know speed ratings on
RV trailer tires are keys to tire safety. 

How can dealers access this informa-
tion? RVSEF has videos and manuals on
RV tire safety and other topics available at
its website, www.rvsafety.com. Payments
for the materials help support the group,
which tours the country with its RV safety
message.

Getting the proper information to
consumers can prevent a lot of tire
problems and make the RV travel experi-
ence more enjoyable.

Have a fun – and safe – summer
season!
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Paying Attention
to RV Tires
By Phil Ingrassia, CAE, president

“Making sure that
dealership employees
and their customers
understand the need to
maintain proper tire
pressure and know
speed ratings on RV
trailer tires are keys to
tire safety.”



Oil and Politics Could Create
Cautious Consumers
By John McCluskey, chairman
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I t’s the start of the RV selling season for most of the country,and dealership lots are filling up with new product. The manu-
facturers are busy – I know, because my order times are stretching
out. The overall environment is still strong at the moment for RV
retail, but two factors could soon affect consumer confidence.
First, oil prices are ticking back up, taking money out of families’
wallets. Second, political candidates are gearing up for their presi-
dential runs, and we know from past history that negative
campaigns have a negative effect on our customers. 

Democrats are fighting over who is the most liberal, with
President Obama sparring openly with Sen. Elizabeth Warren.
On the other side of the political spectrum are the Republicans
who, after the long and disruptive primary in the last presiden-
tial election, want to trim down the field of potential presidential
candidates. They don’t seem to be doing very well at this, with
more candidates entering the field seemingly each week.

Both factors – oil and politics – could create cautious
consumers who may decide to postpone making a large discre-
tionary purchase. 

But I happen to believe that other strong economic factors,
such as low unemployment and inflation numbers, market gains,
and affordable consumer financing, should offset the negatives
and make for a successful season for RV dealers.

Canadian counterparts 
In April, I had the opportunity to meet with our industry

partners in Canada. During my trip, I visited their dealer associ-
ation’s national meeting and met with members of parliament in
Ottawa. I learned some very interesting facts about the RV
industry in Canada. For instance, I was surprised to learn that
one in seven Canadians owns an RV – a significantly higher
proportion than in the United States, where it’s one in nine. 

I also heard that our Canadian counterparts are concerned
about the declining number of places to go RVing, which made
me realize we must all be active in our local markets to ensure
that our network of campgrounds remains strong.

Canadian RV dealers face legislative issues that are very
similar to ours. Their government, like ours, regulates everything
from the units themselves to employees and business practices.
And, like us, the dealers there try to influence the rules and regs
coming out of Ottawa so that they take into consideration the
needs and perspectives of small business owners. As both U.S.
and Canadian dealers know, there are policy wins and losses –
we seek to influence but can never control the outcome. 

I also recently met with leaders from RVIA and found them
to be open, creative, and candid as we discussed some key issues
facing our industry. I expressed to them the need for strong
suppliers and manufacturers who can invest in the development

and infrastructure necessary to keep our industry moving
forward. Their professionalism made me understand why they
were chosen to run their respective organizations. We may not
always agree on subjects, but this type of respectful working rela-
tionship strengthens our industry.

CFPB and dealer-assisted financing
One of the key issues facing our industry continues to be

the actions of the Consumer Financial Protection Bureau. Sen.
Elizabeth Warren (D-MA) is still scrutinizing indirect lending
in dealerships and still trying to bring it under the CFPB’s
authority. If legislation repealing the dealer exemption from
CFPB oversight were to pass, dealer-assisted financing would
either be regulated out of existence or severely constrained. The
result would be less competition in the RV financing market-
place and higher interest rates for all consumers. 

RVDA has been working with influential dealers and key
congressional leaders to help protect dealer interests. We’ve been
educating lawmakers on the realities of dealer-assisted financing,
pointing out that Congress specifically exempted auto, boat, and
RV dealers from CFPB jurisdiction because they are not banks
and don’t finance or underwrite loans. RVDA will keep
members updated on developments.

Don’t face it on your own 
Now that the peak selling season is in full swing, we need to

focus on our roles as CEOs and COOs. CEOs provide leader-
ship, direction, and development, while COOs handle the day-
to-day operations. Large dealerships will have both a CEO and
COO, but owners of smaller businesses have to handle both
jobs. It’s a lot to ask of one individual. As we get into peak
selling season, we need to make sure we are filling both roles and
not simply addressing day to day issues. Luckily, there’s help. 

RVDA and the Mike Molino RV Learning Center have
many resources for educating and training virtually all dealership
employees. Having well trained staff around us makes it easier to
handle both day to day operations and to manage all business
segments. There are study guides and certification prep tests for
those seeking certification in service, parts, body, and F&I.
There are free webinars on human resources and
environment/safety issues for dealership managers, and a devel-
opment program for young RV executives, to mention just a few.

Education pays off: Well-trained employees create better
experiences for our customers and make our responsibilities more
manageable. So invest in growing your employees, and they’ll
grow your business in turn.

Have a strong selling season!
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A softening Canadian retail market, labor
shortages in Indiana and Iowa, and a robust

U.S. retail market in February resulted in slower
rates of inventory growth for RV dealers,
according to market research firm Statistical
Surveys/The Thrive Group.

      
The three factors led to

an inventory index of 55.2
for towables in February
2015, compared with 48.0
in February 2014 and 46.3
in January 2015.

      
In the case of

motorhomes, the inventory
index was 63.2 for February
2015, versus 59.0 in
February 2014 and 57.0 in
January 2015.

      
The 15,288 towable RVs retailed by U.S. and

Canadian dealers in February 2015 represented
an 8.6 percent increase compared with the 14,074
units sold in February 2014. 

      
(U.S. towable retail sales were up 9.4 percent

while towable retail sales in the much smaller
Canadian market were down 8.4 percent last
February, Statistical Surveys reported.)

      
The softening economy and weakening

Canadian dollar made U.S.-built products appear
more expensive to Canadians. That, along with
labor shortages in Indiana, contributed to a 5.5
percent decrease in towable wholesale shipments
in February – 27,687 units – compared with
29,300 units delivered to dealers in February
2014. 

      
In the case of motorhomes, 2,581 units were

retailed in the United States and Canada during
February 2015, a 6.7 percent increase from the
2,419 units sold in February 2014. (U.S.
motorhome retail sales increased 7.3 percent,
while Canadian motorhome retail sales plunged
16.1 percent in February 2015.)

      
However, motorhome shipments decreased

3.2 percent in February 2015 to 4,087 units,
compared with 4,100 units in January 2014.

      
Based in Grand Rapids, MI, Statistical Surveys/The Thrive

Group tracks RV retail sales for the RV industry. For more informa-
tion, contact Tom Walworth at (616) 281-9898. The Thrive Group is
a partnership between Statistical Surveys and Spader Business
Management.  n

9

For the latest RV Inventory Index
report, visit www.rvda.org.
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When the RV
Inventory Index is
below 100, there’s
an expansion of
dealer inventories.
When the index is
above 100, there’s
shrinkage. If the
industry sold a unit
at retail for every
unit delivered at
wholesale, the RV
Inventory Index
would be 100.
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B E N C H M A R K I N G

Used Sales an
Important Part of
Dealership Revenue 
The gross margin on used unit
sales in 2014 climbed 0.5
percent to 18.7 percent, its
highest level since 2010. The
gross margin on total sales (from
all dealership departments) was
25.6 percent in 2014, down 0.6
percent from 2013.

Benchmarking
the Dealership
Source: Spader Business Management 
Analysis by Jeff Kurowski

Is your dealership as profitable as it should be? For some insight,

compare your margins and expense ratios with other dealers around

the country. This annual benchmarking section of RV Executive Today

provides a point of reference on some important areas of dealership

operations. The data is based on dealer-reported information and is

an average, not a scientific study of all dealers.     
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Net Profit as % of Sales
Net profit as a percentage of sales showed modest
improvement in 2014, reaching 4.9 percent,
compared with 4.7 percent for reporting dealers in
2013. Last year’s net profit as a percentage of sales
was the highest in more than 10 years.
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Advertising Expenses as 
% of Gross Margin
Advertising spending dipped slightly to 5.1 percent
of gross margin in 2014, compared to 5.3 percent in
2013. Advertising expenses as a percent of gross
margin are at the lowest point since 2010.

4.5

5.0

5.5

6.0

6.5

'14'13'12'11'10'09'08'07'06'05'04
3

4

5

6

7

8

'14'13'12'11'10'09'08'07'06'05'04

Personnel Expenses as 
% of Gross Margin
Personnel expenses (salaries, benefits, and other
employment costs) as a percentage of gross margin
declined to 47.8 percent in 2014 from 48.1 percent
in 2013. Personnel costs as a percentage of gross
margin have trended down for the past three years
and are lower than they’ve been since 2005.
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Floor Plan Interest Expense as 
% of Gross Margin 
The often volatile measure of floor plan interest
expense as a percentage of gross margin declined
again between 2013 and 2014. It was 3.6 percent in
2014, a relatively sharp decline from 4.0 percent in 2012
and 2013. In 2014, floor plan interest as a percent of
gross margin was less than half of what it was during
the pre-recession year of 2007, when it was 7.9 percent.

continued on page 12
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Semi-Fixed Expenses 
as % of Gross Margin
Other variable expenses, or costs that rise and fall
depending on the amount of business occurring,
inched down in 2014 to 12.0 percent of gross
margin, compared with 12.1 percent in 2013. 

Fixed Expenses 
as % of Gross Margin 
Fixed expenses (mortgage and lease costs and
expenses such as property taxes) as a percentage
of gross margin slipped down to 12.1 percent in
2014, the lowest it’s been in more than 10 years.
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R
Spring Quarter RV Retail Trends Are “Encouraging”

RV dealers reported some inventory expansion at the end of
April but overall, as investment firm Robert W. Baird & Co.
reports, motorhome and towable retail trends are “encouraging.”

Baird surveyed dealers during February through April in part-
nership with RVDA.

Dealers who responded to Baird’s survey reported that their
motorhome retail sales were up “mid-teens percent,” while
towable sales were up 12 to 14 percent during the February-
through-April period. This was reflected in improved dealer
inventory comfort levels for motorhomes and towables. Sixty-
eight percent of dealers said their towable inventories were “just
right,” compared with 47 percent who felt their towable invento-
ries were “just right” during the previous November-through-
January survey period.

In the case of motorhomes, 33 percent of dealers believed
their inventories were too high during the February-through-
April period, while 44 percent felt they were too high during the
November-through-January period.

As one dealer said, “We’ve seen a more than 30 percent
increase in sales and expect we’ll end the year with about a 20
percent increase.” 

However, other dealers expressed some caution. “Lot traffic
has dropped by a fairly large percentage in April over what we had
seen in February and March,” said one respondent. “Sales are
strong, but we’re just not getting the normal April lot traffic rush.”

Other dealers said that poor product quality and cumbersome
warranty claims processing, among other things, are bigger long-
term challenges facing the RV industry than its seasonal buying
cycles.

Other highlights of the Baird survey:
• Dealers’ days supply of towable RVs was 99 days during the

February-through-April period, down from 116 days a year
earlier. “On a days basis, towable inventory levels appear
appropriate,” according to Baird.

• The days supply of motorhomes was 141 during the spring
period, well above last year’s 110 days. However, Baird believes
this higher motorhome inventory level remained in the
“normal” range, although it also suggests that “order growth
should slow now that dealers have sufficient inventory.”

• Sixteen percent of dealers responding to the Baird survey felt
their towable inventories were too high as of late April, while
another 16 percent believed they were too low.

• Fifty percent of dealers said their motorhome inventories were
just right as of late April, while 17 percent believed they were
too low.

By Jeff Kurowski

continued on page 14

Towable RV Inventory
Comfort Level

Motorhome Inventory
Comfort Level

*Charts may not total 100% due to rounding.
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• Used motorhome inventories were “lean,” according to
Baird; some 83 percent of dealers responding to the
survey said their pre-owned motorhome inventories
were too low.

• Used towable inventories were “lean to balanced,”
according to Baird, since 47 percent of dealers said
their pre-owned towable inventories were too low and
16 percent said they were too high.

• Sixty-six percent of dealers said promotional activity by
towable RV manufacturers hasn’t changed significantly
from the same period last year. Another 19 percent felt
towable builders’ promotional activities were lower than
a year-ago, and 15 percent said they were higher.

• Sixty-three percent of dealers reported promotional
activity by motorhome builders had not changed signif-
icantly from a year earlier. Another 21 percent believed
motorhome manufacturers were less aggressive, and 16
percent felt they were being more aggressive.  n

continued from page 13
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T here’s a strong possibility that you’re leaving
some serious money on those RV dinette
tables, at least when it comes to your use of

third-party channels. Here’s how to recapture that
money, making better use of third-party lead sites. 

Advertising and marketing reps like to say that,
particularly with high-ticket items such as RVs, “If
you make just one sale as a result of this ad/package/
campaign, the service will more than pay for itself.”

And it’s true – the profit generated by the sale of
just one motorhome, or even a high-end trailer, could
potentially pay for a whole year’s worth of third-party
inventory listings.

Here’s what well-executed third-party website
advertising looks like – all of your inventory, openly
listed on one or more highly focused, highly active
marketplaces. Your brand name, logo, phone number,
physical address, website link and other important
information gets seen by thousands of new, highly
qualified people. 

And you can also include other powerful perks,
such as video ads, on every listing, which can be used
to add even more valuable messaging and branding
opportunities within them. These video ads have
really high click-through rates and can be quite cost-
effective. 

How important are third-party sites to buyers?
Data tends to be inferential, coming from our cousins
in the automotive industry. A 2014 cars.com study
found that half of the 1,000 recent car buyers and
shoppers it interviewed said independent research
sites were the most influential online source for the
information they gathered during their shopping
journeys. Following close behind were search engines,
automaker websites and dealership websites. 

Low Cost
The value of third-party sites gets downplayed, in

part because the cost is just low enough that client
expectations are low – and so the amount of time and
energy that clients spend working with them also
stays low. 

The methods for getting more ROI out of these
third-party sites are simple but require leadership to
get on board in order to realize more direct sales from
this channel. Get it right, and your inventory will be
found in more places; you’ll be using the third-party
sites closer to their full potential.

One of the biggest problems is your ability to get
the vital information about your inventory out of your

file folders, off the desks, out of the computer hard
drives, and into the third-party sites.

Third-party RV sites are unique. If designed well,
they’re set up to display and filter data on many facets
of an RV. The sites thrive on data, eating it up and
spitting it out in thousands of permuta-
tions. The data explodes into many
thousands of web pages – thou-
sands of which get indexed in
Google and are found by
millions of people every
month.

Get Your Data In
The third-party RV site

has a database with special
information fields for each facet
of an RV model. You must tell the
site what the piece of data is (for
example, the number of slide outs a unit has), using
the correct data field. It’s not sufficient to just put
that information in the unit’s description or to take a
photo of the extended slide outs. The site can’t infer
this information by the year/make/model/floor plan
info you send. 

Think of it this way: If a data field isn’t filled,
that missing field will never bring you any sales. The
great thing is that these fields don’t change that often.
You can set it up, field by field, once, and then
leverage that one-time effort to list hundreds, or even
thousands of RVs, more effectively.

15JUNE 2015

Improving ROI on Third-Party Site Spends
By Drew Clifton

continued on page 16

“The
great thing is
that these data

fields don’t change
that often. You can set it
up, field by field, once,
and then leverage that
one-time effort to list
hundreds, or even thou-

sands of RVs, more
effectively.”

Third-party
sites have

information
fields for each
facet of an RV
model. Make

sure you fill in
every field

every time – a
missing field

will never
bring you any

sales.
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I need to stress that it’s not the third-party site’s
responsibility to make sure you’re sending it every data
field – it’s yours. To do that, you must make sure you
can get all the data to the provider, and you need to

put pressure on your data provider
to make sure they’re sending all
the right stuff to the third-party
listing services. If they can’t do it
for you, find someone else.
Remember that some third-party
services provide more data fields
than others; make sure you use all
of them.

Don’t expect the third-party
site to pressure the data provider –
that can cause the provider to
push back against the third-party
site. I’ve even seen providers
threaten to discontinue service,
although this is probably atypical.
Exert your power as a paying
customer and insist that you need

to get connected with the third-party site. If they
don’t comply, go somewhere else – it’s your sales
they’re hindering, not theirs.

Once you’re connected, ensure that you’re filling
out every field for every unit, every time, and test to
see if what you thought you set up is actually working.

Don’t expect your sales to automatically skyrocket.
This is a process to make sure you’re missing fewer
sales opportunities. There are other factors that affect
your sales, including:

• Your inventory: Is it what people are already
looking for? Remember, you don’t have the same
sway over customers as you do in person on the lot
to present different options.

• Your location: Traffic and leads vary from
region to region. You may need to find ways to
pull in customers from surrounding areas,
including additional paid advertising upgrade
campaigns on third-party sites.

• Your competition: In this medium, the
competition is just a click.

• Time: Don’t expect overnight results, especially
when there are so many ways to improve. Fixing
one thing doesn’t mean you’re done. Get started on
the other six things you can do to optimize ROI.

• Support: Work with the third-party sites and
use their first-hand advice. If they lack a feature

you think is important, say so. You just might get
it pushed through, especially if others are asking
for the same thing.

• The overall excellence of your brand:
Top-quality photos and video (not photo
montages) can separate you from the competition.
And emphasize the care and attention you provide
to your customers.

• Your lead handling capacity: Some 41
percent of consumers report that their inquiry
wasn’t followed up within 48 hours. Leads go cold
fast. You simply must follow up within an hour to
keep that lead hot. The particular vehicle
consumers inquire about isn’t the only concern
here – it’s that you’re going to be the one helping
them make their final purchase decision.

• Your tracking capabilities: Have a
separate phone number for each third-party site so
you can attribute sales. And connect web analytics
data to your offline purchase funnel. Finally, collect
referral data from as many sources as possible,
including telephone, walk-in, and website.
Everyone at the dealership should inquire, “How
did you hear about us?” 

Third-party sites can be an excellent value with
the potential for achieving high ROI, but the dealer
must feed them the right stuff. The sites can’t make up
missing data about your inventory, so they’re forced to
leave it blank, which leaves your inventory out of
many web pages. 

Get yourself properly connected to every available
data field that the service offers. Once connected, be
obsessive about ensuring that the data is accurate. The
spelling needs to be correct, the values need to be of
the right data type (“4” not “four”), and extra promo-
tional copy cannot be added to fields (“BHFL29 –
FOUR SLIDES BIG DISCOUNT TWO
OWNERS ONE WEEKEND ONLY!!”). The
service can’t make sense of this, and you’ll be left out
of appearing on the proper page for that filter.

Also, consider every available advertising upgrade
offered by the third-party site – there are opportuni-
ties to get in front of more shoppers and drive more
website traffic. Not every upgrade may be the right
move, but some can give powerful leverage. Ask for
free trial periods on upgrade packages, as well as
special bundle discounts.
Drew Clifton is a digital marketing consultant and

practitioner. He has collaborated with the online RV
marketplace RVT.com and written articles for
RVAdvertiser.com. n

continued from page 15

“Leads go cold fast. You simply
must follow up within one
hour to keep that lead hot.”



1 They’re always striving
for the right manage-
ment team. The saying “A
chain is no stronger than
its weakest link” is espe-
cially true for RV dealer-
ships, where all depart-
ments are interdependent.
A weak link in the
management chain not
only holds back the
performance of all depart-
ments, but it also creates
discontent and apathy.
Highly successful dealers
constantly focus on
recruiting, hiring, and
training the right team. In
fact, creating the right
team is viewed by highly
successful dealers as their
single most important task
for short- and long-term
success.

2 They empower their
team. The management
team is the dealership’s
primary income generator.
Principals, general
managers, and controllers
are the primary managers
of expenses. Highly
successful dealers give
their managers the
authority to react to oppor-
tunities to generate higher
income and higher gross
profits. This empowerment
in turn obligates the
managers to achieve
established revenue and
gross profit goals.
Successful dealers chal-

lenge their team to achieve
results and arm them with
the tools to do so.

3 They establish and
communicate clear,
achievable goals.
Managers need to know
the goals they’re expected
to reach. Highly successful
dealers have their team
participate in setting those
goals. This practice shifts
the team’s mindset from
what the owner expects to
what the managers them-
selves commit to achieve.
Managers take ownership
of the goals and become
invested in the outcome
when they participate in
setting the goals. Highly
successful dealers involve
their team in the establish-
ment of achievable and
clearly communicated
goals.

4 They hold regular
managers’ meetings.
Highly successful dealers
regularly hold managers’
meetings to insure consis-
tent communication
between managers and top
management. And they
insist that meetings
happen, not just at the
managerial level, but also
at the departmental level.
Highly successful dealers
communicate with all
employees at some time in
the management process.

5 They acknowledge and
reward performance.
They understand that they
need motivated employees
for the dealership to be
successful. Acknowledging
success and rewarding
performance are always
practices of highly
successful businesses.
Monetary rewards and
employee recognition in
front of peers are always
good business practices.

6 They manage by the
numbers. Successful
dealers look for trends in
the data they collect, and
they use analysis to make
key decisions. They rarely
ignore the numbers and go
on “gut feelings.” They
don’t view “hope” as a
business strategy.

7 They lead their team.
Highly successful RV
dealers lead their team by
setting the example. They

know that earning respect
is an ongoing requirement.
Leaders honor their
commitments, treat their
employees with respect,
and don’t criticize
employees in front of their
peers. Leaders are patient,
understanding, and
maintain a high level of
integrity. Leaders accept
responsibility for their
actions and, above all, are
decisive. 

Hardee McAlhaney of
McAlhaney Consulting LLC
is a financial management
consultant for RV dealerships.
After serving as CFO and
president of 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. He can be
contacted at hm@mcalhaney-
consulting.com or (321) 689-
9238. n

Seven Habits of Highly Successful RV Dealers
By Hardee McAlhaney

G ood business practices are a hallmark of
successful businesses. Even without looking at
“the numbers,” consultants can usually sense if 

a dealership has a sound foundation just by discussions
with its management team. Here are seven habits I
routinely find in highly successful RV dealers.
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T he Federal Trade Commission is investigating social
media promotions for signs of unfair and deceptive
advertising. It recently warned two companies that

their special promotions on Pinterest and Twitter, which
they were using to generate consumer endorsements for
their products, violated truth-in-advertising guidelines. 

If your dealership sponsors social media promotions
for the purpose of generating consumer endorsements, you
need to make sure the promotions comply with the FTC’s
disclosure and truth-in-advertising guidelines. 

Shoe company walked into trouble
It’s pretty clear that when a celebrity touts the benefits

of a product or service, he or she is probably being paid for
the endorsement. With other endorsements, though, it’s
not always apparent that they’ve been solicited. If that fact
isn’t properly disclosed, retailers can get into trouble. 

The FTC recently slapped shoe retailer Cole Haan for
its “Wandering Sole” social media contest on Pinterest and
Twitter. In exchange for an entry into a sweepstakes
awarding a $1,000 shopping spree, contestants were asked
to pin five images from Cole Haan’s Pinterest board, plus
their “favorite places to wander” images. Contestants were
to include the #WanderingSole hashtag in every pin. The
most creative pin won the shopping spree. 

The FTC warned the company that its sweepstakes
rewarded contestants for endorsing the company’s products
but failed to disclose that fact to other consumers. Other
Pinterest and Twitter users could wrongly assume that the
pins were being placed by objective third parties, when in
fact the contestants had actually received something for
their endorsements. 

PlayStation promotion was no game
The FTC brought a similar case against Sony’s adver-

tising firm, Deutsch LA, which was promoting Sony’s
PlayStation Vita handheld gaming console on Twitter. An
assistant account executive asked Deutsch LA employees to
use their personal Twitter accounts to post positive
comments about the console, using the same
“#gamechanger” hashtag. The FTC said the employees’
tweets were deceptive because they looked like endorse-
ments from actual console users and failed to disclose their
connection to Deutsch LA and Sony.

These cases make it clear that the FTC’s ban on
“unfair or deceptive acts or practices” extends to the use of
endorsements and testimonials in advertising. The agency
defines an endorsement as an advertising message that
consumers are likely to believe reflects “the opinions,
beliefs, findings, or experiences of a party other than the
sponsoring advertiser.” According to FTC guidelines, a
customer endorsement must be from an actual, bona fide
user of the endorsed product or service. 

Also, if there’s a connection between the endorser and
the advertiser that consumers wouldn’t reasonably expect –
such as payments, considerations, or employment relation-
ships – then that connection must be clearly and conspicu-
ously disclosed. Because this information is likely to affect
the endorsement’s credibility with consumers, failing to
disclose it is deceptive.

Unfortunately, the FTC hasn’t yet provided clear-cut
guidance on how to handle product promotions that award
incentives to the contestants, such as Cole Haan’s
“Wandering Sole” campaign. However, requiring entrants
to use a hashtag containing the term “contest” or “sweep-
stakes” (e.g., #RVDealerContest) should provide sufficient
disclosure. In a slightly different advertising venue, the
FTC has said that disclosures such as “#ad” and “#spon-
sored” are sufficient to disclose an incentivized relationship
in certain social media postings. n

Are Your Social Media Promotions Violating FTC Rules?
By Brett Richardson and Mary Anne Shreve
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Using
disclosures

such as 
“#ad” and

“#sponsored” are
sufficient to
disclose an

incentivized
relationship in certain
social media postings.

A customer endorsement must be
from an actual, bona fide user of the
endorsed product or service.



19JUNE 2015



20 RV EXECUTIVE TODAY

T aking on interns used to be a
straightforward process, but today there
are a few pitfalls you need to avoid to

stay out of trouble with the Department of
Labor. Is the intern performing work you
would normally pay someone to do? Is he or
she categorized as an “employee” or a “trainee”
as defined under the law? These are issues that
can land you with a lawsuit. 

Many interns are defined as employees and
are required to be paid at least minimum wage
under the Fair Labor Standards Act.
Internships can only be unpaid in certain
circumstances. All of the following must apply
for an unpaid internship:

• The intern job and training description,
even though it relates to the operation of
the dealership, must be similar to what
would be given in a vocational school. 

• The training must be to the benefit of the intern and
his or her education. 

• The intern must not displace regular paid employees. 

• The intern must work under close supervision of a
regular dealership employee. 

• The intern’s employer must not receive any immediate
benefit or advantages from the intern’s activities. This
means that if the intern is performing routine work for
the business on a regular basis (such as filing, clerical
work, or assisting customers), then the dealership is, in
fact, benefiting and could not exclude the intern from
minimum wage. However, if the internship program is
structured around a classroom or academic experience
as opposed to the employer’s actual operations, the
internship will more likely be viewed as an extension of
the individual’s educational experience and will have a
better chance of exclusion from the minimum wage.

• The intern is not necessarily entitled to a paid position
at the completion of the internship position. 

• The employer and intern must mutually understand
that the intern isn’t entitled to wages in relation to the
internship. 

Even if an intern is earning class credit for the internship,
he or she must be paid if all of the above criteria aren’t met.

RVDA associate member KPA provides HR manage-
ment software for auto, truck, agricultural /heavy equip-
ment, motorcycle, and RV dealers. For information, contact
KPA at info@kpaonline.com or (800) 853-9659. n

Hiring an Intern – Legally
By KPA

Federal labor laws
for determining
whether an intern
must be paid are
specific and
comprehensive.



D id you know that
heat is the number
one weather-

related killer? Although
workplace heat stress has
no specific standard in
many states, OSHA has
begun to aggressively
inspect for heat- related
issues. This is especially
true in states like
California, where updated
standards regarding heat illness are about to go into effect. 

Employers need to plan how to protect their employees from heat stress as
well as protect themselves from costly citations and litigation.

Too much heat can compromise a body’s cooling system, resulting in
dehydration, cramps, exhaustion, and in some cases, fatal heat stroke. The risk
of heat stress varies from person to person, which makes maintaining a safe
work place even more challenging.

Factors can include physical condition, temperature, humidity, clothing,
pace of work, and environmental conditions. Heat stress is particularly preva-
lent in repair facilities that don’t have air conditioning.

OSHA encourages employers to create a heat stress program and is
attempting to regulate activities that carry a risk of heat stress. A violation may
occur when employees have been working in hot environments and employers
are aware of the risks but haven’t taken adequate steps to protect their workers
from the heat.

PROTECT YOUR EMPLOYEES:
• Provide adequate water, rest, and shade.

• Acclimate new employees and current employees who are returning from
an extended time away.

• Implement a work-and-rest schedule.

• Provide a climate controlled area for cool down.

• Train temporary employees on the risk of heat stress and acclimate them
to the environment.

OSHA may cite an employer if prompt remedial action isn’t taken when
an employee falls ill with heat stress. So, to protect your employees and
yourself, establish responses and procedures for heat- related emergencies. And
train your staff on the signs and symptoms.

RVDA associate member KPA provides environment and safety services
for dealers. For more information, email info@kpaonline.com or call (800)
853-9659. n

Beat Killer Heat
Stay cool, and no one gets
an OSHA citation
By KPA

Warning Signs
of Heat Illness

From the Centers for Disease
Control and Prevention

Muscle cramping can be the
first sign of heat-related

illness and can lead to heat
exhaustion or stroke. Here’s how
to recognize them and what to do:

HEAT EXHAUSTION     
• Heavy sweating

• Weakness

• Cold, pale, and clammy skin

• Fast, weak pulse

• Nausea or vomiting

• Fainting

What You Should Do:
• Move to a cooler location.

• Lie down and loosen your
clothing.

• Apply cool, wet cloths to as
much of your body as possible.

• Sip water.

• If you have vomited and it
continues, seek medical
attention immediately.

––––––––––––––––––––––––––––––

HEAT STROKE 
• High body temperature (above

103°F)

• Hot, red, dry or moist skin

• Rapid and strong pulse

• Possible unconsciousness

What You Should Do:
• Call 911 immediately – this is a

medical emergency.

• Move the person to a cooler
environment.

• Reduce the person’s body
temperature with cool cloths or
even a bath.

• Do NOT give fluids.

Heat stress is
particularly
prevalent in
repair facilities
that don’t have
air conditioning.
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LEARN HOW TO
STAND OUT FROM
YOUR COMPETITORS!

2015 RV DEALERS INTERNATIONAL CONVENTION/EXPO • NOV. 2-6

Follow the conversation on:
Presented by:

Mike MolinoThe 

A n educated, well-trained staff sets
your dealership apart from the
competition and wins over more

customers with its professionalism. RVDA’s
convention/expo, slated for Nov. 2-6 at
Bally’s in Las Vegas, offers a week’s worth of
training opportunities for virtually every
dealership employee. Here’s just some of
what you’ll find:

• Streamlined education
sessions with new
speakers

• Wi-Fi equipped dealer
lounge

• Free smartphone app
for convention
schedule planning

• Vendor Training +Plus sessions on
Monday and Tuesday

• Workshops and reception
for up-and-coming young
RV executives 

• Society of Certified
RV Professionals
education recognition
and networking 

FOR MORE INFO VISIT
WWW.RVDA.ORG/CONVENTION 

AND REGISTER TODAY!

Get your Passport to Excellence: Education and Training

2015 PARTNERS
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DEALER REGISTRATION FORM

2. Registration Fees:

1. Registration Information. Please copy this form if adding registrants.

3. Payment Information:

Nov. 2-6, 2015
Bally’s on the Las Vegas Strip

Company Name ___________________________________________________________

Phone _______________________________ Fax ________________________________

Address __________________________________________________________________

City_________________________________ State/Prov ________ Zip/PC____________

Email_____________________________________________________________________

Name on Card ___________________________________ Card # ____________________________ Expires ________ Security Code ______

Billing Address ____________________________________ City _______________________________ State/Prov _____ Zip/PC ____________

� Full Amount or � Easy Pay (credit card only: 3 equal installments will
be charged to your credit card, first on date received, then at 30 and 60 days).
If neither box is checked you will be charged the full amount in one payment.

� Check enclosed 
Charge my: � Visa � MC � Amex � Discover

First registrant locks in today’s lowest rate for all future dealership personnel! Early Bird Advanced Regular Amount
Thru 6/30 7/1 - 8/31 After 8/31

I would like to add a contribution to the Mike Molino RV Learning Center to promote education for our industry.* $

Dealership must have one full convention registrant to bring additional employees JUST for Vendor Training +Plus.
The cost is $205 per person and includes Vendor Training +Plus training on Monday, Nov. 2 and Tuesday, Nov. 3,
and Tuesday’s reception in the Expo. Photocopy this form to add more registrants for Vendor Training +Plus. 

MAIL OR FAX A COPY OF THIS FORM TO:
RVDA of America, 3930 University Drive, Fairfax, VA 22030-2515 • (703) 591-7130 • Fax: (703) 359-0152 • www.rvda.org
RVDA of Canada, Ste. 145, 11331 Coppersmith Way, Richmond, BC V7A 5J9 • (604) 718-6325 • Fax: (604) 204-0154 • www.rvda.ca
CANCELLATION / REFUND POLICY: All cancellations must be in writing and received by August 31, 2015, to qualify for a refund. A $50 administrative
fee will be deducted from each refund request received by July 31, 2015. A $100 administrative fee will be deducted from each refund request received
between August 1, 2015 and August 31, 2015. No refunds will be made after August 31, 2015.  *The Mike Molino RV Learning Center is a tax-exempt
organization as described in section 501(c)(3) of the Internal Revenue Code. Contributions may be tax deductible as charitable donations.

TOTAL $

First Registrant – includes Vendor Training +Plus, a $205 value! $599 $659 $919 $     

Registrant Name ________________________________________________ Email ___________________________________________________

Badge First Name_______________________________________________ Please check here if you require special accommodations. �

Second Registrant – includes Vendor Training +Plus, a $205 value! $549 $639 $919 $     

Registrant Name ________________________________________________ Email ___________________________________________________

Badge First Name_______________________________________________ Please check here if you require special accommodations. �

Third Registrant – includes Vendor Training +Plus, a $205 value! $549 $639 $919 $     

Registrant Name ________________________________________________ Email ___________________________________________________

Badge First Name_______________________________________________ Please check here if you require special accommodations. �

Fourth Registrant – includes Vendor Training +Plus, a $205 value! $549 $639 $919 $     

Registrant Name ________________________________________________ Email ___________________________________________________

Badge First Name_______________________________________________ Please check here if you require special accommodations. �

Name __________________________________ Badge First Name_____________________ Email ______________________ $
Name __________________________________ Badge First Name_____________________ Email ______________________ $

ONLY
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Name: _______________________________________________________________________________________

Company Name: ________________________________________________________________________________

Address: ______________________________________ City:_____________________ State: ____ Zip:__________

Phone: __________________________ Fax: _________________________ E-mail: __________________________

q RVDA Member     q Non-RVDA Member        I’d like to order the: q Manual: ____ copies      q CD-ROM: ____ copies

Total Amount  $_____________

PAYMENT METHOD (Please check one)

q Check enclosed (payable to the Mike Molino RV Learning Center)          q Send an invoice (members only)

Credit Card:   q Visa       q MasterCard       q Amex       q Discover 

Card Number: _________________________________________________ Security Code: _________  Expires: _____

Name on Card: _____________________________________ Signature: ____________________________________

Billing Address: ______________________________________________________________ Billing Zip:___________

RVDA, 3930 University Dr, Fairfax, VA 22030, (703) 591-7130, Fax (703) 359-0152, Email: info@rvda.org

New 11th Edition Service Management Guide (Flat Rate Manual)

1/2015

The expanded Service Management
Guide offers over 100 pages of

average work unit times for the most basic
service functions performed by competent
RV technicians.

• The 11th Edition of the Service
Management Guide offers extensive
updates and additions provided by
dealers, service managers, and
technicians.

• Service Check Sheets provide a valuable
reference for service managers and
technicians.

• A great tool for working with extended
service contracts.

• Available in 2 formats: printed on
durable cardstock paper with a 3-ring
binder, and as a searchable pdf
document on CD-ROM.

The Service Management Guide is
designed to provide reasonable
guidance relative to the time
required for competent technicians
to complete assigned tasks. It is an
important part of the service
management system, but it is not
intended to be the sole
determinant of prices or rates
charged in that sale of service.

Order Online at http://www.rvlearningcenter.com. Note: prices are subject to change without notice.

Mike MolinoThe 

New 11th Edition Service Management Guide (Flat Rate Manual)

Manual or CD-ROM:  
RVDA Members $175
Non-Members: $350 
Members save $175!

Manual and CD-ROM:  
RVDA Members $290
Non-Members: $585
Members save $295!
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ACCOUNTING
Rehmann
1500 W Big Beaver Road
Second Floor
Troy, MI
Phone: (248) 952-5000
www.rehmann.com
valerie.glaeser@rehmann.com

CONSULTING
RV Inspection
Connection
110 Tulaka Blvd
Heber Springs, AR
Phone: (800) 628-1455
www.rvinspection.com
info@rvinspection.com

Omnia Group, The
1501 West Cleveland Street, #300
Tampa, FL
Phone: (813) 254-9449
www.omniagroup.com
carletta@omniagroup.com

Customer Service
Intelligence Inc.
PO Box 2694
Crystal Lake, IL
Phone: (847) 639-5700
www.tellcsi.com
sales@tellcsi.com

Kelly Enterprises
PO Box 821665
Vancouver, WA
Phone: (800) 336-4275
www.jlkelly.com
info@jlkelly.com

Spader Business
Management
PO Box 2820
Sioux Falls, SD
Phone: (605) 339-3616
www.spader.com
info@spader.com

RV EDUCATION 101
150 Bay Ridge Road
Harrells, NC
Phone: (910) 484-7615
www.rveducation101.com
mark@rveducation101.com

Marzahn & King
Consulting Inc.
1064 Laskin Road Ste 13C
Virginia Beach, VA
Phone: (757) 227-6646
www.marzahnandking.com
sales@marzahnandking.com

RV DealerPro Training
1020 Taylor Station Road, Suite B
Gahanna, OH
Phone: (614) 471-8300
www.dealerprotraining.com
dreed@dealerprotraining.com

A World of Training
4523 River Close Blvd
Valrico, FL
Phone: (866) 238-9796
www.aworldoftraining.com
mrees@aworldoftraining.com

Fribley Technical 
Services Inc.
58194 Andrew Dr
Goshen, IN
Phone: (574) 533-5508
tfribley@maplenet.net

Recreational Vehicle
Service Academy
1012 10th Street East
Palmetto, FL
Phone: (941) 722-5256
www.rvsa.net
rvsa@tampabay.rr.com

McAlhaney Consulting LLC
5357 Chiswick Circle
Orlando, FL
Phone: (321) 689-9238
hm@mcalhaneyconsulting.com

KPA
1380 Forest Park Circle Ste 140
Lafayette, CO
Phone: (303) 228-2387
www.kpaonline.com
ccreuziger@kpaonline.com

Sobel University
PO Box 65002
University Place, WA
Phone: (253) 565-2577
www.sobeluniversity.com
news@sobeluniversity.com

Blum Shapiro
W Hartford, CT
Phone: (860) 570-6492
www.blumshapiro.com
rparmelee@blumshapiro.com

DTC Retail Consulting Inc.
PO Box 49277
Jacksonville Beach, FL
Phone: (803) 917-9991
www.dtcretailconsulting.com
don@dtcretailconsulting.com

ASSOCIATE MEMBERS THAT PROVIDE ACCOUNTING & CONSULTING SERVICES



Name: ______________________________________________________________________
Company: __________________________________________________________________
Address: ____________________________________________________________________
City: __________________________________________State: _____  Zip:____________
Phone:  ___________________________________ Fax:______________________________
Email: ______________________________________________________________________
Dealer website: ____________________________________________________________

Fax to (703) 359-0152, or mail to RVDA, 3930 University Dr., Fairfax, VA,
22030. For more information, visit www.rvda.org or send an email to
info@rvda.org

Please enroll _____ dealership(s) at $250 each.
Make checks payable to RVDA. q Check here for leads delivered by U.S. mail.
Credit card (circle):       VISA         MC        DISCOVER AMEX    
Credit card #: ___________________________________________ Exp. date: ________
Cardholder: ________________________________________Security code: ________
Signature: __________________________________________________________________

Get on board with Go RVing! Return this form TODAY!
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Go RVing Hits the Road this Summer 
Edited by RVDA staff

Go RVing’s special-event marketing
efforts are shifting into high gear

with the approach of the summer
travel season, bringing a hands-on RV
experience to thousands of consumers
in the campaign’s target market.

Country Living Fairs 
Renewing a successful two-year

partnership, Go RVing is teaming up
with Country Living to have a signifi-
cant RVing presence at Country
Living Fairs this summer and early
fall. The April kickoff event took
place in Nashville, where Go RVing
had two RVs on display – a Starcraft
AR-ONE MAXX travel trailer and a
Riverside RV Retro 177 travel trailer.
More than 2,200 consumers toured
the RVs during the fair.

In addition to the RVs, Go RVing
sponsored seminars presented by the
Sisters on the Fly group. The “How-
To Chats” took place around the Go
RVing fire pit and included
“Organizing Your Trailer,” “Towing and
Safety,” and “Dutch Oven Cooking.”

Go RVing will have displays at
upcoming Country Living Fairs in
Rhinebeck, NY in June; Columbus,
OH, in September; and Atlanta in
October.

Go RVing & LPGA
Go RVing is promoting RV travel

and camping at two LPGA tour stops
this spring with RVs displayed on the
golf course.

The first event was at the North
Texas Shootout at the Las Colinas
Country Club in Dallas from April 30
to May 3 and featured a Newmar
Ventana motorhome and a Roadtrek
RS Adventurous motorhome provided
by RVDA member National Indoor
RV Center of Dallas. The vehicles
were loaned to Go RVing with the
assistance of the Texas RV Association
(TRVA). Nearly 2,000 golf fans
toured the RVs at the event.

A Forest River Georgetown Class
A motorhome and a Thor Chateau
Class C motorhome were also show-
cased at the Kingsmill Championship
last month at the Kingsmill Resort in
Williamsburg, VA. These units are
being provided by RVDA member
Dodd RV of the Peninsula in
Yorktown, VA.

Over the past two years, experien-
tial marketing has become an impor-
tant element in Go RVing’s efforts to
reach consumers in the campaign’s
target market. Go RVing works with
media partners such as Sports
Illustrated, Garden & Gun, Country
Living, Outside and LiveNation to
showcase RV travel and camping at
fairs, festivals and sporting venues that
draw large crowds.

After last year’s tremendous
success, during which more than
50,000 people were introduced to
RVing, Go RVing expanded the
program for 2015.

In addition to the events above, 
Go RVing also has displays at:

• The Dominion Riverrock in
Brown’s Island, VA, and the
GoPro Mountain Games from
June 4-7 in Vail, CO, as part of
the media buy with Outside

• Coastal Living’s Seaside Events
this summer (locations and dates to
be determined)

• The Iowa State Fair from August
15-16 in Des Moines, IA, through
a partnership with Family Fun

• Jamboree in the Hills in Belmont,
OH, from July 16-19 in conjunc-
tion with LiveNation, as well as
another country music festival to
be determined with CMT in June
or July

• The Wild Georgia Shrimp
Festival from September 19-20 in
Jekyll Island, GA, in affiliation
with Southern Living. n

Golf fans have some fun and check out RVs
at the Go RVing display during the LPGA’s
Kingsmill Championship last month.

Go RVing organized an RV display
for families at the LPGA’s North
Texas Shootout in Dallas.
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The DLN offers your dealership:
• Onsite training
• Group training
• No travel time or expenses 
• Self-determined pace
• One fixed price of $995 for the
subscription term 

The Florida RV Trade Association
and RVDA’s Mike Molino RV
Learning Center partner to provide
distance learning opportunities to RV
dealers and their employees. The Distance
Learning Network is $995 per year for each dealer-
ship location. Over 50 sessions available, 24 hours a
day, seven days a week, with full access to training
through July 31, 2015.

The DLN offers online training for:
• RV Technicians – The certification prep course helps
technicians get ready for the certification exam.
Your subscription includes unlimited access to more

than 50 training sessions, reviews, and test prepara-
tion sections. Also included are manufacturer- and

supplier-specific advanced repair and trou-
bleshooting classes designed to upgrade
technicians’ skills. Completion of these
classes qualifies for recertification
hours. Classes are available 24/7
throughout the program year,
providing maximum flexibility.

• Service Writers/Advisors – This
three-hour program is valuable for both

new staff and experienced personnel
preparing for the RV Learning Center’s Service

Writer/Advisor certification.

• Greeters/Receptionists – This 50-minute session is
suitable for all employees who need customer
service skills. It includes a final exam and certificate
of completion.

• Dealers/GMs – This program features important
topics for management, including lemon laws, LP
gas licensing issues, and the federal Red Flags Rule.

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 to:
Florida RV Trade Association, 10510 Gibsonton Drive, Riverview, FL 33578, (813) 741-0488, Fax: (813) 741-0688

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

Name on Credit Card: __________________________________________ Card Number: ____________________________________

Security Code: _________  Expires: __________ Card Billing Address:______________________________________________________

Card Holder Signature: __________________________________________________________________________________________

For more information, call (386) 754-4285 or go to https://www.fgc.edu/academics/occupational-programs/rv-institute/

ONLINE TRAINING WITH FRVTA’S
DISTANCE LEARNINGNETWORK

DEALERSHIP REGISTRATION

8/2014

Mike MolinoThe 
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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 environmentally-conscious
consumers in making better-
informed decisions about their RV
purchases, leading to increased
customer satisfaction. 

––––––––––––––––––––––––––––––

Credit Card Processing
Bank of America Merchant
Services 
https://rvdealer.bankofamerica.com
jay.machamer@bankofamericamer-
chant.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 depos-
itory relationship 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 dedi-
cated service using over 150
employees with advanced commu-
nications 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
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 assessment, the
Caliper Profile, we are able to help
our clients reduce the high cost of
turnover, help first-time managers
excel and create solutions 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.

––––––––––––––––––––––––––––––

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 opportuni-
ties while providing quality protec-
tion for their customers. Protective
is dedicated to providing the RV
industry with superior products
and services given its ability to
underwrite, administer, and
market its own programs.

––––––––––––––––––––––––––––––

Health Insurance 
Mass Marketing Insurance
Consultants Inc. (MMIC)
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 dealer-
ships. Coverage is available to indi-
vidual 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.

––––––––––––––––––––––––––––––

Hiring Tools 
Employment Network- 
A Careerco Company
www.employmentnetwork.net
(718) 307-6258
The Employment Network is a
network of pay-for-performance
job sites. Its flagship site,
FindTheRightJob.com, reaches
more than 5 million job seekers
monthly. Employers can drastically
reduce their cost-per-hire by using
The Employment Network’s
FindtheRightJob.com portal and
other sites. Employers set the job
requirements and only pay for
candidates that meet them.

––––––––––––––––––––––––––––––

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, 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 establishing 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
lsims@nadaguides.com
(800) 966-6232, Ext. 235
The N.A.D.A. RV Appraisal Guide
is an essential 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” instruc-
tion for dealership personnel,
signage, and a periodic review of
filling stations by 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
www.PartnerShip.com/79rvda
(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
shipments with UPS Freight and
Con-way Freight. Visit our website
for more information and to enroll.

––––––––––––––––––––––––––––––

Software & Consulting Services
KPA
www.kpaonline.com
ccreuziger@kpaonline.com
(303) 228-2383
KPA provides consulting services
and software to more than 5,100
automotive, truck, and equipment
dealerships. Its Environmental
Health & Safety product line
provides on-site, on-call, and online
services. Its Human Resource
Management software, a total HR
solution designed in collaboration
with leading labor and employ-
ment attorneys, ensures your
business is in complete compliance
with state and federal regulations.
Users have access to on-demand
advice from attorneys with
expertise in the RV industry.

RVDA Endorsed Products

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



35JUNE 2015

American Guardian Warranty
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Technician
Certification
Self-Study
Prep Course

FRVTA’s Distance
Learning Network -
Training for Every
Position at Your
Dealership

Customer
Service
Training
through
FRVTA’s DLN

Service Writer/
Advisor
Training
through
FRVTA’s DLN

ONGOING ONLINE EVENTS:

Don’t see your 
events listed? Visit

www.rvtrainingcalendar.com
to upload your events to the

calendar.




