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A s we move deeper into the 
2026 selling season, a theme 

that continues to surface in conver-
sations with dealers and lenders 
alike: qualifying RV buyers is 
becoming more nuanced, 
especially as more customers 
enter the market with non‑prime 
credit profiles.  

At last month’s RV Leadership 
Conference, Medallion 
Bank’s Jordan Moore 
explained that it’s 
estimated 30 percent 
of today’s buyers are 
considered non-prime, 
which raised some 
eyebrows in the room, 
but it’s important for all 
of us in the industry to 
understand that non-prime is 
not sub-prime. These terms are often 
used interchangeably in casual conversation, 
but lenders treat them as distinct categories with 
different expectations, risk profiles, and approval 
pathways. 

Working with Customers 
Non‑prime generally refers to customers whose 
credit scores fall just below the traditional 
“prime” threshold, but who still demonstrate 
stable financial behavior. These buyers may 
have limited credit history, a past late payment, 
or higher revolving balances, but they typically 
show consistent income and a pattern of 
responsible repayment.  

Several RV lenders actively serve this 
segment, and with the right deal structure, a 
reasonable loan-to-value ratio, verified income, 
and realistic down payment – non‑prime 
customers can often be approved with compet-
itive terms. 

The key takeaway is that non‑prime buyers 
are not “bad credit” buyers. They’re a viable, 
growing segment of the market. Treating 
non‑prime as its own category helps F&I teams 
match customers to the right lenders, set appro-
priate expectations, and structure deals that 
move smoothly through the process. 

Working with Lenders 
Brown & Brown’s Shawn Moran is one of 
the nation’s leading F&I experts who 

conducts training at dealerships all over the 
country and in conjunction with the RV 

Dealers Convention/Expo in Las Vegas. He 
notes that some dealers he works with start out 
with a financing mix that’s roughly 90 percent 
prime and 10 percent non‑prime. “That usually 
means they’re losing deals,” he says. A dealer-
ship that consistently lands closer to a 70/30 
prime‑to‑non‑prime ratio is typically capturing 
more customers and seeing a noticeable lift in 
unit volume. The difference often comes down 
to process. “You’ve got to know your lenders 
and train your F&I people to work with the 
customer to gather the information that helps 
get the deal funded.” 

Medallion’s Moore says it begins with 
gathering a complete and accurate financial 
picture early in the process. “Getting the neces-
sary information early on in the process from the 
customer helps avoid surprises later,” he said. 
Full credit reports, verified income, and realistic 
debt‑to‑income assessments help F&I teams 
match customers to the right lenders. Lenders 
rely on dealers to provide clean applications, 
accurate information, and open communication 
when a deal needs extra attention.  

All this takes a personal touch. Digital tools 
have helped streamline verification, but they 
haven’t replaced the value of a knowledgeable 
F&I manager who can guide a buyer through 
the process with confidence.  

Have a great spring selling season!  n

L
O

O
K

IN
G

 A
H

E
A

D

President  
Phil Ingrassia, CAE 

Content Editor 
Eric Sisk 

Art Director  
Ginny Walker

RV EXECUTIVE TODAY

RV Executive Today is published monthly by the 
Recreation Vehicle Dealers Association of 
America at 3930 University Drive, Fairfax, VA 
22030-2515. Periodicals postage paid at Fairfax, 
VA 22030 USPS No. 062450. Issued monthly to 
all RVDA members as a membership benefit 
paid for by their dues.  
 
Postmaster please send address changes to:  
RV Executive Today, 3930 University Drive, 
Fairfax, VA 22030-2515 The annual subscription 
rate of $30 is a part of membership dues.  
 
Editorial/Business Office:  
3930 University Drive, Fairfax, VA 22030-2515 
Phone (703) 591-7130  Fax (703) 591-0734  
 
RV Executive Today (ISSN #1088-873X)  
Volume 30, Issue 4 
 
For advertising information contact:  
Julie Newhouse, marketing manager 
(703) 591-7130 x103 

RVDA STAFF  
Patrick Calpin 
Director of Partnerships 
 
Tiana Escalante 
Accounting Operations Manager 
 
Jeff Kurowski 
Director of Industry Relations 
 
Julie Anna Newhouse 
Marketing Manager 
 
Samantha Pinto 
Dealer Member Services Manager 
 
Travis Pryor 
Marketing Communications 
Consultant 
 
Brett Richardson, Esq., CAE 
Director of Legal and  
Regulatory Affairs 
 
Julianne Ryder 
Director of Operations 
 
Gianna Shawley 
Operations Assistant 
 

MIKE MOLINO RV LEARNING CENTER STAFF  
Ally Brown 
Education Director 
 
Yasmine Motaleb 
Education Manager 
 
Tony Yerman 
RV Fixed Operations Consultant 

Qualifying Today’s RV Buyers:  
What Dealers Should Keep in Mind  
By Phil Ingrassia, CAE, RVDA president

Lenders 
rely on dealers 

to provide clean 
applications, accurate 
information, and open 

communication 



The RVDA, Mike Molino RV Learning Center, and convention websites are the 
dealership employees’ complete online resources. These interactive websites 
provide easy access to the critical resources that assist dealers and their 
employees in running the dealership effectively. Download fact sheets on 
dealership best practices or the latest retail statistics, search training opportu-
nities, and purchase CD-ROMs, publications, videos, or webcasts. RVDA 
member dealerships and any of their employees can have 24/7 access to 
most of RVDA’s dealer specific information. Make www.rvda.org, 
www.rvlearningcenter.com and www.rvda.org/convention your first source 
for all dealership information. 

In today’s RV retail landscape, profitability is increasingly 
shaped by a dealership’s ability to create value beyond the 

showroom.  
As margins on new RVs continue to tighten, extended service 

agreements (ESAs) and ancillary protection products have 
become essential revenue engines – strengthening dealership 
profitability while enhancing the ownership experience. When 
presented transparently and aligned with customer needs, these 
products consistently prove to be a win-win for all stakeholders. 

For dealers, ESAs and ancillary offerings generate high-
margin, non-cyclical revenue that help stabilize the business 
through seasonal fluctuations. Products such as gap coverage, 
tire and wheel protection, appearance protection, roadside assis-
tance, and prepaid maintenance plans often deliver higher gross 
profit percentages than the RV itself – without requiring additional 
inventory or lot space. These offerings not only add immediate 
F&I income, but they also support long-term organizational 
stability, helping dealers rely less on unpredictable sales cycles. 

Just as important, these products drive growth in fixed opera-
tions. Service agreements and maintenance plans bring 
customers back to the dealership for repairs, inspections, and 
routine upkeep – boosting labor hours, parts sales, and techni-
cian utilization. This type of service retention improves dealership 
efficiency and strengthens lifetime value, especially as customers 
consider upgrades, trade-ins, or new unit purchases down the 
road. A customer who consistently returns to the dealership for 
service becomes part of a long-term relationship rather than a 
one-time transaction. 

For consumers, the benefits are equally meaningful. Modern 
RVs are complex machines that combine the systems of a home 
and a vehicle – automotive drivetrains, electrical networks, 
plumbing, HVAC systems, appliances, generators, and slide-out 
mechanisms.  

When unexpected failures occur, repair costs can escalate 
quickly. Extended service agreements help protect customers 

from these financial surprises, providing predictable budgeting, 
minimized risk, and confidence that support is available when 
they need it most. Products like tire and wheel protection, 
roadside assistance, and interior or exterior safeguards also 
ensure that travelers can enjoy their adventures without worrying 
about the unexpected. 

Many protection products also improve long-term RV value. 
Cosmetic protections preserve appearance, and transferable 
service contracts can make used RVs more attractive to buyers, 
often increasing resale value and accelerating trade-in decisions. 
Customers gain peace of mind, while dealers benefit from 
increased reconditioning efficiency and higher-quality inventory. 

Ultimately, the value proposition is clear: when ESAs and 
ancillary products are offered ethically and explained clearly, they 
empower customers to safeguard their investment and enjoy a 
smoother ownership journey. Meanwhile, dealerships benefit from 
stronger margins, steadier revenue, and deeper customer loyalty. 
In a highly competitive and rapidly evolving RV market, these 
products are no longer optional – they are strategic tools for 
creating value that lasts far beyond the day of delivery.  n
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Driving Profit & Customer Loyalty  
Through ESAs and Ancillary Products 
By Bob Been, RVDA chairman
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Sales and F&I 
Trends
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F&I remains one of the strongest 
profit centers, according to the 

2025 RV Dealership Industry Insights 
report by IDS. After declines in 2022–
2023, F&I profit increased 8 percent in 
2025 and now sits 23 percent above 
2019, despite 22 percent fewer unit 
sales. The 2025 average is approx-
imately $1 million per dealership. 
Finance penetration continues to rise, 
expanding F&I opportunity per unit 
sold. F&I profit as a percentage of 
selling price increased from around 6 
to 7.1 percent overall in 2025.  
Key takeaway: Strong penetration 
and per-unit efficiency are driving 
sustained F&I growth. n 

Average F&I Profit
Year-Over-Year Difference – Same Store

New Sales Used Sales Consignment Sales YoY %

Finance Penetration F&I as a % of Price

All New Used All New Used

DID YOU KNOW?   
Complimentary Morgan Stanley “Second Opinion” Financial Planning Service Available 
The RV Assistance Corp. (RVAC) partnership with The Stanek-Haack Group at Morgan Stanley provides RVDA members with 
access to a complimentary, Second Opinion Service which offers efficient financial planning strategies to minimize tax obligations, 
optimizing business and personal debt, exit planning, wealth preservation, and where 
appropriate, charitable giving. For more information and to schedule a no-obligation meeting, 
visit advisor.morganstanley.com/the-stanek-haack-group#rvda or call (800) 621-5231. 
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Credit Washing:  
A Growing Threat Dealers Can’t Afford to Ignore  
Compiled by RVDA staff

 M otor vehicle lenders across the country are 
sounding the alarm about a surge in 
fraudulent activity, and one scheme is 
creating major challenges: credit washing. 

While this trend is most visible in the auto lending 
sector, it has direct implications for RV dealers. 

Credit washing occurs when individuals falsely 
claim identity theft to have negative information 
temporarily removed from their credit reports. With 
those derogatory marks lifted, even briefly, they can 
qualify for loans and interest rates they would not 
otherwise receive. Once the loan is approved and the 
unit is delivered, many of these borrowers quickly 
default, leaving lenders, and sometimes dealers, 
holding the bag. 

Why It Matters to RV Dealers 
RV transactions can involve higher dollar amounts, 
longer loan terms, and sometimes more complex 
underwriting than typical auto loans. That can 
make the industry an attractive target for fraud-
sters. And the scale of the problem is growing 
fast. Since 2018, suspected credit washing 
attempts have increased by more than 500 
percent, and some lenders report that many 
identity‑theft claims they receive are “frivolous or unsub-
stantiated.” Two types of bad actors are driving this trend: 
u    Consumers trying to bypass subprime rates. These individ-

uals want to purchase a vehicle without waiting for their 
credit to recover. They may intend to pay but often default 
once the loan becomes unmanageable. 

u    Organized fraud rings. These groups repeatedly exploit the 
system by temporarily boosting their credit scores, purchasing 
high‑value vehicles, and quickly reselling them for profit. They 
have no intention of repaying the loan, and by the time the 
dispute is resolved, the collateral is long gone. 
Ankush Tewari of LexisNexis Risk Solutions points out that 

once the loan is booked and the consumer has the vehicle, 
default is only a matter of time. 

How Credit Washing Slips Through the System 
The challenge for lenders is that when a consumer files an 
identity‑theft claim, the disputed negative information must be 
removed from the credit report while the investigation is 
underway. That temporary lift can be enough to push a borrower 
into a higher credit tier, enabling them to secure financing before 
the fraud is detected. 

For RV dealers, this means a fraudulent deal can look legiti-
mate at the point of sale – until the lender comes back with a 
problem. 

Strengthening Fraud Prevention 
Without Slowing the Deals 
To combat credit washing, lenders are increasingly 
looking beyond traditional credit reports. Additional 

documentation – such as proof of income, utility bills, 
or education records – can help verify identity and 

expose inconsistencies. Shared fraud databases can also 
flag repeat offenders. 

But there’s a tension every dealer understands: the more 
paperwork required, the more likely a customer is to abandon the 
process. A recent survey by Lightco found that customers who 
wait more than 48 hours to complete a loan application are twice 
as likely to walk away. 

What Dealers Should Watch For 
While lenders can bear the brunt of credit washing losses, dealers 
have a stake in preventing fraudulent deals from reaching the 
funding stage. RVDA encourages dealers to: 
u    Stay in close communication with lending partners about 

emerging fraud patterns 
u    Ensure F&I staff understand the red flags associated with 

identity‑theft claims 
u    Support digital documentation processes that speed up veri-

fication and reduce risk 
u    Monitor deals that rely on sudden, unexplained credit score 

improvements 
Credit washing isn’t going away anytime soon, but aware-

ness and modernized processes can help protect both lenders 
and dealers from costly fallout.  n 

Additional 
documentation – 
such as proof of 

income, utility bills, or 
education records –  

can help verify identity 
and expose 

inconsistencies.
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 A s the RV industry approaches peak 
selling season, digital traffic typically 
accelerates. Website visits increase, 

lead submissions rise, and online credit 
prequalification activity climbs. 

Most dealers focus on inventory, 
staffing, and lender relationships during this 
period. Fewer stop to evaluate the structure 
of their online credit entry point. Yet the 
digital credit application or prequalification 
tool has quietly become the front door of 
the dealership’s finance process. 

Online prequalification is now a 
standard part of RV retail. Consumers 
expect to explore financing options before 
they visit the lot. Lenders encourage early 
engagement, and dealers depend on 
these tools to identify serious buyers before 
committing time and resources to the deal. 

However, many of these systems were 
designed for a very different fraud environ-
ment. Today’s identity threats are increas-
ingly automated, scalable, and AI‑assisted. 
In many cases, the greatest vulnerability is 
not the back‑end finance system – it is the 
digital front door. 

Breach Risk vs. Workflow Risk 
When a data breach occurs, the industry 
responds quickly. Vendors are reviewed, 
security controls are examined, and compli-
ance teams become involved. But not all 
exposure stems from breaches. 

Workflow risk occurs when the struc-
ture of a process unintentionally allows 
misuse. In many traditional prequalification 
models, a consumer enters name, address, 
and contact information into an online 
form. That information is transmitted to 
generate a soft credit inquiry. 

If the identity details match bureau 
data, the process moves forward. The 
vulnerability appears when identity verifica-

tion does not occur before 
bureau activity is triggered. 
If the system cannot 
confirm that the person 
submitting the information 
is a real, reachable indi-
vidual, it may struggle to 
distinguish between a legiti-
mate RV buyer and auto-
mated scripts testing 
identity data. 

This type of activity has 
been documented across 
multiple vehicle‑finance 
sectors. It is not limited to a 
specific vendor or tech-
nology platform. Instead, it 
reflects how older workflow 
designs interact with 
modern automation tools. 

Why RV Retail Has Unique 
Exposure 
The underlying mechanics of identity 
misuse apply broadly across secured 
lending sectors, but RV retail has several 
characteristics that make reviewing digital 
credit workflows particularly important 
before peak season. 

Higher average loan balances. 
Motorhomes and premium towables 
frequently involve six‑figure transactions, 
making them attractive targets for 
identity‑based fraud testing. 

Longer loan terms. Extended financing 
terms create predictable underwriting struc-
tures that can be exploited if identity 
controls are weak. 

Cross‑state transactions. RV buyers 
commonly shop outside their home state. 
Because remote transactions are normal in 
this industry, unusual geographic patterns 
may not immediately raise red flags. 

Seasonal traffic surges. Website traffic 
often spikes ahead of RV shows and spring 
travel months. Higher digital volume can 
make abnormal submission patterns 
harder to detect. 

Third‑party integrations. Many dealer-
ship websites include embedded credit 
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The Evolution of the Digital Credit Front Door 
What RV Dealers Should Review Before Peak Selling Season  
By Tarry Shebesta, Flexpath DXP, Co-Founder & CEO



widgets or integrations from digital retail 
partners. Dealers may not always have full 
visibility into how identity validation occurs 
before bureau access. 

None of these factors suggest that RV 
dealers are careless. They reflect an 
industry that has prioritized convenience 
and speed for the consumer. But as digital 
volume increases, the structure of the credit 
entry point matters. 

Understanding Modern Identity 
Threats 
Traditional identity theft often involved 
manual applications using stolen 
credentials. Today’s activity can 
be automated. 

Bots and scripted 
submissions can test thou-
sands of identity combina-
tions in short timeframes, 
identify which data sets 
return valid credit files, and 
operate continuously without 
human interaction. 

Synthetic identity fraud adds 
another layer of complexity by blending 
real and fabricated data to create new 
credit profiles that appear legitimate. If a 
prequalification system relies primarily on 
static data inputs without authentication 
layers, it may not detect whether a real 
consumer is behind the submission. The 
question is no longer whether identity 
misuse exists. The question is whether the 
workflow is designed to manage it. 

The Identity‑First Shift 
Across vehicle retail, many credit technol-
ogies are moving toward an identity‑first 
model. Instead of immediately triggering 
bureau activity when a form is submitted, 
the system first establishes confidence that 
the user is real. This may include mobile 
phone validation, one‑time passcodes, 
device recognition, or behavioral analysis 
before credit bureau access occurs. 

Only after identity confidence is estab-
lished does the workflow proceed to 
soft‑pull or credit prequalification processes. 
The objective is not to create friction. It is to 
place authentication at the beginning of 
the process rather than after exposure has 
already occurred. 

Platforms across the automotive and 
specialty vehicle sectors, including 
identity‑first credit technologies such as 
VeriQual™, are built around this concept of 
verifying identity before initiating bureau 

activity. For legitimate buyers, 
the experience remains simple 

and mobile‑friendly. For auto-
mated systems, the barrier 

becomes significantly higher. 

Questions Dealers Should  
Ask Before Selling Season 
Dealers do not need to rebuild their entire 
digital ecosystem overnight. However, 
before peak volume arrives, it may be 
worth asking a few key questions of 
website providers and finance technology 
partners: 

u    Is identity verified before credit bureau 
activity occurs? 

u    What controls exist to prevent auto-
mated or scripted submissions? 

u    Do we have visibility into submission 
patterns and inquiry volume? 

u    Are mobile validation or authentica-
tion layers available? 

u    Do we have a process if a consumer 
questions unexpected credit activity? 
Dealers should also ensure coordi-

nation between F&I leadership, compliance 
advisors, and IT partners to review disclo-
sures, monitor inquiry volume, and confirm 
that website credit tools are operating as 
intended. Fraud prevention is not solely a 
technology decision. It is an operational 
discipline. 

Security and Sales Can Work 
Together 
Some dealers worry that additional authen-
tication steps could reduce lead flow. 

Experience in multiple lending environ-
ments suggests the opposite can occur. 
When systems filter out automated or 
unverified submissions, sales teams spend 
less time chasing unresponsive leads and 
more time working with real customers. 

Higher‑quality digital credit engage-
ment can improve showroom conversion, 
strengthen lender relationships, and build 
consumer trust. In an industry built on refer-
rals and long purchase cycles, trust remains 
a competitive advantage. 

Preparing for the Next Phase of 
Digital Retail 
The RV industry has made tremendous 
progress in digital retailing. Online inven-
tory, payment calculators, and remote 
communication are now standard tools. 

As digital engagement continues to 
grow, modernizing the credit entry point 
may be the next step. Before peak selling 
season arrives, reviewing how the dealer-
ship’s digital credit front door works may be 
one of the most practical steps leaders can 
take to protect their business while 
improving the quality of incoming leads. 
Because in today’s retail environment, 
performance and protection are increas-
ingly connected.  
 
About the author:  
Tarry Shebesta is co-founder and CEO of 
FlexPath DXP and president of the National 
Vehicle Leasing Association. He focuses on 
digital credit workflows, identity verification, and 
fraud prevention across automotive and 
specialty vehicle retail. He also serves as an FBI 
InfraGard member focused on identity fraud 
prevention in credit prequalification.  n
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The 
question is no 

longer whether 
identity misuse exists. 

The question is 
whether the workflow 

is designed to 
manage it.
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 T he 2026 RV Dealers Convention/Expo Call for Proposals is 
now open, inviting industry professionals to 
share expertise and insights with RV dealers from 

across North America. To review submission guide-
lines and complete the proposal form, scan this QR 
code. 

Hosted by the Mike Molino RV Learning Center, RVDA of 
U.S., and RVDA of Canada, the Convention/Expo features a 
comprehensive lineup of education sessions focused on helping 
dealerships improve operations, increase profitability, and 
navigate today’s evolving marketplace. 

“Our goal is to deliver education that dealers can immedi-
ately put into practice,” said Education Director of the RV Learning 
Center, Ally Brown. “We encourage proposals that go beyond 
theory and focus on proven ideas that drive performance, 
improve operations, and enhance the customer experience.” 

The Convention/Expo Committee is seeking engaging, real-
world education sessions that provide practical solutions and 
actionable takeaways for RV dealership professionals. Proposed 
sessions should offer strategies, ideas, or lessons learned that 
help dealers improve performance, solve challenges, and 
operate more effectively.  

Topics may include, but are not limited to: 
u    Fixed operations and service efficiency 

u    Sales strategies and customer experience 

u    Leadership and workforce development 

u    F&I performance and compliance 

u    Marketing, digital retailing, and emerging trends 

Industry experts, dealership professionals, and solution 
providers are encouraged to submit proposals for consideration. 
Submissions will be accepted through May 8, 2026. 

The 2026 RV Dealers Convention/Expo, taking place Nov. 9-
13, will bring together top dealership professionals, industry 
leaders, and solution providers for networking, education, and 
collaboration designed to move the industry forward.  n

 R VDA is seeking nominees for the James B. Summers 
(JBS) Award, named in honor of the association’s 
former Executive Vice President and Chief Executive 

Officer. The 2026 award recipient will be announced  
and recognized during the RV Dealers Convention/Expo,  
Nov. 9-13 at Paris Las Vegas. 

As RVDA’s highest honor, the JBS award recognizes 
an individual who has made frequent and distinguished 
contributions to RVDA and its members. 

Nomination Guidelines and Process 
Eligible nominees should have provided at least five years 
of service to RVDA. The nomination should include a 
written narrative that explains an individual’s contributions 
to the association, and it should lay out a compelling case 
for why the individual deserves to be selected for this most 
prestigious honor. The late Jim Summers worked on behalf of 
dealers throughout his career at RVDA and even into his 
retirement. He was the first to receive the award in 1986.  

To submit your nomination online scan this QR 
code and complete the form. n

Call for Proposals Opens for 2026 
RV Dealers Convention/Expo 
Edited by RVDA Staff

RVDA Seeks Nominations for James B. Summers Award

RV DEALERS
CONVE NTION/E XPORV

DA



O n Feb. 23, 2026, the U.S. Department of 
Justice announced a settlement with the 
nation’s largest used car retailer over alleged 

violations of the Servicemembers Civil Relief Act 
(SCRA). DOJ alleged the company unlawfully 
repossessed at least 28 vehicles owned by 
servicemembers without obtaining required court 
orders. According to DOJ, the violations stemmed from 
deficient internal policies, including failure to check the 
Defense Manpower Data Center (DMDC) for military 
status, repossessions involving reserve members with 
pending activation orders, and repossessions that 
occurred even after consumers identified themselves as 
servicemembers. Without admitting liability, the 
company agreed to pay at least $420,000 in 
damages, a $79,380 civil penalty, delete affected 
credit tradelines, and revise its SCRA 
policies, procedures, and training subject to 
DOJ review. Scan this QR code for more 
information.  n
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DOJ Settlement Underscores Importance of  
Military Status Checks Before Repossession 
Edited by RVDA Staff
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 P rotective Asset Protection, a leading provider of finance and 
insurance solutions, has renewed its annual financial 
commitment to the Mike Molino RV Learning Center (RVLC), 

reinforcing its long-standing support for education, professional 
development, and dealership excellence across the RV industry. 

Protective Asset Protection has been exclusively endorsed by 
the Recreation Vehicle Dealers Association for its XtraRide® 

service contract program since 1992 – a partnership spanning 
more than three decades focused on helping RV dealers 
strengthen customer confidence while improving long-term 
business performance. 

“We greatly value the continued leadership and financial 
commitment Protective demonstrates through its support,” said RV 
Learning Center Board Chairman Jeff Pastore of Hartville RV 
Center in Hartville, Ohio.  

“At Protective, our mission is to help dealers succeed while 
delivering exceptional value to RV owners,” said Bill Koster, 
Division Sales Director of Protective Asset Protection and 
Secretary/Treasurer of the RVLC Board.  

Tom Stinnett Makes Contribution  
Honoring Late Wife Carolyn 
Former RVDA Chairman of the Board Tom Stinnett has contrib-
uted $10,000 in memory of his wife Carolyn, who passed away 
earlier this year. This latest contribution brings Stinnett’s total 
lifetime contribution to the RV Learning Center to $137,900.  

“Tom Stinnett has been a steadfast champion of RVDA and 
the RV Learning Center for many years,” said RVDA President Phil 
Ingrassia. “Honoring Carolyn in this way reflects both his gener-
osity and his deep commitment to the industry.” 

About the RV Learning Center 
The Mike Molino RV Learning 
Center is the RV industry’s leading 
provider of dealer education, 
training, and professional certifi-
cation. To learn more or donate to 
support the RVLC’s programs, visit www.rvlearningcenter.com. 
The RVLC is a nonprofit organization recognized as tax-exempt 
under Section 501(c)(3) of the Internal Revenue Code.  n 

Protective Asset Protection and Tom Stinnett  
Renew Commitments to RV Learning Center 
Compiled by RVDA Staff 

Mike MolinoThe 
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How do we react when the world 
changes and we don’t like it? On 
March 13, 2026, the FTC declared 

the advertised price must include all fees 
(including the doc fee or processing fee).  

That new assertion changes every-
thing. That kind of change doesn’t just hit 
operations; it hits people. And emotions 
will run high as a result. 

There’s a framework for under-
standing foundational emotional shifts 
and it was developed by Dr. Kübler-Ross. 
Dr. Elisabeth Kübler-Ross was a psychia-
trist who studied how people respond to 
death, dying, and loss. Her work wasn’t 
about business, regulation, or dealerships. 
It was about how we react when the 
world changes and we don’t like it. She 
introduced the idea that people move 
through five stages – denial, anger, 
bargaining, depression, and acceptance. 
We should consider where emotions and 
compliance intersect, as that is what 
matters here. 

Dr. Kübler-Ross showed when change 
is forced on you, your first reaction isn’t 
clear thinking or strategy. It’s emotion. 
That’s how people are reacting about the 
97 warning letters sent to dealer groups 
by the FTC. 

For the most part, dealers aren’t strug-
gling with the rules because they’re partly 
unclear. They’re struggling because the 
rules represent a seeming loss of control, 
of familiarity, and of “how we’ve always 
done it.” So, the reaction looks, sounds, 
and feels human: 
u    First, it’s “this doesn’t apply to us.”  
u    Then, “this is overreach.”  
u    Then, “what’s the least we can do?”  

There’s a reason this feels different 
right now. This is a fundamental shift in 
how vehicles can be advertised. 

As a recent example, on March 23, 
2026, Swickard Automotive agreed to pay 
$1 million to the State of Alaska (with 
$200,000 being “a form of suspended 
penalty”). They are alleged to have 
violated Alaska’s Unfair Trade Practices 
Act for deceptive advertising. Swickard 
was accused of using bait-and-switch 

tactics by advertising cars it 
didn’t possess to draw 
customers onto lots to buy 
other vehicles, as well as 
refusing to honor listed prices 
once customers arrived at a 
dealership, according to the 
Alaska Department of Law.  

Regulators are active in 
real time. Their focus is 
business transparency. In this 
case, transparency includes:  
u    Behaviors 
u    Culture 
u    Documentation  

As a business, what do you do consis-
tently when someone’s not watching? The 
state Attorneys General and the FTC have 
been and will continue to be proactive in 
their scrutiny here. The rumor mill – of 
which I hear constantly – says that the 97 
dealers received these warning letters 
because of customer complaints and I 
believe it. I don’t know this for a fact, but 
the rumors make sense to me. 

  Denial 
“That was Alaska.” 
“If that happened here, I could negotiate 
my way out of it.” 
“Not enough dealers have been fined for 
me to worry about it.” 
“Even if I got that phone call, I’ll get a 
warning. They won’t fine me for a first-time 
offense.” 

Denial isn’t about ignorance; it’s 
about distance. It’s the brain buying time, 
and bullying you while trying to protect 
what’s familiar. The problem is, while 
you’re deciding whether it’s real or not, the 
environment has already changed around 
you. Denial doesn’t just delay action. In 
this context, while you’re processing the 
changes, your risk exposure increases 
because you are not being proactive. 

  Anger 

“This sucks.” 
“This is overreach.” 

“The FTC is killing our business.” 
“Customers don’t even give a $#@% 
about this.” 
“Attorneys overcomplicate everything.” 

The anger isn’t solely about the FTC. 
In part, it’s also about control. In this case, 
the rules have changed faster than 
anyone is comfortable. That discomfort 
leads to frustration. The “way we’ve 
always done it” no longer feels safe and 
we are in new territory. When things are 
new, there’s a sense of loss of control. This 
leads to anger. 

  Bargaining 

If and when you reach stage 3, you are 
trying to figure out the minimum you have 
to do. This may include the ever-
dangerous “confirmation bias.” 
Confirmation bias happens when you 
confirm what you already believe to be 
true while ignoring new information. In 
other words, the decision you’ve made in 
the past is the “right one,” despite new 
evidence to the contrary. 

“Okay… just tell me what we have to do.” 
“What’s the minimum to stay out of 
trouble?” 
“Can we just adjust the disclosure and 
move on?” 

This is where dealers start trying to 
thread the needle – doing just enough to 
feel protected without actually changing 
how the store operates. This is a risk 
question where the dealer has to decide 

STAGE 1:

STAGE 2:

STAGE 3:

FTC Changes:  
Most Dealers Are Stuck in Stage 3 – Are You? 
By Tom Kline, Better Vantage Point | Tuck The Octopus

FOOD FOR THOUGHT
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how and when they are going to comply. 
Compliance in this context is not black and 
white. In fact, it’s quite the contrary. There 
are a myriad of ways to comply with the 
proffered regulations. From a risk perspec-
tive, there are many shades of gray. 
Entrepreneurial dealers will find the gray 
and, in doing so, will maximize their profits. 

  Depression 

“This is too much.” 
“We don’t even know where to start.” 
“How are we supposed to afford all of 
this?” 
“Why don’t we just let compliance run the 
place?” 

The enormity here creates depression. 
To comply fully with the FTC, the adver-
tised price will have to be the same: 
u    On your website(s) 
u    On third-party websites 
u    Physically on the vehicle 
u    On the paperwork  
u    On any offers through the DBC 

u    Any written or verbal communication 
to customers, including texts 
All departments will need to be 

aligned here to provide consistent pricing. 
This change means you may feel out of 
control and that sucks. You either stall here 
or move past it and get to work figuring it 
all out.  

  Acceptance 

Hopefully, you are already here and ready 
to show your team, “This is how we win.” 
Processes get fleshed out and defined 
here. Policies get written and signed by all 
employees. Compliance becomes an 
integral part of the sales process. You’re 
ready to roll. 

Conclusion 
You should consider auditing and 
subsequently documenting your new 
processes in your new norm. This 
documentation will be critical to answer 
any queries from the state Attorney 
General or FTC.  

Enforcement is not slowing down. The 
question is how prepared are you going to 
be? Every dealership is somewhere in the 
five stages. The difference is simple: Some 
are moving through them. Others are 
staying in them. Where are you?  

 
About Tom Kline:  
Contact Tom at (757) 434-7656 or at 
tomk@bettervantagepoint.com. Kline special-
izes in solving dealership problems through risk 
mitigation remedies, compliance, and dispute 
resolution (i.e. tucking in the tentacles). He is 
the Lead Consultant & Founder of Better 
Vantage Point, Tuck The Octopus, and 
AlwaysDoBetter.com and has worked with both 
publicly-held and private dealerships. Kline 
routinely speaks at national conferences, work-
shops, 20 groups, presents webinars about risk 
transfer and risk mitigation topics & techniques, 
and routinely provides expert witness testimony 
to defend dealerships. Kline also writes for 
seven publications and has multiple trade 
group endorsements. Thanks for seeing things 
from a Better Vantage Point, where “We Get 
You Out of Trouble…and Keep You Out of 
Trouble.” n

STAGE 4: STAGE 5:

The Society of Certified RV Professionals’ recognition program 
publishes a quarterly update of individuals who have earned certification or 
recertification from the Mike Molino RV Learning Center. The following list 
includes only individuals whose dealerships have chosen to participate in 
the recognition program. If you’d like to join the program, complete and 
return the form below.

NEWLY CERTIFIED 

Josh White . . . . . . . Service Writer/Advisor 
Mathew Roake . . . . Service Writer/Advisor 
Michael McIntyre. . . Service Writer/Advisor 
Kayle Wharton . . . . Service Writer/Advisor 
Tara Postema . . . . . Service Writer/Advisor 
Travis Manske. . . . . Service Writer/Advisor 
Steve Pigott . . . . . . Service Writer/Advisor 
Nicole Guddal . . . . Service Writer/Advisor 

Heather Pospiech . . Service Writer/Advisor 
Nichole Pollizi. . . . . Service Writer/Advisor 
Peyton Sebelist . . . . Service Writer/Advisor 
DeWain Benavidez . Service Writer/Advisor 
Michael Schmidt . . . Service Writer/Advisor 
Dan Tomasini . . . . . Parts Specialist 
Jen Dawson . . . . . . Parts Specialist 
Rob Roarke . . . . . . Parts Manger 
Emily Nero . . . . . . . Parts Manger 

NEWLY RECERTIFIED 
Anthony Pantelione . Service Writer/Advisor 
Ann Coddington . . . Service Writer/Advisor 
Tammy Birch. . . . . . Service Writer/Advisor 
Brenna Mohan . . . . Warranty Administrator 
Jessica Flanagan . . . Warranty Administrator 
Nancy Carpino . . . . Service Manager 
Wayne Robertson . . Service Manager

Mike Molino RV Learning Center Certifications:  
 

I understand that RVDA and the Mike Molino RV Learning Center have a news release program that recognizes individuals who 
earn or renew a service manager, service writer/advisor, parts manager, parts specialist, or warranty administrator certification in the 
previous quarter. Announcements include the names of the individuals and the type of certification. Employers will not be identified.

Rev. Aug 2020

Want to give your 
certified team 

members credit for their 
hard work and achievement? 
Their names can appear in 
the next update. Just return 
this form by email to 
info@rvda.org or 
fax to (703) 591-
0734. Scan this 
QR code for more 
information.

CERTIFIABLY 
PROFESSIONAL
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 T he U.S. Department of Commerce’s 
Bureau of Economic Analysis (BEA) 
released new annual economic data 

highlighting the continued strength and signifi-
cant economic impact of outdoor recreation in 
2024. According to the new BEA Outdoor 
Recreation Economic Statistics, nominal gross 
output for outdoor recreation totaled $1.3 trillion 
in 2024, marking slower but still increasing 
growth and demand.  

RV travel was the second-largest conven-
tional activity for the nation at $27.5 billion in 
current-dollar value added and was the largest 
conventional activity in nine states. The states 
with the largest contributions were Indiana 
($5.2 billion), Texas ($2.7 billion), and California 
($2.1 billion). 

Other Key Data 
Highlights for Outdoor 
Recreation 
w $1.3 trillion in economic 

output  
w 5.2 million jobs  

(3.2 percent of U.S. 
employment)  

w 2.4 percent of GDP  
w 2.7 percent growth over 2023 data  
w State-level impact  

The top five states in growth from 2023-2024 were 
Massachusetts (6.9 percent), Arizona (6.8 percent), Iowa (6.6 
percent), Alaska (6.3 percent), and Nevada (6.1 percent), under-
scoring the diverse footprint of outdoor recreation across rural, 
suburban, and urban economies. State Offices of Outdoor 
Recreation continue to coordinate investments and initiatives that 
convert participation into local jobs and small-business revenue.  

What do the numbers mean for the industry?  
This year’s data reflects macro headwinds: inflation, interest rates, 
business uncertainty, and shifting consumer behavior in post-
COVID recovery.   
w Demand is still strong – participation remains high – but 

affordability may be a barrier.  
w The industry has absorbed inflation as long as it can; margins 

are tight.  
w Still, since 2012 outdoor recreation has grown 43.3 percent in 

real terms and 84.2 percent in nominal terms.  
w Segment variability matters: manufacturing-heavy segments 

(e.g., RVing, boating) were slightly lower, while hunting, 
snowmobiling and tent camping showed resilience and 
some growth – a nuanced picture that matches what 
businesses are feeling across the country.  

Looking Ahead: Policy Priorities  
While the industry remains strong and a major contributor to 

national and local economies, ORR and its members urge policy-
makers to:  
w Reauthorize and strengthen the Legacy Restoration Fund to 

modernize recreation infrastructure and accelerate high-value 
projects nationwide  

w Fully implement the bipartisan EXPLORE Act to expand 
access, innovation, and public-private partnerships  

w Recognize outdoor recreation as essential infrastructure for 
public health and community wellbeing  

w Preserve access to public lands and waters in perpetuity as a 
high-return national investment and a sustainable, 
appreciating asset on America’s balance sheet 

w Fully fund the Recreational Trails Program to support diverse 
trail users and rural economies  

w Reduce regulatory headwinds and increase certainty for 
outdoor recreation businesses  

w Strengthen federal-state coordination, including State Offices 
of Outdoor Recreation 
For more information, visit recreationroundtable.org  n 

RV Travel Remains a Major Driver  
for Outdoor Recreation Economy 
Compiled by RVDA Staff 

This year’s 
data reflects 

macro headwinds: 
inflation, interest rates, 

business uncertainty, and 
shifting consumer 

behavior in post-COVID 
recovery.
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T he RV Rental Association (RVRA) is now 
conducting a survey of RV rental businesses 
to assess the current state of the rental 

market in terms of fleet size, RV type, and 
consumer preferences. The response deadline is 
April 20. 

RVRA invites members to complete a brief 
survey which assists in promoting this vital sector of 
the RV market. The results will also be used to 
expand consumer understanding of RV rental 
travel options. 

This online survey is being conducted through 
the RV Retailer Intelligence program, a service of 
the RV Assistance Corporation (RVAC), a wholly-
owned subsidiary of RVDA. Individual responses to 
the survey will remain confidential. An aggregate 
report on the results will be released this summer. 
RV rental dealers can complete the 
survey here. 

RVRA, a unit of RVDA, is a national 
association of companies that rent 
recreation vehicles to consumers.  n

RVRA Survey Seeks Insight on  
Rental Market Trends, Outlook  
Edited by RVDA staff 



M ike stood in the middle of 
the showroom, holding 
two phones. One was 

ringing and the other was buzzing 
with text messages.  

Across the floor, a salesperson 
was working with a couple inter-
ested in a fifth wheel. In the finance 
office, someone needed clarification 

on a deal structure. The service department had a warranty 
question. And the parts counter was waiting for approval on a 
pricing dispute. Mike sighed and answered the phone. 

To most people walking through the dealership, the scene 
would look like leadership in action. The owner was busy. 
Everyone needed him. Decisions were being made. But inside 
the dealership, something else was happening. Every decision in 
the building flowed through one person. Mike had become the 
center of the operation. And while that might feel productive in 
the moment, it creates a hidden problem that many dealership 
leaders eventually face. The entire business becomes dependent 
on them. When that happens, growth slows, team ownership 
disappears, and leaders find themselves working harder than 
ever just to keep things moving. 

Where Delegation Breaks Down 

Delegating is often misunderstood. Many leaders think delega-
tion simply means handing off tasks. They assign work, move 
items off their plate, and assume they’ve done their part. 

Real delegation goes deeper than that. It transfers ownership 
of decisions and authority, not just responsibility. In many dealer-
ships, employees are perfectly capable of doing the work. They 
can write deals, solve service issues, talk with customers, and 
handle day-to-day operations. 

When faced with a decision, everything stops. Someone 
finds the manager. Someone sends a text. Someone asks: “What 
do you want me to do?” Over time, a pattern forms. Problems 
move upward. Solutions come downward. The leader becomes 
the decision hub for the entire organization. At first, this can feel 
efficient. Leaders often believe they’re protecting standards or 
preventing mistakes. They know the business, they know the 
customers, and they want things done right. But the longer that 
pattern continues, the more it shapes the team’s behavior.  

Eventually, two things begin to happen: First, the leader stops 
trusting the team to make decisions. Second, the team stops 
trusting themselves. That’s when micromanagement begins to 
show up. It rarely starts intentionally. Most leaders don’t wake up 
planning to control every detail of the operation. In fact, many 
say they want their employees to take initiative and think for 
themselves. 

From Problem Reporters to Problem Solvers 

Fear that a poor choice will cost the dealership a deal. Fear that 
a mistake will damage the customer experience. Fear that letting 
go will create problems that could have been avoided. So, 
leaders step in. They review every decision, approve every excep-
tion, and solve every issue. 

At first, it looks like strong leadership. The dealership stays 
organized, problems get resolved quickly, and nothing slips 
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www.rvda.org 
Email: info@rvda.org  
Text: (227) 254-8890    
Phone: (703) 591-7130, ext. 113 

 C ontact RVDA’s  
Help Desk & Solution 

Center to receive timely 
information on a variety of  
association member 
services, business issues, 
or industry-related topics. 
Members can submit a 
request through the 
following options:

Editor’s Note: This article is 
part of an ongoing leader-
ship series by Dustin Kaehr 
that focuses on practical 
strategies for building 
stronger teams and more 
effective leaders.

Leadership Is… 
Delegating to Develop Decision-Makers  
By Dustin Kaehr
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through the cracks. But over time, something important begins to 
disappear from the team. Initiative. 

Employees stop thinking ahead because they know the 
answer will come from someone else. They stop bringing ideas 
because they assume the leader’s solution will replace theirs 
anyway. Eventually, the organization stops producing decision-
makers. It produces problem reporters. Delegation changes that 
dynamic. The shift to delegating more begins with a simple habit: 
When someone approaches you with a problem, resist the 
instinct to immediately solve it. 

Instead, ask a different question. “What do you think we 
should do?” Or even better: “What are you going to do about 
it?” That small adjustment forces a different type of conversation. 
Instead of presenting problems, employees must present intent. 
They begin thinking through options before they come to you. 
They weigh potential outcomes. They take ownership of the direc-
tion they believe is best. Sometimes their answer will be exactly 
what you would have chosen. Sometimes it won’t. But that is 
where leadership comes in. 

When Confidence Starts to Grow 

Delegating decisions doesn’t mean abandoning guidance. 
Leaders still coach, teach, and protect the business from major 
mistakes. The difference is that learning happens through partici-
pation rather than instruction. People develop confidence by 
making decisions, not by watching someone else make them. 
Over time, something powerful begins to happen inside the 
dealership. 

Problems get solved faster because decisions happen closer 
to where the work occurs. Employees gain confidence in their 
judgment. Initiative begins to spread through the organization. 
Instead of waiting for directions, people begin bringing solutions. 
Instead of reporting issues, they begin solving them. And the 
leader is finally able to focus on the things that actually move the 
business forward. 

The most effective dealership leaders eventually discover an 
important truth. Leadership isn’t about being the smartest person 
in the building. It’s about building a building full of people who 
can think. If every solution still requires the leader’s involvement, 
the organization hasn’t really grown. It has simply centralized. 
And centralization, while it may feel productive in the short term, 
quietly limits the dealership’s potential. 

Delegation changes that. Not because leaders want less 
responsibility, but because great leaders understand something 
critical about growth. The strength of an organization is 
measured by how many people inside it can make decisions with 
confidence. 

 
About the author:  
Dustin Kaehr, founder of the Think. Lead. Live. Group, equips people, 
teams, and organizations to think differently, lead courageously, and 
live passionately. As a leadership coach, Kaehr works across industries 
with executives and leadership teams to gain operational clarity, 
insights to build a healthy work culture, and methods to drive sustain-
able performance. Connect at dk@thinkleadlive.com. n
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I n our industry, F&I technically stands for Finance 
and Insurance. In practice, though, I’ve seen it 
treated as something else entirely: “found income.” 

An afterthought. The icing on the cake. Nice to have – 
but not something to be intentionally engineered. 

Over the years, I’ve come to believe this mindset 
is one of the primary reasons so many dealers leave 
millions of dollars on the table. The most financially 
successful organizations don’t see F&I as bonus 
money. They see it for what it really is: A core, material 
profit center that must be built – on purpose. 

If you know your F&I performance should be 
better but haven’t fully committed to changing it, the 
place to start isn’t with new products or technology. It’s 
with how you think about F&I – and how early you 
set it up for success. 

The Shift That Changes 
Everything: F&I Is a Team Sport 
One of the biggest misconceptions I see is 
the belief that F&I performance lives and 
dies in the finance office. In reality, by the 
time a deal reaches the box, much of the 
outcome has already been decided. Strong 
F&I results only happen when: 
u    The entire sales team understands their role in 

setting up the back end 
u    F&I is positioned as a natural part of the buying journey, not 

a surprise 
u    Deals are structured intentionally – not defensively 

This doesn’t mean sacrificing front-end profit to chase back-
end dollars. It means doing the right things, at the right moments, 
from first contact through desking. 

Where It Starts: Planting the Seed Early 
The most effective finance managers I’ve worked with don’t 
“introduce” F&I products – they continue a conversation that 
started on the showroom floor. During the demo phase, sales has 
an opportunity to frame protection and financing as part of 
responsible ownership. It doesn’t require a pitch – just thoughtful 
language. For example: 

Customer: “What does the warranty look like?” 
Salesperson: “The manufacturer covers defects for one year. 

The good news is we also have options to help protect your 
investment longer-term. Our finance manager will walk you 
through those once we find the right RV.” 

It’s a simple exchange, but it does something powerful: 
u    It normalizes the F&I conversation 
u    It creates continuity between sales and finance 
u    It positions protection as value – not an upsell 

Finance Penetration: The Myth of the 
“Cash Buyer” 
Another area where I’ve seen sales unintentionally 

limit F&I results is finance penetration. Many so-called 
“cash buyers” aren’t truly paying cash – they’re simply 

planning to arrange financing on their own. In many 
cases, they’ve never been shown why dealer-arranged 

financing might actually be easier or better. A quick, confident 
explanation of: 
u    Speed 
u    Convenience 
u    Access to multiple lenders 

…is often all it takes to turn a “cash deal” into a financed one 
– without discounts or gimmicks. 

Stop Selling Out of Fear 
One of the most damaging habits I’ve encountered is leading 
with the lowest possible payment, regardless of structure. I’ve 
heard countless versions of: “The customer wants the longest term 
possible.” 

In my experience, that’s rarely something the customer 
actually said. More often, it’s the result of a salesperson trying to 
avoid an objection that hasn’t even been raised yet.  

Deal structure matters. Starting with reasonable terms and 
meaningful down payments often determines whether a full F&I 
menu can be presented – or whether finance is boxed out 
entirely. 

Accountability That Actually Works 
Once sales and finance are aligned, accountability has to follow. 
In addition to the usual metrics – units sold, margins, close rates – 
I’ve seen real progress when dealers also measure finance 

F&I Isn’t “Found Money” –  
And Treating it That Way Is Costing Dealers 
By Matt Richards, IDS, Director of Dealer Relations 

Treat 
it like a core 

business, and it 
can fundamentally 

transform your 
dealership.
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penetration at the salesperson level. The most effective incentive 
plans I’ve seen share a few traits: 
u    Simple benchmarks 
u    Incremental improvement goals 
u    Direct connection to front-end compensation 

When sales sees a clear, personal benefit to setting finance 
up for success, behavior changes quickly. 

Measuring What Matters Most 
There’s no shortage of F&I metrics to track: product penetration, 
PVR, chargebacks, ARR. All of them matter. But if a dealer is just 
beginning to take F&I seriously, I’ve found one metric to be the 
most effective starting point: F&I gross profit as a percentage of 
selling price. Why? Because it: 
u    Levels the playing field across different unit prices 
u    Makes performance easy to compare 
u    Creates a clear, measurable improvement target 

Across the industry, I see average F&I performance hovering 
around the 8 percent range, with many dealers stuck closer to 3–
4 percent. The best operators consistently push into double digits 
– and they do it with process, not luck. 

The Right Person in the Box Still Matters 
Even with the right mindset and structure, none of this works 
without the right finance manager. The strongest F&I leaders I’ve 
worked with: 

u    Operate proactively, not reactively 
u    Partner closely with the desk 
u    Know their lender programs inside and out 
u    Tell compelling stories that build product value 
u    Present every product, to every customer, every time 

They balance advocacy for the customer with profitability to 
the dealership – and they do it confidently. 

Summary: Small Shifts, Massive Impact 
If you step back and run the math, the opportunity becomes 
impossible to ignore: 
u    Moving from 4 percent to 9 percent F&I on $10M in sales 

adds $500,000 
u    On $20M, it’s $1 million 
u    On $100M, it’s $5 million 

That kind of growth doesn’t come from chasing shortcuts. It 
comes from changing how you think about F&I – from the first 
conversation to the final signature. Treat it like found money, and 
you’ll keep finding the same results. Treat it like a core business, 
and it can fundamentally transform your dealership. 

 
About the author:  
Matt spent 20+ years on the retail side of the RV industry – dealer prin-
cipal, GM, Fixed Ops Director, and eventually Chief of Operations across 
a 9-location group. He ran it all on IDS. Now he’s on the other side of 
the table, helping dealers do the same.  n

 Y ou’ve built your dealership 
through long hours, smart 
decisions, and relentless effort. Yet 

many RV dealers may unknowingly 
leave millions of dollars sitting in reinsur-
ance accounts earning bank-level 
returns-assets that simply aren’t pulling 
their weight. 

Through our Reinsurance Roadmap, 
the Stanek-Haack Group in collabo-
ration with RVAC, offers a complimen-
tary, no-obligation review of your current 
reinsurance investment strategy. We help 
you evaluate whether your assets are 
positioned efficiently, appropriately diver-
sified, and aligned with your long-term 
wealth goals. The objective is simple: to 
help you identify opportunities to poten-
tially improve returns while managing 
risk – so your reinsurance capital works 
as hard as you do and strives to help 
you build meaningful wealth beyond the 
dealership. 

For more information and to 
schedule a no-obligation meeting, 
visit advisor.morganstanley.com/the-
stanek-haack-group#rvda or call 
(800) 621-5231. 

 
Brad Stanek CFP®, Financial Advisor, 233 
South Wacker Drive, Suite 8600, Morgan 
Stanley Wealth Management, Chicago, 
IL, 60606. The services, strategies and 
investments discussed may not be appro-
priate for all investors. Morgan Stanley 
Smith Barney LLC recommends that inves-
tors independently evaluate particular 
services, strategies and investments, and 
encourages investors to seek the advice 
of a financial advisor. The appropriateness of 
a particular service, strategy or investment 
will depend upon an investor’s individual 
circumstances and objectives. Morgan 
Stanley Smith Barney LLC (“Morgan 
Stanley”), its affiliates and Morgan Stanley 
Financial Advisors do not provide tax or legal 
advice. Individuals should seek advice based 

on their particular circumstances from an 
independent tax or legal advisor. Morgan 
Stanley Smith Barney LLC. Member SIPC. 
CRC 5216980 2/26  n

Are Your Reinsurance Assets Working as Hard as You Do?
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 T he market is asking more of RV dealers than it has in recent 
years. Rates are challenging, budgets are tighter, and 
consumer expectations continue to evolve. Even so, the 

foundations of a successful F&I department haven’t changed. 
Dealers with Priority One Financial Services are finding success 
by focusing on fundamentals. 

Selling the Adventure 
Even as consumer sentiment softens across the broader market, 
the RV industry continues to show resilience. Nearly 17 million 
households reported a strong interest in RV ownership last year, 
according to a Go RVing demographic study, with young families 
and first-time buyers representing a growing share of the market. 

What motivates buyers hasn’t changed. Consumers still seek 
relaxation, outdoor experiences, and meaningful time with family 
and friends. This should continue to be the primary mission of the 
F&I office: selling the lifestyle of adventure.  

Serving Every Customer 
Roughly one-third of RV buyers face credit challenges, a ratio that 
has remained consistent over the years. In a healthier economy, 
those customers may have been less critical to overall volume, 
but today, every buyer counts. 

Successfully funding specialty-credit customers requires focus 
and discipline. F&I teams should evaluate longer-term financing 
options to accommodate tighter budgets, conduct thorough 
customer interviews to support underwriting decisions, and lean 
on lender relationships that specialize in credit-challenged profiles. 

Protection Products Matter 
When unit sales decline, add-on products become even more 
essential to maintaining profitability. Protective Asset Protection 
reported that product sales remained “a consistent, growing profit 
center” for RV dealers in 2025. GAP and Extended Service 
Contract adoptions both saw upward trends.  

Now is a good time to evaluate F&I incentives to maximize 
products and reward the right behaviors. Consider seeking 
regular training from your providers and stay up-to-date on 
trending consumer needs. By clearly demonstrating product 
value, dealers can also establish loyalty and incentivize return 
purchases in the long run. 

Lenders Remain Committed 
Unlike previous economic downturns, lenders have largely 
remained committed to the RV market in recent years. While rate 
increases and tighter restrictions may create sales challenges, it 
also indicates lender consistency and commitment to the industry.  

In 2025, Priority One dealers collectively recorded historically 
high funding ratios, despite the perception of challenging rates. 
This is when an F&I office shows its worth – finding ways to get 
customers financed above all odds. A strong F&I team, paired 
with a diversified mix of stable lending partners, can meet a wide 
range of customer needs while maintaining funding consistency. 

Virtual F&I with A Personal Touch 
The average RV customer spends at least six months conducting 
online research before stepping into a dealership. A strong use of 
online F&I education and tools can help convert that customer 
from browsing to buying and smooth the process to delivery.  

Prequalification inquiries accounted for 13 percent of funded 
deals for Priority One dealers in 2025, underscoring the benefits 
reaching the customer earlier in the buying cycle. They want to 
know what they might be able to afford. This is the F&I team’s 
chance to set up a positive relationship early-on so that when 
they’re ready to buy, they know exactly what to expect. 

The Road Ahead 
While the RV landscape continues to evolve, the fundamentals of 
F&I haven’t changed. Focus on every customer, every product 
opportunity, every lending conversation and shopping experience. 
This will drive profitability, position dealers to endure the chal-
lenges in today’s market, and set the stage for long term success. 

Priority One Financial Services specializes in boat, RV, park 
model, trailer and commercial equipment financing and insur-
ance. For more information visit p1fs.com.  n

F&I Trends in the RV Landscape 
By Heather Mariscal, President, Priority One Financial Services

XtraRide provides unlimited mileage on all of its motor-
home plans.  
• Terms include 4, 5, 6, and 7 years on new vehicles.  
• Terms include 90-day, 1, 2, 3, 4, and 5 years on used 

vehicles.  
To be considered new, the vehicle must have time 
remaining on the chassis warranty. Used or post-sale 
vehicles must be no older than 13 model years and have 
less than 100,000 miles on the odometer at the time of 
the service agreement sale. “Unlimited mileage takes the 
worry away from RVers who put a lot of miles on their 
coach. It also makes our rate charts easier to read by 
eliminating the various mileage choices,” says Bill Koster, 
vice president of Protective’s Asset Protection Division. 
“The unlimited mileage should enhance the motorhome 
service agreement sales process, because customers are 
conditioned to focus on how long they may own the 
product and not necessarily how many miles they may 
drive during ownership.” Please 
contact your local XtraRide 
agent or call (800) 670-6032 
for more information.

Did You Know?
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CERTIFICATIONS FOR THE PEOPLE WHO ARE 
THE PUBLIC FACE OF YOUR DEALERSHIP

Ready to take the next step? View or download 
the competency profile for each credential, take 
a readiness test to assess your preparedness for 
certification, and read more about the fixed-
operations certification program here: 
www.rvlearningcenter.com

The Mike Molino RV Learning Center’s nationally recognized 
professional certification program supports career development 
and professionalism. The program was developed with the assis-
tance of experts at The Ohio State University’s Center for 
Education and Training for Employment. Suppliers, distributors, 
dealer-owners, and manufacturers were also instrumental in 
developing the programs. 
 
Do you or your team have what it takes to earn a credential? 
Fixed-ops professionals currently employed in the RV industry with at least one year 
of service, parts, warranty, or related industry experience are eligible for parts 
specialist, service writer/advisor, and warranty administrator certification 
credentials. Management-level parts and service personnel currently employed in the 
RV industry with at least two years’ experience in RV service, 
parts, or related industry experience, and who possess the neces-
sary supervisory and budget planning knowledge, are eligible for 
parts manager and service manager certification. 

For the INDIVIDUAL, certification means: 
• Having the self-confidence and credibility to be a high 

performing contributor at your dealership 
• Having a respected career path with a roadmap for 

professional development and career advancement 
• Evidence of competence, dedication, and 

professionalism 
 
For the DEALER, certification means: 

• Improved Repair Event Cycle Time through more 
knowledgeable and efficient team members  

• A standardized benchmark to distinguish top 
performers and help evaluate job candidates 

• Higher employee retention by showing your 
commitment to their professional development 

T H E  F I X E D - O P E R AT I O N S  P R O F E S S I O N A L S’  S O U R C E  F O R  C E R T I F I C AT I O N  
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C are Camps Foundation is pleased to 
announce the 2026 Compete for Kids 
campaign, taking place during National 

Camping Month. The month-long fundraising 
campaign will accept donations throughout 
June 2026 and dealerships across the country 
are invited to join in a friendly competition to 
support pediatric oncology camps. 

Registration for the 2026 Compete for Kids 
campaign is now open. Dealers are encouraged 
to register early and begin planning fundraising 
activities for June. 

Compete for Kids was initially launched in 
2025 as a way for the RV industry to give back. 
Funds raised through the campaign support 
camps that serve children with cancer and their 
families, providing safe and meaningful outdoor 
experiences that promote healing, connection, 
and joy. 

In its first year, Compete for Kids helped 
support 125 camps across the United States and 
Canada, impacting more than 47,000 children with cancer and their families. Building on that momentum, the 

2026 campaign continues to focus on ease of participation, flex-
ibility, and industry-wide collaboration. There is no minimum fund-
raising requirement, and dealerships can participate in ways that 
best fit their teams and communities. 

“Care Camps Foundation is incredibly grateful for the remark-
able support the RV industry has shown through Compete for 
Kids,” said Jenna Berneck, Development Director at Care Camps 
Foundation. “The willingness of RV dealerships to step forward, 
work together, and support camps that serve children with cancer 
and their families has been truly meaningful. This campaign 
continues to remind us how powerful generosity can be when an 
industry rallies around a shared purpose.” 

RVDA President Phil Ingrassia emphasized the pride the 
industry takes in supporting the campaign. “RV dealers are 
deeply connected to the outdoors and fostering family experi-
ences,” Ingrassia said. “Compete for Kids is a natural fit for our 
industry, and we are proud to partner with Care Camps 
Foundation to help bring these camp experiences to children with 
cancer and their families.” 

Dealerships that participated in the 2025 campaign were 
recognized on stage at the RVDA Convention in Las Vegas, high-
lighting the impact and leadership shown across the industry. 
Long View RV was named the top fundraiser for the inaugural 
year. 

“Being part of Compete for Kids was incredibly rewarding for 
our team,” said Lexi Roberts of Long View RV, who accepted the 
top fundraiser recognition in 2025. “It brought our staff together 
around a cause that truly matters, and knowing our efforts helped 
support camps serving children with cancer made it even more 
meaningful.”  n

Care Camps Foundation Announces  
2026 Compete for Kids Campaign 
Compiled by RVDA Staff 
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The Go RVing Coalition consists of RV manufacturers, component suppliers, dealers, and campgrounds. Go RVing works to provide the public and media 
with general information about the benefits of RV travel and camping. The coalition was formed by representatives of the RVIA, RVDA, and leading state 
RV and campground associations to distribute information about the benefits of RV travel and to ensure the quality of RV products and services.

Name: ________________________________________________________ 

Company: ______________________________________________________ 

Address: ________________________________________________________  

City: ________________________________  State: _____  Zip:____________   

MAIL with payment to: RVDA, 3930 University Dr., Fairfax, VA 22030 or CALL (703) 591-7130 to pay by phone or VISIT www.rvda.org to pay online 

Phone:  ___________________________________  Fax: ________________ 

Email: __________________________________________________________ 

Dealer website:  ________________________________________________ 

Please enroll _____ dealership(s) at $250 each.       Checks payable to RVDA.    

GET YOUR GO RVING PROMO MATERIALS! – SIGN UP TODAY!

DeAlEr PrOgRaM
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1. Select format

2. Purchase both the printed Manual and CD-ROM

3. Members only! Send invoice to:

____ Item #05MD printed Manual 

____ Item #05ME pdf on CD-ROM 

Quantity:     ____ Manual      ____ CD-ROM   

RVDA Members $201 / Non-Members: $402   Members save $201!

____ Item #05MF printed Manual and CD-ROM  

Quantity: ____ 

RVDA Members $333 / Non-Members: $672   Members save $339!

To pay by credit card: Please call (703) 591-7130. Order online at www.rvlearningcenter.com/SMG. 
Or, to mail order form and payment, please use the address listed at the bottom of this order form. 
Please make checks payable to the Mike Molino RV Learning Center.   
Note: prices are subject to change without notice. 

Name: ________________________________________ E-mail: _________________________________________ 

Organization:___________________________________________________________________________________ 

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

Mike Molino RV Learning Center  •  3930 University Dr, Fairfax, VA 22030  •  (703) 591-7130  •  Email: info@rvda.org

T he 12th edition of the RV Learning Center’s “Service Management 
Guide” (a flat rate manual) has been completely updated with more 

product and model times, plus management guidance that can help 
service departments improve their daily operations. 
 
The guide offers more than 100 pages of average work unit times for the 
functions that RV technicians perform most often, along with check sheets 
that serve as references for service managers and technicians. 
 
The SMG provides reasonable guidance on the time required for 
competent technicians to complete assigned tasks. It’s an important part of 
the service management system but isn’t intended to be the sole 
determinant of prices or rates charged. 

12TH EDITION 

SERVICE MANAGEMENT GUIDE  
Now Available

OR
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Customer Tracking & Reporting 
Customer Service Intelligence Inc. (CSI)  
www.tellcsi.com     sales@tellcsi.com 
(800) 835-5274 
All-new cloud-based system for customer follow-up lets 
dealers track and manage customer interaction with 
the dealership and provides daily reports. For the first 
90 days, CSI will review the reports with dealers and 
guide them on how best to use the data. 
____________________________________________ 
Digital Payment Solutions 
New Fiserv Processing Digital Payments 
www.fiserv.com 
Kathryn Kealing Metze 
kathryn.kealingmetze@fiserv.com   (407) 919-8595 
Fiserv offers RVDA members digital payment solutions 
with potential cost reductions. Advanced equipment 
provides fast authorization, around-the-clock support, 
and improved funds availability depending on bank 
relationship. 
 
Existing Fiserv Clients Digital Payments 
www.fiserv.com 
Ashley Ouk 
Ashley.ouk@fiserv.com    (804) 931-5932 
True Fiserv business partner with proactive communi-
cation, best practices recommendations, ensuring 
ownership and accountability while driving partner-
ship growth. 
____________________________________________ 
Dispute Resolution/Risk Management Consultant 
Better Vantage Point 
www.bettervantagepoint.com 
Tom Kline 
tomk@bettervantagepoint.com 
Safeguard Your Dealership provides risk management 
and compliance assistance to dealers. The Better 
Vantage Point consultant services available include 
auditing trade practices, assistance in resolving 
consumer and business disputes, regulatory agency 
notice response, and employee human resources 
practices – including the development of employee 
handbooks and department operations guides.  
____________________________________________ 
Emergency Roadside and Technical Assistance 
Coach-Net  
www.coach-net.com   sales@coach-net.com 
(800) 863-6740 
Provides emergency roadside and technical assis-
tance solutions to RV dealers, RV and chassis 
manufacturers, RV clubs, and customer membership 
groups. Uses trained customer service agents and 
master certified technical service agents. 
____________________________________________ 
  Employee Incentives 
TicketsatWork  
www.ticketsatwork.com  (800) 331-6483  
TicketsatWork is your nationwide discount market-
place for all travel, entertainment, and shopping 
needs, sign up online today with code “RVDA.” 
____________________________________________ 
Employer Benefit Solutions 
American Fidelity Assurance Company 
www.americanfidelity.com 
Tessa.daniels@americafidelity.com 
Mike.mccormick@americanfidelity.com 
(800)654-8489 Ext. 7516 
American Fidelity is proud to be chosen as a strategic 
partner of the RVDA. Our goal is to be an extension of 
your organization serving as partners in your pursuit 
for a better benefits experience. 
____________________________________________ 

Health Collective Purchasing Arrangement 
Brown & Brown Insurance 
www.bbinsurance.com    aweilage@bblouisville.com  
(502) 550-2399 
Provides employee health benefits while saving 
money. Dealers can maintain their current health 
benefits or customize their offering to employees.  
____________________________________________ 
Information Security Compliance 
Accelerate2Compliance™ (A2C) 
www.accelerate2compliance.com 
sales@accelerate2compliance.com 
(844) 637-5511 
A2C offers a cost-effective and easy-to-use information 
security compliance solutions to help dealers and 
vendors achieve and maintain regulatory require-
ments. The A2C roadmap assists with identifying infor-
mation security compliance risk, implementing policies 
and procedures, delivering ongoing training, testing, 
and assessing vendor vulnerabilities. Its support is 
delivered through the A2C Portal™, a cloud-based 
subscription software solution to provide dealers with 
a simple assessment process, tools & reports to guard 
against ever-increasing information security threats.  
____________________________________________ 
Inventory Tracking/Security Solution 
KYCS Global Inc 
www.kycs.ca 
KYCS Locate, an inventory location and theft preven-
tion solution, available in the U.S. through Brown & 
Brown Dealer Services (BBDS). Locate is designed for 
inventory location and is ideal for trailers and motor-
homes. Locate will update the RV’s location at least 
once a day on the KYCS web portal and mobile 
application. If the RV is stolen or goes missing, the 
KYCS monitoring team can remotely program the 
Locate device to actively track the RV. 
____________________________________________ 
Loan Origination and Warranted Loan Documents 
AppOne  
www.appone.net 
A web-based indirect loan origination platform helps 
dealers and lenders manage the origination process 
of retail credit applications from lender submission to 
funding. Provides a library of loan documents that are 
regularly reviewed for compliance with federal and 
state laws in all 51 U.S. jurisdictions.  
____________________________________________ 
Market Intelligence Program 
RV Industry Data Program from  
Statistical Surveys 
customerservice@statisticalsurveys.com   
Provides dealers with data and 
analytics, including data on where new units are 
being registered and which dealers sold which units 
by make, model, length, and axles.  
____________________________________________ 
Office Supplies 
Office Depot 
www.officediscounts.org/rvda.html 
Office Depot and OfficeMax are now one company! 
RVDA Members can save up to 80 percent on over 
93,000 products. Great for your printing, cleaning, 
break room, and office needs. Shop online or in any 
Office Depot or OfficeMax store. Enjoy FREE next-day 
delivery on online orders over $50!  
____________________________________________ 
Pre-owned RV Appraisal Guidance 
J.D. Power RV Valuations (Specialty Division) 
The J.D. Power RV Valuations are an essential set of 
tools for dealers to determine the used trade-in and 
retail market value for all types of RVs. RV Connect 

delivers updated RV values, creates 
custom window stickers for both newer & older 
RVs, and more. These are all available at the RVDA 
“members only” rate.  
For Digital mobile app:  
www.jdpowervalues.com/  
marketvalues-specialty-vehicles-app.  
For RV Connect products:  
www.jdpowervalues.com/get-values/ 
rv-connect. Call (703) 364-5521 to order now! 
____________________________________________ 
Propane and Propane Supplies  
Suburban Propane 
www.suburbanpropane.com 
smeyers@suburbanpropane.com 
We offer discounts to RVDA members on propane 
along with safe equipment for refilling most any 
propane cylinder, 24-hour service, on-site training of 
dealership personnel, signage, and a periodic review 
of filling stations by experienced safety experts. 
____________________________________________ 
RVDA/NCM Associates 
NCM Associates  
ncmassociates.com 
info@ncmassociates.com 
(800) 756-2620 
RVDA/NCM Associates 20 Groups managed by 
NCM Associates help dealers improve their manage-
ment skills, recognize market trends, and solve 
problems. The groups include non-competing dealers 
who share experiences to develop best practices. 
____________________________________________ 
RV Service Contract Programs 
Protective Asset Protection’s XtraRide Service 
Contract Program  
www.protectiveassetprotection.com/F-I-Solutions/RV 
marketingteam@protective.com 
(800) 794-5491 
Protective Asset Protection provides F&I products and 
solutions focused on enhancing dealer profitability 
and customer satisfaction. Protective Asset Protection’s 
RV service contract program, XtraRide®, has been 
exclusively endorsed by RVDA since 1992.  
____________________________________________ 
Shipping Discounts 
RVDA Discount Shipping Program 
www.PartnerShip.com/79rvda 
sales@PartnerShip.com 
(800) 599-2902  
FedEx Discounts: Members receive 45 percent off 
FedEx Express and 25 percent off FedEx Ground. After 
enrolling, the discounts will be added to your account 
and then applied to your shipments.   
Freight Savings: RVDA members save on shipments 
with TForce Freight, XPO, Saia, & others. These 
competitive rates are made available through 
PartnerShip®. You’ll reduce your freight costs, rate shop 
between carriers, and get support from shipping 
experts. 
____________________________________________ 
Software & Consulting Services 
KPA 
www.kpa.io  (866) 356-1735 
KPA provides comprehensive consulting 
services, EHS, HR, and F&I compliance 
software, and award-winning training to help RV 
dealerships maintain a safe workplace, protect their 
reputation, and reduce costs. With this unique combi-
nation of services, software, & training RV dealerships 
minimize risk so they can focus on what’s important – 
the selling & servicing of RVs. 
____________________________________________

RVDA Endorsed Products
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Protective 
$545,471 

Brown & Brown  
Insurance 
$200,001 

RVAC 
$152,000

TOP 10 
Contributors from the  

Past Two Years 

1. Wave Express   $100,000 
2. Brown & Brown  

Insurance           $26,666 
3. RVAC                  $25,000 
4. Protective            $23,543 
5. PleasureLand  

RV Center Inc      $13,500 
6. PRVCA                $10,260 
7. Tom Stinnett        $10,000 
8. Bill Fenech          $10,000 
9. Wilkins RV           $10,000 
10. Tacoma RV  

Center                 $10,000

MAJOR GIFTS    $25,000 + 
Protective                                                $23,543   $545,471  

Brown & Brown Insurance                         26,666    200,001  
                                                        Lifetime Pledge:      200,000  

RVAC                                                        25,000     152,000  

Tom Stinnett                                               10,000     137,900  

PleasureLand RV Center Inc.                     13,500     133,600  

Bill Fenech                                                 10,000     102,500  

Wave Express                                          100,000    100,000 
                                                        Lifetime Pledge:       100,000  

Horsey Family Memorial Fund                    2,000      93,360  

Byerly RV Center                                          1,000      80,500  

Reines RV Center Inc.                                  8,500      66,525  

McClain’s RV Superstore                             4,000      57,000  

Wilkins RV                                                  10,000      53,000 
                                                        Lifetime Pledge:         58,000  

Pennsylvania RV & Camping Association   10,260      49,440  

Curtis Trailers Inc.                                        2,500      48,500  

Higginbotham Dealer Services                     500        31,700  

Alpin Haus                                                   1,000       27,500  

Hilltop Camper and RV                               3,846       26,968  

United States Warranty Corporation          4,000      26,250    
                                                        Lifetime Pledge:         26,250  

    

LEADERS     $1,000 - $2,499 
North Texas RV Repair 100         2,100  

Priority One Financial Services Inc. 2,000         2,000  

Keepers RV Center Ltd. 250         2,000  

Icon Technologies Limited 500          1,750  

RV Value Mart Inc. 200          1,100  

Profit System Dealer Service 1,000          1,000  

Humphrey RV & Trailer 1,000          1,000  

Newt Kindlund 1,000          1,000  

Deborah Brunoforte 1,000          1,000  

CHAMPIONS    $2,500 - $24,499 
Crestview RV Center                                  2,000       20,250  

Tacoma RV Center                                   10,000        19,500  

Mike & Barb Molino                                  2,500        18,886  

Bob Been of Blue Compass RV                  2,000        17,000  

Camperland of Oklahoma LLC                 2,000        15,350  

Colonial RV                                                6,000        14,750  

American Guardian Group of Companies    2,400        13,800  

Phil Ingrassia                                              1,500        13,600  

Best Value RV Sales & Service                     500         11,250  

Cummins Inc.                                           10,000        10,000 
                                                       Lifetime Pledge:          10,000  

Tom Manning & Associates                        1,000         9,500  

RCD RV Supercenter                                   1,500         8,349  

Gib’s RV Superstore                                    1,500          7,537  

Kroubetz Lakeside Campers                       50         6,900  

Bill & Shannon Koster                                2,000         6,000 
                                                       Lifetime Pledge:          10,000  

Steinbring Motorcoach                               1,000         5,250  

Ray Wakley’s RV Center                             1,000         5,250  

Carpenter’s Campers Inc.                           500         5,101  

Bowling Motors & RV Sales                        3,000         5,050  

United RV Center                                         500         4,700  

Tri-Am R.V Center of East Tennessee           500         4,500  

The Walpole Agency                                   250         4,350  

Beckley’s RV                                                 500         3,750  

Dinosaur Electronics                                    200         3,300  

Bent’s RV Boutte                                           900         2,900  

Krenek RV Center                                        250         2,500   

Contributed  
3/15/24 - 3/15/26

Lifetime 
Contribution

Contributed  
3/15/24 - 3/15/26

Lifetime 
Contribution

The Mike Molino RV Learning Center Proudly Recognizes These  

CONTRIBUTORS

Scan to donate & 
to find a complete 

contributor list

ENDOWMENTS 
Kindlund Family  

Scholarship 
$370,000 

Ron & Lisa Fenech Family 
Foundation RV Dealership 

Employee Emergency  
Relief Program 

$250,000 
Lifetime Pledge $500,000

TOP 3 
Major Gifts Donors 
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Mike Molino RV Learning Center 

L E G A C Y  D O N AT I O N S  
 
Contributions have been made to honor the following individuals:

To make a donation to the Mike Molino RV Learning Center,  
visit www.rvlearningcenter.com

CHUCK BOYD  
REX FLOYD  

JERRY GREER 
BARBARA HERLEMAN 

SHARON HORSEY  
JAIME PAIS  

DAN PEARSON 
JIM SHIELDS  

CAROLYN STINNETT  
BOB STRAWN 
JIM SUMMERS  

RAYMOND VAN PELT 

RVDA Help Desk & Solution Center: 
This program, administered by RVDA staff, will offer 
help and resources to assist RV dealers for a wide 
variety of dealer concerns. In more complex business-
related cases, the dealer inquiry will be forwarded to Better 

Vantage Point who will provide expert support (up to one hour), at 
no charge. Dealer members can contact the Help Desk & Solution 

Center via: www.rvda.org, email: info@rvda.org, text: (227) 254-8890, or 
phone: (703) 591-7130, ext. 113. 

 

College Scholarship: 
The Mike Molino RV Learning Center’s Scholarship program 
encourages deserving college undergraduates to apply for the 
annual college award of $2,500. The program provides financial 

assistance to help foster the next generation of industry leaders. 
Therefore, an important factor for awarding the scholarship is an appli-

cant’s background of RV industry employment or a desire to work in the RV 
business after completing college. 

 

Learning Center Online Courses: 
Service writer/advisor, parts specialist, parts manager, 
warranty administrator, and service manager online 
courses provide a pathway to certification for fixed ops 

dealership personnel and serves as a training resource 
for experienced professionals. These courses help RV service and 

parts personnel increase efficiency and reduce Repair Event Cycle Time 
(RECT) within the RV industry. 

 

SPOTLIGHT: Morgan Stanley “Second Opinion”  
Financial Planning Service 
The RV Assistance Corp. (RVAC) partnership with The Stanek-
Haack Group at Morgan Stanley provides access to a complimen-

tary, Second Opinion Service which offers efficient financial 
planning strategies to minimize tax obligations, optimizing business 

and personal debt, exit planning, wealth preservation, and where 
appropriate, charitable giving. For more information and to schedule a no-
obligation meeting, visit advisor.morganstanley.com/the-stanek-haack-
group#rvda or call (800) 621-5231.

R V D A  R E S O U R C E S   




