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“We hold in very high regard Jesse Stopnitzky from Performance Brokerage Services.
I am so happy that we got together with him as he made this process happen
for us. It's like he and his family became part of ours. | would highly recommend
him as a person, as a friend, and as a broker. Top notch in all aspects. I'm going
to miss calling him every day, sometimes several times a day. | am so thankful
for his patience and support through every part of this sale.”

JC FOREMAN, OWNER | CORDELIA RV

“At Bish's RV, we are looking for the right fit as we consider acquisitions. This
includes a significant number of variables that can quickly become complicated.
Jesse has been an excellent partner in helping us discover, simplify, and vet
potential acquisitions. He understands our goals and what types of dealerships
A\ we are interested in. He can quickly adjust and help us find the right deal. The
deals transition smoothly for both us and our new acquisition. We appreciate his
partnership and commitment to help us reach our business goals.”

a’
: TROY JENKINS, CEO | BISH'S RV
t ‘ For a confidential consultation and complimentary

JESSE STOPNITZKY opinion of value on your business, please contact us:

M

RV & Resort Division

Jesse Stopnitzky, Co-Owner

Office: 949, 309. 2851 | Cell: 949. 922. 9632

Email: jesse@performancebrokerageservices.com g ASSOCIATE
Address: 7545 Irvine Center Drive, Suite 200, Irvine, CA 92618 MEMBER®=

BRUCE MARCIA JON COUWENBERG

California « Utah + Texas +« lowa + |lllinois « Ohio +« New Jersey
Alabama + Florida + MNorth Carolina « Virginia « Alberta « Ontario

.



Single Touch
Global Reach

(H) Higginbotham"

Dealer Services

¥ RV Dealership Insurance
¥ Risk Management

¥ F&l Investment Portfolios
(Captives, Reinsurance & More)

The Higginbotham Difference

Employee owned and customer powered, we make caring for
you our business. Working hard to understand your priorities so
we can get you covered on day one, then provide you
unparalleled Higginbotham Day Two Services® year-round.
Whether it's helping you prevent and minimize loss or offering
our deep expertise so you can worry less and accomplish more.

Higginbotham Dealer Services Day Two Services® encompasses
everything you need to turn risk into reward and challenges into
opportunities.

As one of the 20 largest independent insurance brokers in the
nation, Higginbotham Dealer Services' offers you the expertise
and resources of a Single Source solution.

¥ F&I Business Development
¥ Executive & Employee Benefits
¥ Retirement Plan Services

¥ HR Support Services

800-332-4264 https://www.higginbotham.com/business-insurance/specialties/auto-dealer-insurance




AMERICAN COMPANIES

Trust Built Over Decades.
Growth Built Everyday.

For 40 years, Phoenix American has blended the timeless
values of partnership with the tools and expertise that fuel
long-term growth.

#%# Dedicated ASE Certified Claims Staff
) Dealer Profit Participation Programs

) Training & Support for F&l Teams
ﬂ Nationwide (71

Fuel YOUI’ SUCCGSS =« sales@phoenixec.com
. e o & 800-552-6131 Ext. 1203

# www.phoenixec.com
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Federal Advocacy Priorities
During Great Outdoors Month

By Phil Ingrassia, CAE, RVDA president

J une is Great Outdoors Month, a celebration
of outdoor recreation and the national parks,
forests, and other public lands that make it
possible. While it's a moment to appreciate the
places we love, it's also an important reminder
that access, affordability, and infrastruc-

ture don’t happen by accident. They
require strong advocacy.

For RVDA, RVIA, and the
entire outdoor recreation
industry, this month is an ideal
time to spotlight the policies that
directly impact RV owners,
dealers, manufacturers, and the
millions of Americans who rely on
public lands. Two priorities stand out
this year.

Making RV Travel More Affordable:
“No Tax on RV Loans” Bill Introduced

To help keep RV travel within reach for more
families, Congressman Rudy Yakym (R-Ind.) and
Congresswoman Dina Titus (D-Nev.) have intro-
duced H.R. 8672, legislation that would
eliminate taxes on RV consumer loans. The bill
extends the Working Families Tax Cut’s no tax
provision for auto loans to include trailers,
campers, and all motorhomes.

The measure has strong support from RVDA
and RVIA and is a key focus of Advocacy Day
during RVs Move America Week.

Rep. Yakym emphasized the bill’s impact
on working families: “For millions of American
families, an RV is how they take a summer road
trip with the kids, see the country, or enjoy retire-
ment on the open road. It's a big investment,
and it should be treated like one.”

Rep. Titus added that RVs remain one of
the best ways to experience America’s national
parks and natural landscapes, providing
another reason to reduce barriers to ownership.

America the Beautiful Act and the
Legacy Restoration Fund

Affordability is only one side of the equation.
Access for RV travelers and other visitors
depends on safe, well-maintained public lands.
The Legacy Restoration Fund (LRF), created
in 2020 through the Great American Outdoors
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| hope
you'll take a
moment this
summer to discuss
these issues with your
elected officials and
candidates.

Act, has become one of the most effective tools
for repairing long neglected infrastructure across
national parks and other public lands. Aging
campgrounds, outdated water systems, rough
roads, and closed trails have long limited
access for millions of visitors.
In just a few years, the LRF has
funded hundreds of projects
nationwide, improving safety,
expanding access, and
protecting the natural and
historic resources that define the
American outdoor experience.
According to the National Park
Service, LRF investments have
generated an estimated $8 billion in
economic value, proving that maintaining
public lands pays off.

But the work is far from done. The federal
maintenance backlog still exceeds $40 billion,
much of it tied to infrastructure built in the 1950s
and 1960s, according to the Outdoor Recreation
Roundtable. Without reauthorization, the LRF will
go dormant, and repair needs will continue to
grow, which has the potential to limit access for
RV travelers and all outdoor enthusiasts. That's
why the bipartisan America the Beautiful Act (S.
1547) is so critical. The bill would:

@ Reauthorize the LRF for eight years,
through 2033

@ Increase annual funding from $1.9 billion
to S2 billion

@ Prioritize projects with at least a 15 percent
stakeholder match to encourage public
private partnerships

For the RV industry, reauthorizing the LRF
means ensuring that the parks, campgrounds,
and public lands our customers rely on remain
safe, accessible, and ready for the next genera-
tion of travelers.

As the country heads toward the midterm
elections, RVDA will keep you updated on the
progress of these key advocacy efforts. | hope
you'll take a moment this summer to discuss
these issues with your elected officials and
candidates. They need to hear directly from the
dealers who keep this industry strong and if you
need more information, just send a note to
info@rvda.org. Thanks for your support. =
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Turning Benchmarks into Real Team Progress
By Bob Been, RVDA chairman

130d34 S.NVINHIVHD

f you're leading an RV dealership today, you already

know how easy it is to get buried in numbers. Units,
gross, close rates, RO averages - it's all there. But the
real question isn't do you have benchmarks? It's are
they actually helping your people get better?

I've found that the best-performing dealerships
don't treat benchmarks as scorekeeping tools. They
treat them as conversation starters.

Let me explain. When you sit down with a sales-
person, a technician, or your F&l manager, the goal
isn't to review numbers for the sake of it. It's to answer a
simple question: “Where are you today, and
what's the next step forward?” That's where
benchmarks come in.

But they only work when they're
clear and relevant. A salesperson should
know exactly what success looks like.

Benchmarks
help your people
understand where
they stand, what's

Maybe it's 10 units a month, $3,000
average gross, and a 20 percent close
rate. A tech should understand expecta-
tions around billed hours and comeback
rates. Everyone should know what “good”
looks like in their role, without guessing.

And just as important, they should know what great looks
like. One thing I've seen make a big difference is using tiers
instead of a single target. Instead of saying, “You need to sell 10
units,” give them a ladder:

6 units: we need improvement
10 units: solid performance
15+: top performer

Now the conversation changes. People don't just aim to “hit
the number,” they start asking how to move up. Here's where
many dealerships miss an opportunity: they wait too long to look
at performance. If you're only talking about results at the end of
the month, you're coaching after the fact. By then, it's too late to
fix anything.

The better approach is to look weekly, even daily if you can.
Not just results, but activity:

How many calls are being made?
How many appointments are getting set?
How many are actually showing up?

Those are the early signals. When you track them, you can
step in sooner and help someone course-correct before they fall
behind.

And that brings me to something | think is critical:
Benchmarks shouldn't just measure results. They should measure
behaviors. Units sold matter, no question. But units are the
outcome of everything that happens before the sale - calls,

expected, and what's
possible next.

follow-up, engagement, consistency. When someone is
underperforming, the number itself doesn't fix the problem.
The behavior does.

So instead of saying: “Your numbers are low,” You can
say: “Let’s look at your appointments and follow-up, because
that's where we can improve.” That's a very different conversa-
tion.

Visibility also plays a bigger role than most people realize.
When your team can see where they stand; whether it's a leader-
board, a weekly scorecard, or even a simple dashboard; you
create accountability without saying a word.

Top performers stay motivated. Others see the gap and
know exactly what they need to work on. It turns performance
into something tangible, not abstract.

Of course, none of this sticks without alignment. If your
benchmarks say one thing but your pay plan rewards something
else, your team will follow the money every time. When bench-
marks and compensation are aligned - tiers, bonuses, incentives
- you create momentum. People see a direct connection
between effort, performance, and income.

That's when engagement really starts to rise. One last
thought, because it matters in our business: The RV industry isn't
static. Seasonality, inventory swings, and market conditions alll
play a role. Your benchmarks need to adjust with reality. If they're
too aggressive, people disengage. Too easy, and performance
stalls. The goal is to keep them challenging but attainable.

At the end of the day, benchmarks aren’t about spread-
sheets or dashboards. They’'re about clarity. They help your
people understand where they stand, what's expected, and
what's possible next. And when used the right way, they give you
something even more valuable: a consistent, productive way to
coach, develop, and grow your team. And that's what moves a
dealership forward. =
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Chairman

Bob Been

Blue Compass RV
Fort Lauderdale, FL

1st Vice Chairman
Brad Bacon
PleasureLand RV Center
St. Cloud, MN

2nd Vice Chair
Lane Bell

Bell Camper Sales
Bartlesville, OK

Treasurer
LaDonna Meadows
Tacoma RV Center
Tacoma, WA

Secretary
Travis Creech

Rex & Sons RV Inc
Wilmington, NC

Past Chairman
Larry Troutt, Il
Topper's RVs
Waller, TX

Director

Nick Lenzo

Colonial Airstream & RV
Millstone Twp, NJ

Director

Michael Moix

Moix RV Supercenter
Conway, AR

Director

Jeff Myers

Myers RV Center Inc.
Albuquerque, NM

Director

Russ Perkins
Tri-Am RV Center
Bulls Gap, TN

President

Phil Ingrassia

RV Dealers Association
Fairfax, VA

RVRA
Representative
Scott Krenek
Krenek RV Center
Coloma, Ml

RVAC Chairman
Jeff Hirsch

Campers Inn
Jacksonville, FL

Mike Molino RV
Learning Center
Chairman

Jeff Pastore

Hartville RV Center
Hartville, OH
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DELEGATES

Alabama
Vacant

Alaska

Brian Minster

Great Alaskan Holidays
Anchorage, AK

Arizona
Devin Murphy
Freedom RV Inc.
Tucson, AZ

Arkansas

Michael Moix

Moix RV Supercenter
Conway, AR

California
Vacant

Colorado
Whitney Holtz
Windish RV Center
Lakewood, CO

Connecticut
Lexi Roberts

Long View RV
Superstores
Windsor Locks, CT

Delaware

Ryan Horsey
Parkview RV Center
Smyrna, DE

Florida
Vacant

Georgia

Brad Walden
Southern RV
McDonough, GA

Hawaii
Vacant

Idaho
Vacant

lllinois

Mike Pilon
Rick's RV Center
Joliet, IL

(815) 725-4061

Indiana
Vacant

lowa

Randy Bowling
Bowling Motors & RV
Sales

Ottumwa, 1A

Kansas
David Howard
River Wind RV
Andover, KS

Kentucky
NeVelle Skaggs
Skaggs RV Country
Elizabethtown, KY

Louisiana

Brian Bent

Bent's RV RendezVous
Boutte, LA

Maine
Kenneth Blow
Seacoast RV
Saco, ME

Maryland

Greg Merkel

Leo's Vacation Center Inc.
Gambrills, MD

Massachusetts
Vacant

Michigan

Ryan Krenek
Krenek RV Center
Coloma, MI

Minnesota

Kevin Strusz

Hilltop Camper and RV
Fridley, MN

Mississippi

Chris Brown

Aberdeen RV Center Inc.
Aberdeen, MS

Missouri

Bob Cobb

47 West Trailer Sales
Troy, MO

Montana

Russell Pierce

Pierce RV Supercenter
Billings, MT

Nebraska

Tony Staab

Rich & Sons Camper
Sales

Grand Island, NE

Nevada

Darcy Walker-Fitch
Johnnie Walker RVs
Las Vegas, NV

New Hampshire
Scott Silva

Cold Springs RV
Weare, NH

New Jersey

Nick Lenzo

Colonial Airstream & RV
Millstone Twp, NJ

New Mexico
Bob Scholl

Rocky Mountain RV
World
Albuquerque, NM

New York
Denise Haggerty
Wilkins RV
Bath, NY

North Carolina
Brandon Honeyman
General RV
Salisbury, NC

North Dakota
Mike Boe

Adventure RV Center
West Fargo, ND

Ohio

Jennifer Radel
All Seasons RV
Streetsboro, OH

Oklahoma
Lane Bell

Bell Camper Sales
Bartlesville, OK

Oregon

Lisa Larkin

Gib's RV Superstore
Coos Bay, OR

Pennsylvania
Greg Starr

Starr's Trailer Sales
Brockway, PA

Rhode Island
Jim Tarro

Arlington RV Super
Center Inc.

East Greenwich, Rl

South Carolina
Vacant

South Dakota
Lyle Schaap

Schaap's RV Traveland
Sioux Falls, SD

Tennessee
Russ Perkins
Tri-Am RV Center
Bulls Gap, TN

Texas

Chris Hoover

Ron Hoover RV & Marine
Centers

Rockport, TX

Trip White
United RV Center
Fort Worth, TX

Utah

Jason Brown
Motor Sportsland
Salt Lake City, UT

Vermont
Vacant

Virginia
Rusty Stover
A & LRV Sales
Richmond, VA

Washington
LaDonna Meadows
Tacoma RV Center
Tacoma, WA

West Virginia
Gina Starett
Mountaineer RV and
Outdoors Store

Jane Lew, WV

Wisconsin
Mike Babcock
Link RV Center
Minong, WI

Wyoming

Mike Rone

Sonny’s RV Sales Inc.
Evansville, WY

AT-LARGE

Chase Baerlin
Bankston Motor Homes
Inc.

Huntsville, AL

Larry Besse
Primeaux RV
Carencro, LA

Steve Deffenbaugh
Great American RV
Superstores
Hammond, LA

Ben Hirsch
Campers Inn
Jacksonville, FL

Brandon Honeyman
General RV
Salisbury, NC

Paige Mills
Trailer World of Colorado
Henderson, CO

Warren Patton
Byerly RV
Eureka, MO 63025

Chris Reeder
Lerch RV
Milroy, PA

Steve Richardson
Camping World RV Sales
Riverside, CA

Chad Shepard
Pete’s RV Center
South Burlington, VT

Drew Tutton

Open Roads Complete
RV Service & Sales
White, GA

Jeff Zimmerman
Country Roads RV
Center

Lexington, NC

Participating Past
Chairmen

Chris Andro
Hemlock Hill RV Sales Inc.
Southington, CT

Debbie Brunoforte
Little Dealer, Little Prices
Mesa, AZ

Nathan Hart

Walnut Ridge Family RV
Sales

New Castle, IN

Andy Heck
Alpin Haus
Amsterdam, NY

Rick Horsey
Parkview RV Center
Smyrna, DE

Ryan Horsey
Parkview RV Center
Smyrna, DE

Mike Pearo
Hilltop Camper and RV
Fridley, MN

Mike Regan
Crestview RV Center
Buda, TX

Ron Shepherd
Camperland of
Oklahoma, LLC
Tulsa, OK

Tom Stinnett
Campers Inn RV
Clarksville, IN

Bill Thomas

Bill Thomas Camper
Sales Inc.
Wentzville, MO

Larry Troutt
Topper's RVs
Waller, TX

Brian Wilkins
Wilkins RV
Bath, NY
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Info for the Big Picture

By e, o

6 7 of families m TM

Camping

Hotel Stays

Vacation House
Rentals

Resort Stays

Road Trips

Glamping

Air Travel

say camping offers a better chance to
connect together over other forms of travel.

Children in the Household 2014 to 2025

: :

us. 2014 2015 2016 2017 2018 2019 2020
Overall

DID YOU KNOW?

Sharing a Love
for the Outdoors -
Together

Porents who grew up camping seek
to recreate those traditions for their
own children, drawn by camping’s core
value propositions: the nostalgic pull of
multi-generational connection, genuine
one-on-one interaction free from daily
distractions, and affordable access to
quality time. Despite reaching its lowest
level in a decade, potentially a reflec-
tion of the shifting age of campers and
competing vacations, families continue
to view camping as one of the most
accessible, low-stress travel options for
bonding. This resilience signals both a
challenge and an opportunity for oper-
ators to reclaim family camping as a
growth segment.

Source: This is an excerpt from the
12th Annual 2026 Camping & Outdoor
Hospitality report conducted by Cairn
Consulting Group and sponsored by
Kampgrounds of America, Inc. To
download the complete report, visit
https://koa.com/north-american-
camping-report. m

Campers with children in the
household are more likely to:

37% vs. 27%

camp more often.

58 % vs. 37%

rent an RV.

66 % want to

recreate childhood memories
while camping.

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.

Morgan Stanley

JUNE 2026 9



2025

DEALERSHIP
FINANCIAL BENCHMARKS

Source: Spader Business Management, an NCM Associates company
Analysis by Jeff Kurowski

Is your dealership as profitable as it should be? For some insight, compare your
margins and expense ratios with other dealerships 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 dealerships.

30 — I TOTAL SALES
I USED UNIT SALES
NEW UNIT SALES 265
24.7
24 —
21.6 21.8
20.6
00 19.5 19.9
18.3 18.8 :
18 — 17.1
16
15 14.9
12 Lno 12 12.7
9.5
8.5
7.6
6 —
0
"15 16 "7 18 19 '20 '21 '22 '23 '24 '25

Gross Margin as Percentage of New RV,

Used RV & Total Dealership Sales

In 2025, the average dealership’s gross margin as a gross margin as a percentage of sales of used RVs was

percentage of sales rebounded somewhat. The gross 14.9 percent last year, about the same as a year earlier,

margin (revenue minus cost of goods sold) as a percent-  and the gross margin as a percentage of sales from all

age of new unit sales was 8.5 percent last year, up from departments was 19.9 percent in 2025, up slightly from

7.6 percent in 2024, the lowest in at least 10 years. The 19.5 percent in 2024.
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Net Profit as Percent of Sales

After reaching record highs in 2020 through 2022, the
average RV dealer’s net profit (all sales revenue minus
all operating expenses) as a percentage of sales
plunged to 1.1 percent in 2024 before recovering
somewhat in 2025 to 1.9 percent.

Personnel Expense as Percent of
Available Income

Personnel expenses as a percentage of gross margin
declined slightly in 2025 to 50.4 percent but remained
unusually high when compared with most of the
previous 10 years. In addition to 2025, the only years
when personnel expenses as a percentage of gross
margin were above 50 percent were 2019, 2023 and
2024.

Advertising Expense as Percent
of Available Income

After post-Pandemic product shortages greatly reduced
the need for advertising by RV dealers, advertising
expense as a percentage of sales returned to pre-
Pandemic levels the last few years. The average
dealership spent 6 percent of sales on advertising last
year, slightly higher than in 2024.

Floor Plan Interest Expense as
Percent of Available Income

The Federal Reserve lowered its benchmark lending rate
during 2024 and 2025, and this was reflected in RV
dealers paying less for floor plan loans last year. The
average dealership spent 6.8 percent of its sales
revenue in 2025 on floor plan interest, down from 8.6
percent in 2024 and 8.7 percent in 2023. During the
Pandemic, the average RV dealer spent only 2.2 percent
of sales in 2020, and only 1 percent of sales in 2021 on
floor plan interest. In 2022, as the Fed moved to raise
borrowing costs, the average RV dealer spent 3.8
percent of sales on floor plan interest.

continued on page 12
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Continued from page 11

20

Fixed Expenses as Percent of
Available Income

Fixed expenses (mortgages, leases, property taxes, etc.)
as a percentage of gross margin rose in 2025 to 17.3
percent, the highest in at least 10 years. Fixed costs as a
percentage of sales ranged from 12 to 13 percent from
2015 through 2019, before dropping to 8.4 percent in
2021. Since then, it climbed to 14.9 percent in 2023 and
16.8 percent in 2024.

16 -

12 119 12 123
2 1.9

5 16 '17 18 "9 '20 '21 '22 '23 '24 '25

20

16 - Other Variable Expenses as
Percent of Available Income

12 10.6 10.6 1.4 1.5 17 113 Expenses that rise and fall depending on the amount of

9.9 10 business - such as electricity and water bills plus

seasonal employee wages - declined to 11.3 percent of
sales in 2025, compared with the most recent peak 11.7
percent in 2024. =

5 16 17 "8 "9 '20 '21 '22 '23 '24 '25

To stay ahead,

you must
remain adaptable.

Training is critical to your organization's success in ™
Ny 5

I any market. At NCM, we help RV dealers face the . ¥

ure with co nce by teaching practices
brd future with confidence by teaching best practi

that improve every aspect of their operation, from
profitability and performance to leadership and
customer retention.

SCAN TO LEARN MORE
If you're ready to drive business forward, we're

ready to show you the way.
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BANK

> Axos Capital Solutions

Introducing Axos Spark:

Technology built for RV dealership operations.

Manage your floorplan activity in our secure, streamlined platform.

© Real-time inventory oversight

Scan to protect cash
flow and accelerate
growth with Axos
Capital Solutions.

© Self-service common requests

© 24/7 account access

@ Secure compliance and document management

All loans and lines of credit are subject to credit approval. Bank products and services are offered by Axos Bank®. All deposit accounts through Axos Bank brands are FDIC insured through
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RV Dealers Report Small Profit in First Quarter 2026

By Jeff Kurowski, Director of Industry Relations

or the second consecutive year, the average RV dealers’ net
F profit as a percentage of sales was barely above breakeven
during the first quarter. The average dealers net operating profit
was 0.3 percent of sales during the first three months of 2026, down
from 0.6 percent of sales during the first quarter of 2025, according
to Spader Business Management, and NCM Associates Company.
The slightly above breakeven profit margins during the first quarter of
2025 and 2026 represented an improvement over the first quarter of
2024, when the average dealer posted a net loss of 0.3 percent of
sales. But there's still a long way to go to reach the net profit of 10.2
percent earned during the first quarter of 2022, or even the 2.5
percent achieved in early 2023. Here is how other data gathered by
Spader for the first quarter of 2026 compares with the first quarters of
2022 through 2025:

» Gross margin (sales revenue minus cost of goods sold) as a
percentage of total sales for the average dealer during the first
quarter of 2026 was 20.5 percent, up from 19.5 percent in the first
three months of 2025. In 2024, it was 19.4 percent, in 2023, it was
21.5 percent, and in 2022, it was 26.9 percent.

* Gross margin as a percentage of used unit sales was 14.4 percent
during the first three months of 2026, up slightly from 14.3 percent
in 2025, but lower than 14.8 percent in 2024, 17.4 percent in 2023
and 20.6 percent in 2022.

30 Net Profit as % of Sales
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as % of Gross Margin

Advertising Expense
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Floor Plan Interest Expense
as % of Gross Margin

Gross margin as a percentage of new unit sales was 8.5 percent
in early 2026, a significant improvement over 7.9 percent in the
first quarter of 2025 and 7.7 percent in 2024, but much below 10.4
percent in 2023 and 18.8 percent in 2022.

Personnel expense as a percentage of sales was 52.4 percent
during the first quarter of 2026, up from 51.7 percent during the
same portion of 2025. In 2024, it was 53.5 percent, in 2023, it was
48.3 percent, and in 2022, it was 41.5 percent.

Dealers’ advertising expense as a percentage of sales was 8.3
percent in the first quarter of 2026, up from 7.9 percent in the first
quarter of 2025. It also was 7.9 percent in the first quarter of 2024,
6.7 percent in 2023, and 4.1 percent in 2022.

Floor plan interest expense as a percentage of sales was 7.8
percent in the first three months of 2026, 8.1 percent in the first
quarter of 2025, 10.1 percent in early 2024, 8.9 percent in the first
quarter of 2023, but only 1.8 percent in early 2022.

Fixed costs as a percentage of sales was 18.9 percent in the first
quarter of 2026, 18.6 percent in early 2025, and even 18 percent
during the first three months of 2024, 14.6 percent in early 2023,
and 9.2 percent in 2022.

“Other variable costs” as a percentage of sales was 11.3 percent
during the first quarter of 2026, versus 11.2 percent in the first three
months of 2025, 12.2 percent in early 2024, 11.3 percent during the
first quarter of 2023 and 7.7 percent in early 2022. =
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KOA's O'Rourke and Winnebago’s Happe O: R
Outline Intersection of Health and the Great Outdoors
By RVDA Staff

utdoor Recreation Roundtable (ORR) brought together

government officials, state recreation leaders, innovative

researchers, and top outdoor industry and health CEOs
for the inaugural National Executive Forum on Health and
Outdoor Recreation in Washington, D.C. last month.

The Forum spotlighted the $1.3 trillion outdoor recreation
economy and its 5.2 million jobs, positioning the sector as a
ready-made solution to America’s growing chronic disease
burden, rising healthcare costs, and mental health challenges.

KOA CEO Toby O'Rourke and Winnebago CEO Mike
Happe were among the invited panelists, underscoring the RV
industry’s leadership in the national conversation about health
and the outdoors. The forum emphasized cross sector collabo-
ration, evidence based research, and real world solutions that
elevate outdoor recreation as a critical tool for preventive health.

“Camping sits at the intersection of two critical and
converging priorities: health and human connection,” O'Rourke
said. “Our research not only tracks how people travel, but why
they seek the outdoors in the first place. The findings are clear:
access to nature is not a luxury, it is foundational to wellbeing.
Outdoor hospitality has a meaningful role to play in delivering
that access at scale.”

Happe noted that linking outdoor activity to improved
wellness is “in the early stages of a movement,” adding that it
should be a bipartisan priority at a time when bipartisan issues
are increasingly rare.

New Rural Outdoor Recreation & Health
Top photo: Panelist Toby O'Rourke (center)

CataIYSt Grants Bottom photo: Panelist Mike Happe (center)

One of the major announcements at the Forum was the launch

of the Rural Outdoor Recreation and Health Catalyst Grant ¢ Supporting outdoor infrastructure and programs that
Program, a first-of-its-kind ORR initiative designed to put resources expand equitable access

directly into rural communities. Supported by the Richard King ¢ Embedding outdoor activity into workplace culture, benefits,
Mellon Foundation, the LOR Foundation, and The VF Foundation, and employee wellness

the grants will fund locally led projects that connect outdoor
recreation with preventive health, mental well being, and social
connection. These investments aim to demonstrate how commu-

Partnering with health systems to advance the outdoors as a
tool for prevention and better patient outcomes

nity based outdoor health strategies can be implemented ORR will highlight organizations taking action throughout
nationally. Great Outdoors Month in June.

“The research is clear, the momentum is real, and the State Leadership: The Confluence of States welcomed
partners are in the room,” said ORR President Jessica Turner. Connecticut as its 22nd member and announced new programs,
“What comes next is alignment across health systems, insurers, partnerships, and investments focused on outdoor recreation and
schools, employers, and land managers to activate a national health. These efforts will culminate in the first ever Summit on
vision that is already within reach.” Outdoor Recreation and Health this fall.

Turner emphasized that ORR’s goal is to influence how Science Backed Education: The American College of
schools approach recess, how employee benefit plans reward Lifestyle Medicine and the Nature & Health Alliance announced
outdoor time, and how the national health system views the a new partnership supported by a grant from the REl
outdoors as essential infrastructure. Cooperative Action Fund to launch an education series on the

. . science of nature and well being.

Action ltems Moving Forward The two day forum opened at the White House Historical

Association’s Decatur House, where ORR presented its Outdoor
Recreation Lifetime Achievement Award to Richard Louv, author
of Last Child in the Woods. u

The America’s Outdoor Era: ORR is calling on businesses and
trade organizations across the outdoor economy to take measur-
able action in three areas:

16 RV EXECUTIVE TODAY



» OUTDOOR
RECREATION
A ROUNDTABLE

June Is Great Outdoors Month

By RVDA Staff

Great Outdoors Month, a month-long celebration of

outdoor recreation and America’s parks, wildlife refuges,
forests, monuments, marine sanctuaries, waters, national conser-
vation lands, and other natural treasures. Great Outdoors Month
first started as a Great Outdoors Week in 1998. Since then, every
president, Congress, and states across the county have issued
proclamations designating June as Great Outdoors Month. Great
Outdoors Month is coordinated by Outdoor Recreation Round-
table and includes events held throughout the month including:

E very June, Outdoor Recreation Roundtable coordinates

ﬁ?{ Kids to Parks Day: coordinated by the National Park Trust
(May 24)

A American Hiking Society’s National Trails Day®: (June 7)

%R National Fishing and Boating Week: coordinated by the
National Boating and Fishing Foundation (June 1-8)

ﬁﬁ Great Outdoors Day of Service:
coordinated by The Corps Network (June 12)

ﬁﬁ National Get Outdoors Day: (June 14) U.S. Forest Service
fee free day

A National Go RVing Day: (June 14) coordinated by Go RVing

The National Wildlife
Federation’s Great
American Campout unites
campers across the country
in connecting with:nature,
wildlife, and one another.
Join us by taking the
pledge to camp =iina
park; d backyard, or even
your living room - and be
a part of the summer-long
celebration.

A Great American Campout:
coordinated by the National Wildlife Federation

A National Marina Days:
coordinated by the Association of Marina Industries =

\IE:Y D

e. DMM,is your solution!

LERSHIP TIRED OF WASTING TIME?

Fastest
turnaround
time in the

industry

<

No Per deal
contracts transaction

50 STATE DMV

REQUEST MORE INFORMATION TODAY!
INFO@S0STATEDMV.COM - 844.522.5967
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Campers Still Want to Get Outdoors -
but Economic Pressures Persist

By Trawvis O. Pryor

s the 2026 camping season moves into what should
A be its busiest stretch, campgrounds across the

country are confronting a mix of economic and
environmental headwinds that threaten to dampen early
season optimism. High fuel prices, regional weather

challenges, and shifting consumer behavior are all contrib-
uting to a slower-than-expected start.

Strong Memorial Day, Softer Outlook

At the Fort Collins Lakeside KOA Holiday in Colorado,
Guest Service Manager Mark Widdows reported a full
house for Memorial Day weekend - typically a reliable
indicator of a strong summer ahead. But the momentum
didn't last.

“We're seeing a number of cancellations for the
coming weeks due to fuel prices,” Widdows said.

Gasoline hovering well above $4 per gallon nation-
wide is forcing many RVers and tent campers to rethink
their plans. In Colorado, an exceptionally mild and dry
winter has added another complication: Larimer County’s
fire ban, which prohibits campfires and outdoor cooking at
the campground.

Economic Caution Across
the Outdoor Sector

The broader outdoor hospitality
industry is experiencing similar
patterns. Scott Bahr, president and
CEO of Cairn Consulting, said early
year expectations were higher than
what the market has delivered so far.

“The hospitality industry as a
whole has been seeing only marginal
growth due to gas prices and the
lackluster economy,” Bahr told RVDA. Still, he sees room for
improvement as the season progresses.

“Even with the gas prices, camping is still highly affordable,”
he said. A family of four traveling by RV and preparing their own
meals can still enjoy a cost effective vacation. Bahr expects more
RVers to return to campgrounds later in the summer - potentially
booking at the last minute if fuel prices ease.

“People still want to travel and take vacations,” he said.
“They'll adjust their budgets based on gas fluctuations. The desire
is still there, and the interest in RVing is still high.”

Regional Differences:
A Strong Winter in the Northeast

While the West struggled with a dry winter, the Northeast experi-
enced the opposite. Ski resorts in New England and Maine
reported strong seasons, even drawing visitors from Western
states. But the improved winter conditions haven't yet translated
into stronger early season campground traffic.
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“Things are slow,” said Erin Martin, manager of Bethel
Outdoor Adventures in Bethel, Maine, which offers river rafting
and a 33 site campground. “Our Fourth of July is usually
completely booked up, but right now we have so many
openings.”

Memorial Day weekend - only the campground'’s second
weekend open - saw just 13 sites booked. Still, Martin remains
optimistic. “More people want to experience camping because
it's an affordable option. It's just going to take some education
and the opportunity for them to choose camping over more
expensive travel.”

Participation Gap: A Growing
Industry Challenge

At the recent RVBusiness Power Breakfast in
Elkhart KOA President and CEO Toby
O'Rourke highlighted a trend that may be
contributing to the softer start: more people
are camping, but they're taking fewer trips.




Bethel Outdc_)_or Adventures

There were 52 million campers in 2025, a
24% increase over 2019. But 34% of those
campers only camped once last year.

“This difference in participation has a big
impact at campgrounds, but it also has a big
impact at dealers,” O'Rourke said. “If people
are not using their product, they’re not inclined
to upgrade or purchase another one.”

She called the participation gap “the
defining issue in our industry right now.”

“It's not about increasing awareness,” she
said. “It's about attacking participation.”

Looking Ahead

Despite the economic pressures, industry
leaders agree that the underlying demand for
camping and RV travel remains strong. The
challenge - and opportunity - lies in helping
consumers feel confident enough to take more
trips, even in a fluctuating economy.

As O'Rourke put it, “Making multiple
camping trips seem possible and feasible
again is key to jump starting the industry.” =

Outdoor
Adventures

PEACE 4 2
ofrMIND

A2CcoversA2Z.  A2C

Accelerate2Compliance is your FTC compliance expert. Accelerate2Compliance™
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RVRA Survey Uncovers Opportunities, Challenges

By Jeff Kurowski, Director of Industry Relations

V rentals are a gateway to industry
R growth if companies can use new

marketing strategies to reach more
potential customers, according to the
annual RV Rental Association (RVRA)
survey conducted this spring.

The survey showed the 2026 rental
season was off to a good start with 56
percent RV rental companies having more
reservations on their books. Here is a
breakdown of the results:

@ 9 percent said their 2026 rental reser-
vations were up 20 percent or more
compared with 2025.

@ 17 percent said their bookings were up
10 to 19 percent.

@ 13 percent said they were up 5 to 9
percent.

@ 17 percent were up 1to 4 percent.

@ 22 percent felt they’'ll have as many
bookings as in 2025

@ 4 percent said bookings will be down 1
to 4 percent.

@ 13 percent said down 5 to 9 percent

@ 4 percent predict it will be down 20
percent or more.

What's the Outlook for
RV rentals in 2026?

Most RV rental companies believe their
2026 RV rental revenue will be higher or
at least the same as it was in 2025:

How did your 2026 bookings compare with 2025?

22%

17%

odown 20%down
or more 10-19%

down
5-9%

down NO up

up
1-4% CHANGE 1-4%  5:9%
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@ 57 percent think their rental revenue
will be higher this year.

@ 35 percent believe it will be the same
as in 2025.

@ 4 percent feel it'll be lower.

@ 4 percent don't know.

Staying Profitable the
Biggest Challenge

Higher revenue does not automatically
mean the RV rental business is without
challenges. The biggest challenge -
according to those responding to the
survey -- is staying profitable. Survey
respondents were asked to rank 11 chal-
lenges to success on a 10-point scale with
1 being the most important challenge and
10 being the least important challenge.
Here are the rankings:

@ Staying profitable (2.57)

@ Attracting potential customers to their
dealership’s website or social media
pages (4.76)

@ Rental season is too short (5.00)
Staff training (5.10)

@ Finding affordably priced insurance
(5.71)

@ Rental units breaking down when in
use (6.43)

Acquisition of rental fleet units (6.43)

4

@ Finding finance sources (6.57)

Do you think your RV rental

@ Coach issues (7.43)
@ Tire issues (7.71)
@ Chassis issues (8.29)

Why Do People Rent RVs
Instead of Buying?

Do people rent RVs for vacation instead of
buying them because RVs cost too much?
The RVRA survey suggests that's not the
case:

@ 4 percent of rental operators said their
customers feel buying is too expensive.

@ 83 percent of rental operators said
their customers do not believe they'd
use their RV enough to justify the
investment.

@ 9 percent said their customers rent
because they want to try a particular
model or size.

@ 4 percent said their customers feel
there's too many hidden costs of
ownership such as paying to store their
RV.

Repeat Rental Business
an Opportunity

A way rental companies can meet the
profitability challenge is to maximize
repeat business. Forty-eight of those filling
out the survey said they have customers
who have rented an RV once before, and
24 percent had customers who rented at

Why Rent Instead of Buy?

revenue will be higher or lower

in 2026?

17%

Don't
(Ol,,e, Know|
0o\4 %!

Same

35%

up up 20%
10-19% or more

Want to try a particular

model or size
Too many —— ]
hidden costs 4%

Won't use it enough to
justify the investment

83%

Costs too much to buy
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least twice before. Another way is
for “traditional” RV rental busi-
nesses to use peer-to-peer (P2P)
RV rental platforms to complement
their marketing programs:

@ 41 percent of RV rental oper-
ators feel posting some or all of
their rental fleet on a P2P
platform “would be a great
addition to my marketing
program,”

@ 18 percent might use a P2P

platform “during the off-season
or when business is slow.”

@ 23 percent do not plan to use
P2P platforms.

@ 18 percent are undecided.

Do P2P Platforms Help
or Hurt Business?

P2P platforms and “traditional
brick & mortar” RV rental
companies do compete against
each other, but many traditional
operators believe the competition
is helpful:

@ 45 percent of the rental
companies feel P2P platforms
are “somewhat helpful” to their
profit margins.

@ 14 percent said P2P platforms
“somewhat hurt” their rental
business margins.

@ 14 percent feel P2P platforms
hurt their margins “a great
amount.”

How did your total RV rental revenue in 2025
compare with your rental revenue in 2024?

26%

down down down down NO up
21-:30% 11-20%  6-10%  1-5% CHANGE 1-5%

@ 14 percent think P2P platforms
had “no noticeable impact” on
their profits.

@ 14 percent didn’t know.

Many Customer Search
P2P Platforms First

RV renters are savvy when it
comes to searching for deals as
indicated by the fact many search
P2P platforms first before renting
from a traditional RV rental
company:

@ 55 percent of traditional rental
operators said 11 to 25 percent
of their customers searched
P2P platforms first.

@ 36 percent said 1to 10 percent
of their customers searched
P2P platforms first.

@ 9 percent said more than 25
percent of their customers
searched P2P platforms first.

RVRA is a division of the
RVDA dedicated to enhancing
professionalism and customer
service in the RV rental industry.
The annual survey was conducted
through the RV Retailer Intelligence
program, a service of the RV
Assistance Corp. (RVAC), a wholly
owned subsidiary of RVDA. To find
an RVRA member company, visit
WWW.IVFQ.0rg. =

up up up up up
610% 11-20% 21-30% 31-40%  41-50%

What percentage of your
rental business comes from
customers who searched peer-
to-peer platforms first?

What are the biggest challenge to success in the RV
rental business? (1 being most important, 10 least
important)

2.6%

Staying profitable

Attracting customers to
website/social media

Rental season is too short

Staff training

Finding affordable
insurance

Rental units
breaking down

Acquiring rental
fleet units

Finding financing
sources

7.4% Coach issues
7.7% Tire issues
8.3% Chassis issues

Have peer-to-peer rental
platforms helped or hurt
your rental business profit
margin?
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Leadership Is...Quiet

By Dustin Kaehr

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

sales floor was buzzing. Across the building,

a frustrated customer was headed for the
door, having just stormed off from being in the
back with a tech, and the loudest tech in the shop
was already telling everyone within earshot why it
wasn't his fault. The service manager was scram-
bling. The GM was pacing.

Then there was Marcus. Marcus had been a
service writer for nine years. Quiet guy. Steady. He
didn’t post on the group chat. He didn’t pile on in
meetings. He didn't tell anyone how busy he was.

While the noise swirled, Marcus stepped out
into the parking lot, caught the customer before
she pulled away, and asked one question: “Can you walk me
through what just happened?”

Twenty minutes later, the customer was back inside. Coffee
in hand. Apologizing for raising her voice. Marcus had already

F or a Tuesday in the Midwest, the dealership

pulled the file, looped in the right tech, and texted the GM a one-

line summary: “Handled. She’s staying. Loaner Friday.”

No one clapped. No one announced it. Marcus went back
to his desk and answered three voicemails before lunch. That's a
Silent Leader. And if you're not paying attention, you'll miss them
every time.

The Ones You're Not Watching

Walk into any dealership, and you'll spot the obvious leaders.
The talkers. The ones who fill the silence, run the huddle, and
dominate the floor. Some of them are great. Many of them are
loud, and that’s about it.

But look closer. There's almost always someone else shaping
the room. They don't grandstand. They don't perform. They lead
in the spaces between the noise. These are your Silent Leaders.

They're the parts advisor everyone checks with before
quoting a tricky job. The detailer who pulls a new hire aside
instead of calling them out on the line. The F&l manager whose
paperwork sets the standard so quietly that the rest of the team
raises their game without ever being asked. Influence isn't
volume. It’s trust compounded over time.

Four Things Silent Leaders Do

If you study the quiet ones on your team, you'll notice a pattern.
They consistently do four things that the loud ones often skip.

0 They listen longer than they speak. Their questions land
harder than other people’s answers. When a Silent Leader
asks a tech “What do you think happened on that unit?” the
tech actually thinks. That's coaching without the lecture.
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9 They build people in private. No audience required. The
Silent Leader doesn't correct a teammate in front of
customers. They don't celebrate themselves in the group text.
They pull people aside. They send the short note. They do the
work no one will ever see.

9 They protect the standard when no one is watching. That's
where culture actually lives. The Silent Leader walks past the
dirty showroom floor and grabs the broom. They re-do the
PDI checklist the right way even when no one would have
caught the shortcut. Standards don't survive on posters. They
survive because somebody refuses to let them slip.

G They make others look good. And the room notices. The
Silent Leader hands credit away on purpose. They lift the new
hire. They put the rookie sales rep in front of the GM. The
team feels it, even when no one names it.

The Cost of Only Rewarding the Loud

Here's where most dealerships get it wrong. We promote the
talkers. We celebrate the closers. We hand the microphone to the
same three people every Monday morning.

Meanwhile, the Silent Leader who is actually holding the
team together gets passed over for a manager seat because she
“doesn’t have the personality for it.” The tech who mentors three
apprentices on his own time gets nothing, while the loud one
gets the spiff.

If you only reward the loud, you'll lose the leaders who hold
the team together. If you only model the loud, you'll teach your
people that leadership is about performance rather than
presence. That's a culture problem dressed up as a personality
preference.



Your Move This Month

Walk your dealership this week with new eyes.
Watch the service counter. Watch the parts
counter. Watch the back of the showroom during
the morning meeting. Who's leading without a
microphone? Who do people quietly orbit when a
tough call needs to be made?

Name them. Thank them. Promote what they
do. Then tell them specifically what you see. Not a
generic “good job.” A specific sentence. “I noticed how
you handled that customer Tuesday. That's leadership.” Watch
what happens to the room. Because the strongest leaders in your

dealership aren’t the ones who demand the spotlight.
They're the ones who don't need it.
Leadership is...Quiet.

The Silent
Leader walks
past the dirty

showroom floor
and grabs the
broom.

About the author:
Dustin Kaehr, founder of the Think. Lead. Live. Group,
equips people, teams, and organizations to think differ-
ently, 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
sustainable performance. Connect at dk@thinkleadlive.com. =

Why Cross Training Fixed Operations Staff
Is Becoming Essential for Today’s RV Dealerships

Compiled by RVDA Staff

and margin pressures, the strength

of a dealership’s fixed operations
department remains a key element of
dealership profitability. Now, more deal-
erships are turning to the Mike Molino
RV Learning Center’s Fixed Operations
Online Training Program to cross train
their teams and build a deeper bench
of skilled employees.

The results speak for themselves.
More than 1,600 fixed operations
professionals have enrolled in the
program, which can lead to smoother
operations, higher customer satisfaction,
and stronger profitability. Cross training
is no longer a “nice to have.” It has
become a strategic advantage.

I n an RV market with sales volume

Cross-Training Helps
Reduce Bottlenecks

Dealerships that invest in cross training
report fewer bottlenecks and better
coverage during peak season or unex-
pected staffing shortages. When service
writers understand parts processes,
when parts staff understand warranty
requirements, and when everyone
understands how their role affects
Repair Event Cycle Time, the entire oper-
ation becomes more efficient.
Communication improves, repair orders
are cleaner, and technicians get the
right parts the first time. That translates
directly into faster turnaround times and

fewer customer complaints. The
benefits extend beyond workflow.
Cross trained employees are
more confident and more
engaged because they under-
stand how the whole department
functions - not just their indi-
vidual tasks. That sense of
competence and connection
reduces turnover, a major chal-
lenge for dealerships nationwide.
Employees who see a path for
growth are far more likely to stay,
and the RV Learning Center’s
online courses align with certifi-
cation tracks that help build
tomorrow’s service managers,
parts managers, and warranty
leaders.

Foundational Training for
New Hires

For customers, the impact is immediate.
A cross trained team delivers a more
seamless experience, with staff who can
answer questions, explain processes,
and keep customers informed. In an era
when CSI scores and online reviews
influence every sale, that level of profes-
sionalism matters.

The RV Learning Center’s Fixed
Operations Online Training Program
provides a consistent, industry validated
foundation for every role in the depart-
ment. Dealerships can onboard new

employees quickly and ensure everyone
receives the same high quality instruc-
tion. The flexibility of online learning also
means staff can train at their own pace
without disrupting daily operations.

As the industry continues to evolve,
fixed operations will remain a critical
driver of dealership success. Cross
training through the RV Learning Center
is one of the most effective ways to
strengthen your team, improve customer
satisfaction, and build long term profit-
ability. For dealerships looking to
elevate performance and prepare for
the future, now is the time to invest in
the people who keep the service
department running. Visit www.rvlearn-
ingcenter.com for more information. =
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Can Your DMS Influence Your Al
Search Results? YES. Here’s How

By Raginee Mamgain, IDS

obody saw this coming quite so

fast. A customer sits down at their

kitchen table, opens ChatGPT,
and types: “Where's the best place to buy
an RV in [city]?” They don't Google. They
don't scroll through ads. They just... ask.
And they trust what comes back.

We ran that exact experiment across
four Al tools: ChatGPT, Claude, Gemini,
and Perplexity. Same question, several
markets. The results stopped us cold.
Dealers we'd expect to top any list weren't
on it. Others we'd never have predicted
were showing up everywhere.

The difference wasn’t website design.
It wasn't ad spend. It wasn't even SEO. It
was reputation.

How Al Search Actually Works

Al search tools don't return a ranked list of
websites. They form an opinion. They
synthesize thousands of data points -
reviews, forum posts, directory listings,
local press mentions, social conversations
- and they make a recommendation. Like
a well-informed friend who's done all the
research for you. That changes everything
about how you get found. Your website
still matters. But it's one input into a much

\

Traditional search
Ranked list of links

| User query ]

| Keyword matching ]

Ad result #1

Ad result #2

Organic result #2

. .

)
)
Organic result #1 J
)
]

Organic result #3

larger picture. The question Al is really
answering isn't “who has the best
website?” It's “who do people trust?” And
trust is built in your service lane. At your
delivery. In your follow-up call three weeks
after the sale.

DMS operations
Close loops, sutomate

Attract

customers | Drives
i
Al visibility @ . Great experiance
Shaw Up in results i3 The reputatlon Cuistorrers feel cared for
flywheel

Generates

©

5-star reviews
Volume, recency, spread

When you stop dropping balls, customers talk.
‘When customers talk, Al listens.
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Al forms an opinion
Who do people trust?

One recommendation
Trusted by customers

The Connection
Most Dealers Are Missing

Here’s where it gets interesting and where
most dealers aren’t connecting the dots
yet. Your DMS isn't just a back-office tool.
It's the engine behind every customer
interaction that either builds or erodes
your reputation. And your reputation is
now your search ranking.

Think about it this way: A customer comes
in for a warranty repair. Your service team
is juggling ROs, parts are on backorder,
and nobody loops back to the customer
with an update. They wait. They get frus-
trated. They leave a 2-star review that
mentions being ignored. That review gets
read by Al. And suddenly you're not on
the list.

Now flip it. Your DMS flags the open
RO, prompts a service advisor to call with
an update, automatically sends a follow-
up when the unit is ready, and triggers a
review request 48 hours after pickup. The
customer feels taken care of. They leave a
five-star rating and mention the advisor by
name. That review gets read by Al, too.
And you move up the list. Same dealer-
ship. Different outcome. Different system.



“Dealers often ask us what
they should be doing to stay
competitive. The answer
hasn’t changed: take care of
your customers. What has
changed is that Al is now

watching whether you do.
Your DMS is what makes that
consistency possible at scale.”

- Frank Tamburrini,
General Manager, IDS

What Dealers Can Do
Differently

Dealers can strengthen their online reputa-

tion by focusing on a few operational
fundamentals:

@ Close service loops faster - so
customers never feel forgotten during
a repair

@ Automate follow-up - turning a one-
time buyer into a repeat customer
and an active referral source

@ Get visibility into the full customer
journey - so your team can deliver a
consistent experience at every touch-
point, not just at the point of sale

This is what levels the playing field.
Not a bigger marketing budget. Not a
website redesign. A system that makes it
structurally hard to drop the ball on a
customer. When you stop dropping balls,
customers talk. When customers talk, Al
listens.

Systematize review collection

Th

A

But Don’t Ignore
Your Website Either

Operational excellence drives reputation.
Reputation drives Al visibility. But there are
also concrete steps your marketing person
can take right now to improve how Al
reads your dealership. (See graphic
above.)

The Bottom Line

Al search is here. Your customers are
using it right now to decide where to buy
their next RV - and where to send their
friends.

The dealers who show up aren’t
gaming an algorithm. They’re running
their operations in a way that makes

Write content the way buyers search

n a

customers want to talk about them. And
they have systems in place that make
delivering that experience repeatable, not
accidental. Your DMS is either helping you
build that reputation or making it harder.

As Al-driven search continues to
evolve, dealerships that consistently deliver
strong customer experiences will be better
positioned to earn positive reviews, refer-
rals, and visibility online.

About the author: Raginee Mamgain leads
marketing at IDS and covers brand, demand
generation, and thought leadership. With more
than 12 years in marketing, she brings a sharp
focus on how emerging technology, including
Al, is reshaping the marketing landscape. =

Take Advantage of Your RVDA Websites

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 opportunities, 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. (e
Make www.rvda.org, www.rvlearningcenter.com and :
www.rvda.org/convention your first source for all dealership

information.

NG DEALER TIE-IN PROGRAM

Welcome to RVDA.org

IGRAM 15 HIRE
. AND MUCH MORE!

RV DEALERS

CONVENTION/EAFD

CONNECT.
LEARN.
I
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FOOD FOR THOUGHT

The Triple Threat

By Tom Kline, Better Vantage Point | Tuck The Octopus

“triple threat” is usually a compliment. In theater, it's the
A performer who can act, sing, and dance. In football, it's

the player who can run, pass, and kick. It's versatility.
Mastery. The kind of well-rounded excellence that makes
someone dangerous in a good way.

But in today’s dealership environment, the “triple threat” has
taken on a very different meaning which, unfortunately, is more
somber, and even ominous, depending on how you operate.

Because now, there are three threats aimed at the dealer-
ship. And they’re coming from three distinct directions at once.

Threat #1: The Customer

Let's start with the most obvious threat from a risk and compli-
ance perspective. It is the customers. Customers today are
empowered, informed, and, in many cases, skeptical. They're
walking in with screenshots. They're walking in with expectations.
And increasingly, they have complaints.

What are they doing with the complaints? Are they posting
on Google reviews and Facebook? Yes, sometimes. Other times,
they are writing directly to Motor Vehicle Dealer Boards, state
Attorneys’ General, and the FTC.

I 'was just on the telephone with a state regulator and here is
what she said: As an agency, they are receiving so many calls

Don’t Settle For

Market-Driven
Performances

o OUTPERFORM YOUR SELLING CONDITIONS
o GAIN MARKET SHARE
o INCREASE PROFITS

EVERY TECHNIQUE
& TOOL WE TEACH

IS DEVELOPED

IN THE RV INDUSTRY

FOR THE RV INDUSTRY

SALES TRAINING STARTS

AS LOW AS $250/MONTH

253-565-2577
SobelUniversity.com
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(“inundated and overwhelmed”), they are going to begin to
charge dealers with violations and fine them.

It doesn’t matter whether or not the consumer is “right” or
“wrong.” Regulators are getting complaints and they have had
enough. It's worth repeating: It doesn’t matter whether or not the
consumer is “right” or “wrong.” Regulators are getting complaints
and they have had enough.

The FTC didn’t wake up one day and decide to send
warning letters to 97 dealer groups for fun. In my opinion, the
action was driven by customer complaints. Customers are having
poor experiences at dealerships. For example, customers get
upset when advertised prices that don't match what they're
actually asked to pay. There are many recent examples,

It is not a coincidence that the Lindsay Automotive case was
settled about three weeks after the March 13 letters. The FTC
means business and this was their first example for all to see.

When a customer sees one number online and another
number in the F&I office, that gap doesn't just create frustration. It
creates exposure.

Complaints turn into investigations. Investigations turn into
enforcement. And suddenly, what started as “just how we've
always done it” becomes Exhibit A.

Satisfy your customers. Every, single one.

Threat #2: Lawyers and Regulators

If customers are the spark, lawyers and regulators are the accel-
erant. The FTC has made it crystal clear: the price you advertise
must be the price the customer pays including all mandatory
fees. You cannot disclaim your way into a new price.

The FTC is demanding clear and transparent pricing. | have
mentioned this in previous articles when mentioning their settle-
ments with StubHub, LiveNation, Express Scripts, and a $60
million settlement with InstaCart in 2025. This has been building
for quite a while.

The FTC $78.1 million case against on Lindsay Automotive
was based on alleged improper charges tied to deceptive
pricing, unauthorized add-ons, and deceptive practices. Publicly,
Michael Lindsay has said the math does not amount to $78.1
million.



Regulators are looking for patterns. If they see a pattern,
they act. Your website hygiene has never been more important
than it is right now.

Threat #3: Other Dealers

Dealers have not fully considered this problem. On April 17, the
FTC had a webinar to clarify some of the rules. During that
conversation, the FTC Director of Consumer
Protection, Chris Mufarrige, encouraged dealers to
turn in other dealers who are not following the rules: =k
(Take a moment to review this portal if you've never E =
looked.) =

For decades, compliance risk came from customers and the
government. Now it comes from across the street. Chris Mufarrige
encouraged dealers to turn in their competition if they are not
playing by the new rules.

Let's assume the FTC doesn’t react to these submissions
(which [ think they will). Dealers have not considered the Lanham
Act of 1946. Now, it will quietly become another accelerant (i.e. a
modern weapon) as one dealer can sue another for false or
misleading advertising.

If your competitor believes your pricing gives you an unfair
advantage because it's not fully transparent, they don't have to
complain. They can sue. This is no longer just about compliance.

The Convergence

Individually, each of these threats is manageable. Customers
complain. Regulators regulate. Competitors compete. But

together? It's a lot. A customer complains. A regulator investi-
gates. A competitor files suit. That's the new reality. That's the
triple threat.

Conclusion: Redefining the Triple Threat

A “triple threat” used to describe someone who could do three
things exceptionally well: run, pass, kick; or act, sing, dance.

Today, in automotive retail, the triple threat describes some-
thing else entirely: customers who can expose you, regulators
who can penalize you, or competitors who can sue you. Three
different skill sets. Three different angles. One unified risk.

So, consider becoming your own triple threat: in discipline,
transparency, and consistency. That's what a robust risk and
compliance program looks like.

Create a risk and compliance program. Audit it. Document
it. Again. And again. And again. =

About Tom Kiline:

Contact Tom at (757) 434-7656 or at tomk@bettervantagepoint.com.
Kline specializes 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, workshops, 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 publi-
cations 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.”

HELP DESK

& SOLUTION CENTER

@ 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:

www.rvda.org ¢
Email: info@rvda.org

Text: (227) 254-8890

Phone: (703) 591-7130, ext. 113

Care Camps
Foundation

Bringing children with
cancer together outdoors.
carecamps.org
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Mike Molino RV Learning Center e Milke Malio

College Scholarship Program € Rf'zuoe
FACT SHEET: 2026-2027 ACADEMIC YEAR """

ABOUT THIS SCHOLARSHIP

Made possible through the generous support of the Kindlund family, the RV Learning Center College Scholarship reflects
Newt and Joanne Kindlund's commitment to supporting the next generation of RV industry leaders. Each year, one
undergraduate student receives a $5,000 scholarship. Eligible applicants include rising sophomores, juniors, and seniors
pursuing degrees in business, finance, economics, accounting, or other RV industry-related fields. Students who are currently

working in the RV industry, have a family connection, or aspire to enter the field are encouraged to apply.

ELIGIBILITY REQUIREMENTS* APPLICANTS MUST SUBMIT:

Applicants must: A completed essay with 500 words or less

® Be arising sophomore, junior, or senior outlining your educational goals, career

pursuing an undergraduate degree aspirations, and connection to the RV industry.

* Beenrolled in or accepted to an accredited An official transcript from the most recently

four-year college or university completed academic year, showing a GPA of

* Be majoring in a field related to the RV industry 3.0 or higher

(such as finance, business, economics, ) ) o
] o A list of extracurricular activities, honors, and
accounting, or similar areas of study) ) ) i )
achievements. A resume including this

e Maintain a minimum cumulative grade point
average (GPA) of 3.0

information is acceptable.

* Demonstrate an interest in or connection to Alcirenuhicadstioy

the RV industry, either through current FAFSA documentation and a short financial

employment, family connection, or career commitment statement

BSp)mtion Optional (but highly encouraged) SAT or ACT

* Show a commitment to contributing to their scores. Accepted minimum scores are 1040 for

SAT and ACT Composite Score of 22.

educational expenses

e Submit a FAFSA Submission summary or

Student Aid Report summary page

*Dealer principals and their dependents are not eligible

for this scholarship.

Applications
accepted online

June 22, 2026

April 20 through ~ \

L

Mike Molino RV Learning Center | 3930 University Drive, Fairfax, VA 22030 | (703) 591-7130 | mfo@rvda.org




CERTIFICATIONS FOR THE PEOPLE WHO ARE
THE PUBLIC FACE OF YOUR DEALERSHIP

|THE FIXED-OPERATIONS PROFESSIONALS’ SOURCE FOR CERTIFICATION|

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.

OHIO

UNIVERSITY

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

e Evidence of competence, dedication, and
professionalism

For the DEALER, certification means:

¢ |mproved 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

L 4
The Mike Molino

( LEARNING
CENTER 4

Developing Top Performers

R o Barsaret Dvedaging fye foviuesrt Devedaging T Aerfscmors Dewiaging Fine

LEARMING LEARMING LEARMING LEARMING LEARMING
CENTER 4 CENTER 4 CENTER 4 CENTER 4 CENTER 4
ety Poriserrs Deveisgusy T por serses

Fom

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
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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 codlition 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.

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

Company:
Address:

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
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The Mike Molino

12™ EDITION CRf o)

SERVICE MANAGEMENT GUIDE
Now Available

he 12* 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.

SERVICE
MANAGEMENT
GUIDE

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.

1. Select format
ltemn #05MD printed Manual

ltem #05ME pdf on CD-ROM
Quantity: Manual CD-ROM

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

2. Purchase both the printed Manual and CD-ROM
____ Item #O5MF 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.

3. Members only! Send invoice to:

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
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A Clear Path to
Success

Steps to RV Learning
Center Certification

View more details about 6. Recertify Every
online courses. Five Years

5. Take the
Certification Test

4. Apply for
Certification**

The Mike Molino

" mm 3. Take a
‘4 CENTER

Practice Test*

Developing Top Performers g

The Mike Molino RV
Learning Center

3930 University Drive (2: Stt_:idvtfor
Fairfax VA, 22030 SR

rvlearningcenter.com

info@rvda.org 1. Complete RV

Learning Center
Online Course*

* recommended, but not
required for Certification

** minimum level of experience
required for Certification:

Parts Specialist: 1 year
Parts Manager: 2 years
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RVDA Endorsed Products

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

(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.

sales@coach-net.com

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) 637-55M

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 Ay
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&l 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.
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The Mike Molino RV Learning Center Proudly Recognizes These

CONTRIBUTORS

Contributed Lifetime
5/15/24 -5/15/26 Contribution

Contributed Lifetime
5/15/24 -5/15/26 Contribution

Sldel i NN MAJOR GIFTS $25,000 +
Kindlund Family Protective (JP) $23,543 $546,471  Reines RV Center, Inc. 8,500 67,525
Scholarship Brown & Brown Insurance (FR) 26,666 200,001  Wilkins RV (JBS) 10,000 58,000
s 370 ooo Lifetime Pledge: 200,000 Lifetime Pledge: 58,000
'
- 0 === RVAC 25,000 152,000 McClain's RV Superstore 4,000 57,000
Ron & Lisa Fenech Family Tom Stinnett (BH)(CS) 10,000 137,900  Curtis Trailers, Inc. (DP) 2,500 48,500
Foundation RV Dealership Bill Fenech 10,000 102,500  Pennsylvania RV & Camping Association 10,260 49,440
Employee Emergency
Relief Program Wave Express 75,000 100,000  Higginbotham Dealer Services (JP) 500 31,700
Lifetime Pledge: 100,000 .
3250 000 . . Alpin Haus (DP) 1,000 27,000
B I Horsey Family Memorial Fund (BH)(JG)(RF)(SH) 2,000 93,360 Hilltop Camper and RV 3846 26,968
Lifetime Pledge 550,000 Byerly RV Center (J8S) 1,000 80,500
yerly ' ! United States Warranty Corporation 4,000 26,250
Lifetime Pledge: 26,250
Major Gifts Donors CHAMPIONS $2,500 - $24,499
2N Crestview RV Center (DP) 2,000 20,500  Kroubetz Lakeside Campers 50 6,900
D) ¢
7//\\( Tacoma RV Center 10,000 19,500  Bill & Shannon Koster 2,000 6,000
2?2‘2‘:2;? Mike & Barb Molino (BH)(JBS)(JG)RVP)IRS)GM) 2,500 18,886 Lifetime Pledge: 10,000
» Bob Been of Blue Compass RV 2000 17,000 Steinbring Motorcoach (DP) 1,000 5,250
Brown & Brown Camperiand of Oklahoma, LLC 2000 15350 Ay Wekley's RV Center 1000 525
Lr\zssl(;aggi Colonial RV 6000 14750 Carpenter’'s Campers, Inc. 500 5,101
! Phil Ingrassia (JP)(CB)(JG)(DP)(RS) 1500 14100 Sowing Motors & RV Sales 3250 5300
RVAC American Guardian Group of Companies 2,400 14,000 Tri-Am RV Center of East Tennessee 1000 5000
$152,000 Best Value RV Sales & Service 250 1150 Umited RV Center 500 495
Cummins Inc. 10,000 10,000 The Walpole Agency 250 4,350
To P 1 o Lifetime Pledge: 10,000  Beckley's RV 500 3,750
Contributors from the Tom Manning & Associates 1,000 9,500  Dinosaur Electronics 200 3,400
Past Two Years RCD RV Supercenter 1,500 9,349  Bent's RV Boutte 900 2,900
1. Ron & Lisa Gib’s RV Superstore 1,500 8,037
Fenech Family
Foundation  $250,000 LEADERS $1.000 - $2 499
2. Newt Kindlund $101,000 ' “YS
3. Wave Express  $75,000 North Texas RV Repair 100 2,100  Profit System Dealer Service (JP) 1,000 1,000
4. Brown & Brown Priority One Financial Services, Inc. (JP) 2,000 2,000 Humphrey RV & Trailer 1,000 1,000
Insurance 526,666 Keepers RV Center, Ltd. 250 2000 NewtKindlund (CB) 1000 1,000
$
5. RVAC o0 Icon Technologies Limited 500 1,750  Deborah Brunoforte (CB) 1,000 1,000
6. Protective $23,543
RV Value Mart, Inc. 200 1,200
7. PRVCA $10,260
8. Tom Stinnett $10,000
9. Bill Fenech $10.000 Initials shown next to contributors indicate that a portion of their
: ! gift supports specific RV Learning Center Legacy memorials. Scan to donate &
10. Wilkins RV $10,000 Have an addition or correction to how your gift is recognized? to find a complete
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Mike Molino RV Learning Center

LEGACY DONATIONS

Contributions have been made to honor the following individuals:

Chuck Boyd (CB)
Rex Floyd (RF) Jaime Pais (JP)
Jerry Greer (JG) Dan Pearson (DP)
Barbara Herleman (BH)  Fran Roberts (FR)
Jim Shields (JS)

Sharon Horsey (SH) Carolyn Stinnett (CS)

Bob Strawn (BS)
Jim B. Summers (JBS)
Raymond Van Pelt (RvP)

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

RVDA Help Desk & Solution Center:

This program, administered by RVDA staff, will offer
F help and resources to assist RV dealers for a wide
n 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.

4=

College Scholarship:

The Mike Molino RV Learning Center’s Scholarship program
encourages deserving college undergraduates to apply for the
annual college award of $5,000. 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.
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2026 - Paris Las Vegas Nov. 9-13
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Partnering with
Protective is essential
for your F&I success.

Unlock the full potential of your dealership.

Maximize your profitability, customer satisfaction, and long-term growth with Protective’s
tailored F&I solutions.

For over 60 years, we've delivered personalized service, a robust suite of products and
wealth-building programs, along with innovative training to meet the unique demands of the
RV industry.

Partner with us and experience real F&I success.

Join the leaders in F&I success—
because your dealership deserves the best.
800-245-4359 | protectiveassetprotection.com/essential/rv

Protective (2 &
rotective ry. e/

SINCE 1992

XtraRide® Service Contract Programs | GAP Coverage | Limited Warranty Programs | Tire & Wheel Program
Wealth-Building Programs | Protective DOWC RV Program | Post Sale & Renewal Programs | F&I Training & Technology

An RVDH endorsed product or service is one that has been extensively evaluated by the RVDA to assure quality, dependability and overall value. RVDA and the RVDA Education Foundation receive compensation from a
Protective company for business generated by RV dealers. The Protective logo and service mark on this advertisement are property of Protective Asset Protection, Inc. and are protected by copyright, trademark and/or
other proprietary rights and laws. The Protective logo and trademarks are owned by Protective Life Insurance Company.




