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Confidentiality and Participation Agreement

In consideration of my being permitted to participate in a project for the provision of advise and assistance to small businesses, sponsored by Western Kentucky University, and thus receiving the increased educational experience that will result from my participation, I agree as follows:

1.) I agree that I will treat in strict and absolute confidence all information received by me from any business, firm or person requesting assistance of the kind to be provided under this project.  The information gathered for the report will only be used for classroom learning by students and the faculty at Western Kentucky University involved in the Small Business Institute program.

2.) I agree that I will not recommend to any business firm or individual requesting assistance the purchase of goods or services from sources in which I or other members of the Project Team or sponsors may be interested, nor will I accept fees, commissions or other benefits from the firm or individuals I or another member of the Project Team may recommend to the business, firm or individual so requesting assistance.  

3.) I certify that I am not involved in a business that competes with my client and will not be involved in such a business during the period and immediately following consultation.

4.) I will maintain confidentiality of any client information permanently:  I will never use or discuss any client information outside the classroom except with the client, or engage in any direct competition with client during or immediately following the case.

5.) I agree that I will not accept any fees, commissions, gifts or gratuities from the client or service on their advisory board.  I agree to avoid any other appearance of a conflict of interest.  

6.) I certify that neither any immediate family member nor myself has any interest in the ownership of the client’s business.

Given at Bowling Green, Kentucky, this 27th day of August, 2003.

________________


________________

Aaron French



Dwan Graham

________________
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Consulting Team # 2

Western Kentucky University

Bowling Green, KY  42101

October 14, 2003

Tamara Ward, VP Marketing

Camping World, Corporate Office

650 Three Springs Road

Bowling Green, KY  42104

Dear Tamara Ward:

It has been a pleasure to work with you in a management analysis of your corporation.  Your cooperation, patience, and enthusiasm made our job much easier and contributed to our learning.  We feel you have given us a great opportunity to use our formal education in a real-world application.

Our report makes recommendations based upon your input and our analysis.  We hope that the implementation of these recommendations will benefit your company.

The Small Business Institute program is made possible under a cooperative agreement with the U.S. Small Business Administration.  This report should not be interpreted as the official position of the U.S. Small Business Administration.  Instead, the report contains the views and opinions of the Small Business Institute student team based upon our discussions, observations, investigations, and analysis of both internal and external business conditions relative to your corporation’s operations. 

Any questions, comments, or other information you may need should be directed to Small Business Analysis Instructor, Dr. Leo Simpson.  His telephone number is 270-745-6174.

We hope this report will help you in the operation of your corporation.  Again, thank you.

Sincerely,  

_______________

________________

________________

Aaron French


Dwan Graham


Laura Ricke

Executive Summary

Since 1966, Camping World has grown from one store at Beech Bend Park in Bowling Green, KY to 32 locations nationwide.  Camping World has been helping individuals and families discover incredible destinations and adventures for the past 37 years by supplying RV aftermarket parts, service and camping equipment.  According to Camping World’s website, founder David Garvin began Camping World with a simple philosophy: "No unhappy customers, not even one."  Today, Camping World is known as the RV expert. 

Our team analysis focused on the following marketing areas:  target market, community involvement, retail, catalog and internet.  Each marketing area was analyzed using a five-step process of introduction, description, analysis, recommendation, and implementation.

Currently, the average age of Camping World’s target market is 59 years old, which holds true for customers making purchases from the retail store and the catalog.  Yet, the average age of Camping World’s customers on the Internet ranges from 45-50.  The age range of Camping World’s target market has the opportunity to widen, allowing the corporation to have a broader customer segment.  The recommendations for the target market are:

· Continue to focus on the specified target market for selling goods and services, 

but also to concentrate on future segments that have the opportunity to produce 

potential customers. 

· Continue to support charity organizations such as the Veterans of Foreign Wars 

that reaches the corporation’s current target market; yet, consider the target 

market is changing.

· Establish relationships with other organizations that appeal to the new wave of 

customers such as sporting events and outdoor activities.

· Continue to increase the technology using the Internet. 

Camping World does not currently participate in many community activities, which could be considered a major weakness for the company.  Community involvement gives organizations free publicity that in turn builds brand awareness.  Participating in community involvement could be a great opportunity for Camping World not only in local markets, but also may build brand loyalty on a national scale.  The recommendations for the community involvement are:

· Participate in community events.  

· Donate funds to a specified charitable cause. 

· Raise money for charitable organizations. 

· Participate in food and clothing drives.
· Sponsor a park clean up and restoration.
· Volunteer time in local nursing homes. 

· Partner with Safe Place Program. 

There is currently no direct competition in Camping World’s core retail market.  Camping World offers a unique selection of products and reaches a true niche in the market.  Because of this lack of direct competition, Camping World must continually evaluate the retail marketplace in general, examining merchandising trends and emerging technology.  The recommendations for the retail store are:

· Conduct an environmental scan yearly, not only seeking any direct competition, which may be emerging, but also, evaluating the newest development in the retail industry in general.

· Fully incorporate the power of the company’s newly developed intranet as a tool in communication and coordination.

· Increase exposure to potential new customers by expanding each store’s presence in the local marketplace.

Camping World is a sophisticated catalog marketer.  Data is meticulously collected and used extensively in all decision-making.  Additionally, the company’s personnel are acutely aware of the fact that since there is not a direct competitor forcing improvements, enhancement must come from within to protect Camping World’s status as the industry leader.  The recommendations for the catalog are:

· Use the modeling method to grow the business by adding a spin-off of the main catalog.  Consider launching Camping World At Home as a first effort to build upon the RV makeover promotion.

· Research the best methods and analyze costs of mailing catalogs to other countries.  Establish a country-by-country plan as warranted.  

The cost of doing business on the internet is much lower than the cost of doing business through the retail store or catalog.  Space on the internet is limitless which allows more information to be displayed about products and promotions.  Camping World currently displays a vast amount of information about the products the company sells.  The recommendations for the internet are:

· Display a message in the shopping cart saying additional charges may be applied for all orders outside of the United States.
· Offer special promotions to customers other than clearance items.
· Give more information about up and coming events and promotions at the retail stores.
· Give information about events going on in cities where Camping World retail stores are located.
· Continue to track the effectiveness of internet advertising and change methods accordingly.
· Create a message board for camping world customers to post questions, answers, or general information for other Camping World customers to see.
· Create a chat room for Camping World’s customer in order to keep them on the site and create a virtual community for customers to share experiences with each other.
· Increase the size of the staff in order to take full advantage of the opportunities available on the World Wide Web.
· Monitor competitive websites.
The analysis team encouraged the marketing staff of Camping World to seriously consider our insights and recommendation resulting from this analysis.  Camping World currently has an excellent VP of Marketing as well as other marketing staff who are very dedicated to the corporation.

History and Background
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Since 1966, Camping World has grown from one store at Beech Bend Park in Bowling Green, KY to 32 locations nationwide.  Camping World has been helping individuals and families discover incredible destinations and adventures for the past 37 years by supplying RV aftermarket parts, service and camping equipment.  More stores were opened during the 1980s and 1990s as RV travel became more popular.  The single 16-page black and white catalog has expanded to seven full-color issues each year.  Today, with 32 locations, online catalog and more than 20 million catalogs, sale flyers and other mail pieces distributed annually, Camping World is the world's largest and most trusted retailer of RV accessories, supplies and services.  Camping World is known as the RV expert in today’s world.

According to Camping World’s website, founder David Garvin began Camping World with a simple philosophy: "No unhappy customers, not even one."  That philosophy is still apparent within the company today.  The corporation’s motto is to take time to listen to the customers so that the company knows the needs of the customer.  Camping World personnel are available 24 hours a day, seven days a week through various resources which include, but are not limited to, toll-free phone, fax, TDD/TTY, the Internet or by mail.  All in-stock items are shipped the next business day, and if an individual has a question or needs additional information, the corporation’s friendly, helpful Customer Service and Technical Service crewmembers are just an e-mail or a toll-free phone call away. 

In 1997, Affinity Group Holding Company acquired Camping World as referenced by AGI’s website.  Affinity Group Holding Company is the parent company of several businesses that provide goods and services to the outdoor recreation market, primarily recreational vehicle (RV) enthusiasts.  Affinity Group, Inc. (AGI) operates several clubs for RV owners, including the Good Sam Club, Coast to Coast, Camping World's President's Club, MotorHome America Club, as well as Golf Card International.  AGI utilizes several forms of media to support enjoyment of the RV lifestyle.  The company also publishes books, such as campground directories and buyer's guides, and consumer magazines, including Trailer Life, Highways, MotorHome, and several regional publications. RV Business serves the recreational vehicle industry.  AGI extends the magazine format to several Internet sites and a cable television show, RV today; these outlets provide technical and non-technical information to RV enthusiasts and act as forums for RV-related businesses.

Lastly as separate companies, Camping World and AGI have cooperated successfully on marketing programs with RV manufacturers, dealers, and consumers.  The acquisition broadened the customer base for both companies, while saving costs by integrating redundant operations.

Marketing Overview
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 According to campingworld.com, since the opening of the first Camping World store at Beech Bend Park in Bowling Green, KY, the company has been providing RVers with quality products and services that make life on the road easier and more convenient.  Every year, Camping World’s marketing plan serves over 5 million visitors at its retail locations, while its Web site receives over 20 million hits annually.  In addition, the company markets the industry by selling its products through over 22 million mail-order catalogs and flyers.  It is by far the largest catalog operation in the RV industry.  The entire enterprise is supported by a 24-hour, toll-free ordering service staffed by more than 100 trained RV specialists. 

Camping World’s marketing strategy focuses on answering four questions in every step of the marketing development process:

1. Who is our consumer?

2. What is the message we want to send to the consumer?

3. What offers do we want to make available to the consumer?

4. What does the corporation want the consumer to do?

Individual marketing plans are created for retail, internet, and catalog.  The marketing plans for 03 and 04 are created dynamically which means that rather than creating a blueprint once a year for the corporation to follow, the marketing plan is in constant evolution as the environment changes.

Camping World’s parent corporation Affinity Group, Inc. (AGI) does not create or enforce marketing guidelines for the marketing department at Camping World.  Most companies under the AGI umbrella are service driven companies whereas Camping World is a product driven company.  Yet, there has been some integration of the two in sharing information, products and services.  Camping World has the ability to utilize the AGI mailing list to promote Camping World campaigns and visa versa.  Moreover, Camping World has integrated Resource Centers in many of the retail stores for consumers to acquire information regarding such things as insurance, Good Sam’s Club and other recreational related information.

One primary marketing tool used by Camping World is the President’s Club.  Camping World formed the President's Club to extend special discounts and benefits to regular customers.  The President’s Club, including more than 600,000 RVers, receives a 10% discount on all purchases at Camping World, plus added benefits and privileges.  Some examples include, but not limited to: 

· Save an extra 10% off Camping World's already low prices on every purchase made - including sale items and specially priced merchandise.

· Participate in testing some of the hundreds of products sold at Camping World.

· Win FREE Camping World RV products and accessories with the Members Only Giveaway.

· Receive RVView free five times a year and is filled with detailed new product information, travel, upcoming Camping World events and extra discounts for members only.

· Receive a free copy of the 240+ page Camping World Master Catalog RV reference book mailed in April.

· Save up to 75% off the news stand price for Trailer Life and MotorHome Magazines.

· Enjoy savings on all phone services from home or on the road.

· Enjoy an exclusive $20 savings on the first year of membership in the Escapees RV Club, a total support network for RVers.

President Club members are responsible for 85 percent of Camping World’s sales. A GERS database and reporting system combined with Congos Data Mining software allows the organization to track every purchase made by these important consumers to better market the products and services according to the developed marketing plan.

Other Camping World operations include ProCare Maintenance Service and Camping World RV Institute.  ProCare Maintenance Service offers repair and maintenance packages that include RV winterizing, appliance services, and 45-point RV inspections. The last category of Camping World operations includes Camping World RV Institute, which provides comprehensive training and quality vocational education for prospective RV service technicians.

One specific marketing method of Camping World is the Goodwill Ambassador Club.  This organization includes RV enthusiasts who travel and distribute Camping World materials such as catalogs, flyers to individuals as the Goodwill Ambassadors travel across the United States from one campground to another or from event to event.  These individuals are paid mileage to travel to specified events as well as their campground fees.

Camping World reaches RV enthusiasts through clubs, publications, the Internet and by sponsoring an annual event, the Great North American RV Rally.  According to AGI’s website, the first rally was held in Gillette, Wyoming, in July 2000. Members of Camping World’s President's Club and AGI’s Good Sam Club and the Coast to Coast, as well as readers of the company's RV publications, attended the event.  The rally featured entertainment, educational seminars, and an exhibition by more than 250 suppliers and manufacturers of RV-related goods and services.  Camping World held a sweepstakes, giving away a recreational vehicle, while the Good Sam Club celebrated its millionth member.  The first Great North American RV Rally attracted 11,000 people in 5,406 RVs; it was considered a great success as it raised the standards by which future RV rallies would be judged.
Camping World also developed new focus in the early 2000s by creating RV retail destinations.  The company initiated partnerships with independent RV dealers to locate Camping World stores next to the dealerships.  Camping World preferred situations which allowed the company to share space under one roof with an RV dealer.  Ideally, a common lobby area would house a customer lounge and offices, but each retailer's sales area would be separate.  In addition, Camping World wanted to establish comprehensive RV retail developments that provided for all of the needs of the RV lifestyle.  Each destination could provide a gasoline station, a convenience store, a restaurant, a waste dump, access to the Internet and limited banking. 

In conjunction with the new program, Camping World upgraded business and operating systems and updated the store design.  Stores took on a contemporary feel with a rustic, outdoor style.  Camping World expanded its merchandise mix, adding snacks and traditional camping equipment, such as tents and sleeping bags.  The company adapted the product mix to local geographic and seasonal requirements.  The changes succeeded in increasing the average check amount.  Camping World reported same store sales growth of 9.8% in 2002, contributing to companywide average sales growth of 6.4%. [image: image3.png]



Referenced by AGI’s website, AGI along with Camping World expanded its national presence among RV enthusiasts when it launched a magazine-style show for cable television, RVtoday.  The 30-minute show extended information found in AGI publications to a video format. RVtoday contained segments about new products, road tests on new vehicles, technical advice, and features on RV campgrounds and travel destinations.  A pilot show was completed in June 2000 and regular broadcast began on the Nashville Network the following April.  The company produced 20 shows to be aired on Saturday afternoons for 52 weeks, including reruns.  The following September the show moved to the Outdoor Life Network, airing five times a week.

Furthermore, AGI’s website reports, in January 2003, RVtoday began its third season on cable television and its first season as an in-house production.  In response to viewer input, the new season shows feature cooking and "how-to" segments.  The 26 episodes ran five days per week, but expanded to seven days in March, continuing to air on Outdoor Life Network.  Besides the campaign for television presence, Camping World has developed a national radio promotion campaign with the voice of George Jones, country music artist.  George Jones was chosen by Camping World as a marketing tactic to target the primary customer base to the products and services of the corporation.

Camping World’s marketing plan includes various environmental factors such as seasons of the year.  For Camping World, as the season change, the quantity and quality of the consumer differ also.  In the summer months, Camping World’s consumer base is much higher than in the winter.  Consumers are also purchasing more products as well as higher priced products.  In addition, Camping World’s strategy towards acquisition of new consumers varies in the summer months verses the winter months.  Furthermore, Camping World’s product mix changes as the season changes.  For example, the need for grills and/or air conditioners is higher in the summer months versus the need for antifreeze is higher in the winter months.

The future for Camping World’s marketing strategies will continue to strive for success as the middle age population enters into the age range of the target market sector.  Currently, 1 out of 10 American households own a recreational vehicle.  Camping World plans to continue to market the customer base predicting that as the number of households increases, so will the number of consumers.  

Lastly, Camping World's business philosophy is simple: "No unhappy customers, not even one."  The marketing department at Camping World takes this philosophy genuinely to heart while developing and promoting the marketing plan of the corporation.  Therefore, this concept has served as the basis of its remarkable growth and the foundation of its spectacular success as the largest RV specialty retailer in the industry.

Target Market


[image: image4.png]



 Introduction

The success of any marketing plan hinges on how well it can identify customer needs and organize its resources to satisfy the customers profitably.  Most companies invest time into marketing research, the process by which information about the environment is generated, analyzed, and interpreted for use in marketing decision making.  Proper research must be completed and evaluated to determine the corporation’s target market.  Knowing this information is a crucial element in any marketing plan.  

Camping World considers numerous demographics when determining a target market for goods and services for recreational vehicles.  Age, race, gender, geographic area and socio-economic groups are used to define an organization’s target market.  When a corporation determines its target market, the company is directing focus on, but not limiting it to, these customer groups that the corporation has identified.  

A corporation’s marketing strategy will determine the selection of customers to whom the company wishes to cater.  The decisions involved in identifying a corporation’s target market may include:

· How many segments to target.

· Which segments to target.

· How many products to offer.

· Which products or services to offer in each segment.

There are many other factors that define a corporation’s target market.  These influences may be either internal or external.  Some of the considerations in determining a target market may include: 
· Market maturity.

· Diversity of buyer’s needs and preferences.

· The corporation's size.

· Strength of the competition.

· The volume of sales required for profitability.

Determining a target market is a resource intensive process.  Surveys, statistical reports from the census bureau, and target markets of similar organizations may be used to help identify the target market.  Once this data is gathered and analyzed, the corporation evaluates the results and attempts to create a broad enough target market to be profitable.  When defining the target market, a corporation needs to ensure that the potential customers have the following:

· Easy access to products and services, whether it is by visiting a retail store, ordering by phone, fax, email, or through an E-Commerce web site.

· A market not inundated with indistinguishable goods and services.

· The willingness to pay the price for products and services that allows them to make a desirable profit margin.
Description

Camping World’s target market is an individual between the age ranges of 50-70 years.  The current average age of this market segment is 59 years old.  In addition, Camping World’s market segment is very family oriented with 98% of consumers being married.  Moreover, this specific age market segment is very patriotic with many of the consumers serving in foreign wars such as the Vietnam War.  Furthermore, approximately 1/3 of Camping World’s target market is currently retired with an average reported annual household income of around $50,000.  Yet, numerous of these retirees have savings that are not included in the calculation of yearly income.  Camping World’s target market consists of middle to upper class individuals who are able to afford recreational vehicles.  The majority of consumers targeted are located in the geographic areas of California, Florida, Texas, and New York.

This specific target market is the base of Camping World’s focus and the corporation strives to cater to the needs of the individuals in which the corporation has identified.  However, Camping World is not limited only to these consumers because over time the values and the beliefs of consumers will change.

Analysis

Currently, the average age of Camping World’s target market is 59 years old, which holds true for customers making purchases from the retail store and the catalog.  Yet, the average age of Camping World’s customers on the Internet ranges from 45-50.  This illustrates a new trend of customers for Camping World as well as the corporation’s ability to reach these customers with technology.  

In the near future, the average age of a consumer purchasing a recreational vehicle (RV) for the first time is projected to be 41 years old.  As younger populations increase purchasing power, the age range of Camping World’s target market has the opportunity to widen, allowing the corporation to have a broader customer segment.  

In addition, as the baby boomers move toward retirement, Camping World’s consumer base will continue grow substantially.  With one out of ten family households having a recreational vehicle as well as being a potential customer of Camping World, the target population will grow along with the increasing number of middle age family units.  Camping World’s sales would dramatically multiply without increasing the percentage of customers in the current target market. 

Furthermore, Camping World should attempt to reach more customers buying recreational products and services since there are 7 million households with an RV.  One approach for Camping World to utilize is by taking notice of the interests of the new target market segment.  For example, participating in sports activities such as professional baseball, basketball, and football games may be a possibility to advertise to the new target market segment.  

Camping World should continue to focus on its target market for selling goods and services, and additionally, concentrate on future segments that have the opportunity to be potential customers.  By establishing a relationship with these younger generations now, Camping World can instill name recognition with this specified market segment as well as start development of a relationship that will bring more customers in the future.  Camping World’s current target market consumer lifespan as a shopper may only be for ten years or so, but if Camping World were to bring in customers around the age of early 40’s when this specific age first enters the RV world, then that customer may be with corporation for 30 years or more.  Building relationships early will create a longer, lasting bond between Camping World and customers.

The average income of Camping World’s current target market is around $50,000.  However, this reported income value does not include the customer’s savings account and/or other reserved income.  Many of the new customers purchasing RV’s are in the age range between late 30’s and early 40’s.  The average income of new customers in the recreational vehicle industry is lower than the existing customer segment.  The new RV patron generally starts with a less expensive operational unit such as a pop-up camper then eventually purchases a larger, more expensive unit.  So while the income level of Camping World’s current target market averages around $50,000, Camping World should develop a relationship with individuals who may fall under this salary umbrella.  As the target market segment has a rise in salary (purchasing power), the dependability on a well-established recreational products and services business will strengthen.  

In addition, the majority of the younger consumer segment is purchasing RV’s because of the economical value for family vacations (studies illustrate vacations with recreational vehicles save the consumer 70% when compared to any other form) as well as the interest in outdoor sports.  This demonstrates a market change for the future of recreational products and services.  Camping World will feel the necessity to establish a relationship with this future consumer segment as well as identify desires for products and services and adjust accordingly.  It will be pertinent for the continued future success of Camping World’s corporation to develop new, dependable products and services that are requested by the new target segment.

Camping World’s current target market is very patriotic.  Numerous consumers have survived a foreign war.  Yet, the future, younger generation customer base tends to be less patriotic and more supportive of peace and unity.  Moreover, the United States is evolving into a more diverse country as the number of minorities increase every year.  The younger generations as well as immigrants do not have a direct connection to the war; therefore, Camping World’s marketing strategies geared toward patriotism will slowly become less effective.

The values and beliefs of the United States are changing with the new generation and the rising number of immigrants.  Therefore, strategies used to reach the target market may differ in relation to previous approaches.  For example, donations to such charitable organizations as the Veteran’s of Foreign Wars appeals to the current target market, but as the target market segment changes, this specific tactic may no longer be effective.  The new target market is classified as more outdoors oriented and adventurous.  Future promotions will need to change to accommodate these new ideas and styles of life.

Additionally, Camping World should continue to support charity organizations such as the VFW that reaches the corporation’s current target market; yet, consider that the market is changing.  The new wave of customers is less active in patriotic activities and involvement in the VFW and similar charity organizations would be less effective.  Therefore, one idea would be for Camping World to gradually establish relationships with other organizations that appeal to the new wave of customers such as sporting events and outdoor activities.

Camping World’s existing target market grew up in an era without the advancements of technology that the world currently has today.  Therefore, the target segment’s willingness to change and use this technology as well as appreciate it is not as great as the future market segments.  Besides, the younger generations such as the baby boomers and generation X have adapted with technology and are more technological savvy than Camping World’s current target market.  

Also, Camping World should start to strategically plan steps to advance industrial products and services in preparation for the technological market segment.  The younger generation is less patient than Camping World’s current target market.  Therefore, Camping World will need to start implementing the changes needed to accommodate the wishes of the future target segment.

Currently, Camping World is starting a new trend towards offering innovative technologies for consumers with items such as XM Radio.  Since the new customer market segment is more technologically savvy, Camping World will need to further the use of technology as a competitive advantage.  Continuing to increase the technology at the retail stores with new point of sale (POS) system is a great start.  The wave of the future is technological advancements.  Therefore, Camping World should provide customers with all the information and research that is possible about the company’s products and services with the use of technology.  In fact, a consultant to the catalog industry advises her clients that “Boomers are the most schooled generation we have. Companies will have to provide more information than in the past.” (Catalog Age, Your 21st-Century Customer, 6/98).

Furthermore, the e-commerce website is another example of Camping World offering innovative technologies for consumers.  This is an approach for Camping World to reach new customers in markets where the company does not have a physical retail store for the customer to visit.  In addition, Camping World could use this technology to connect customers to each other so that the customers may share information with each other through Camping World chat rooms and discussion boards.  This would be a great means for Camping World to build a community within itself for customers with related interests around the United States to communicate and share experiences.  It would not only create a virtual community for its customers, but it would also bring customers back to the website to visit that community frequently.

Recommendations

· Continue to focus on the specified target market for selling goods and services, 

but also to concentrate on future segments that have the opportunity to produce 

potential customers. 

· Continue to support charity organizations such as the Veterans of Foreign Wars 

that reaches the corporation’s current target market; yet, consider the target 

market is changing.

· Establish relationships with other organizations that appeal to the new wave of 

customers such as sporting events and outdoor activities.

· Continue to increase the technology using the Internet. 

Implementation

Advertise and promote the Camping World products and services at local sporting events where RV tailgating is popular.  Assign Goodwill Ambassadors to distribute Camping World flyers and catalogs at designate events throughout the year.  

Build a virtual community on the Camping World website with chat rooms and discussion boards.  Place discussion and chat links on the ecommerce site to attract internet savvy customers.  This provides the customers a place to discuss and recommend purchases.  

Increase the amount of information available on the Internet to Camping World customers.  Allow these customers to share feedback on purchases made with other potential buyers.  Place the feedback on the same page as the item the potential customer is viewing.  This should include both positive and negative feedback about items.

Community Involvement
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 Introduction
During the past 40 years, Camping World has had the opportunity to become involved in various community involvement projects.  For example, donating cash to charitable causes is the most common form of corporate community involvement.  Donating cash is a relatively quick and easy way of being charitable.  The United States government encourages corporations and employees to give through incentives in the tax system. In addition to making donations, corporations sometimes also match donations given by the employees.

Lobbying or Campaigning is another method of community involvement where a business can generate its own campaign to further a charitable cause or can join a charity's campaigning mission.  Campaigning for fairer trade can have a direct impact on commercial operations as well as having a positive humanitarian effect.  Currently, corporations are in a strong position to exert an influence on stakeholders, including the wider community and government.

Sponsorship is another form of marketing activity for a business to partner with an association for a charitable cause.  For example, an initiative planned by a community organization to raise funds, to raise awareness of its work or to simply be a part of its existing work, is supported by a business in return for corporate branding and publicity associated with that initiative.  Sponsorship can be an event, a publication, a product or a project.  A corporation can also adopt a particular charity and present it as Charity of the Year to the corporation’s employees and consumers.

Volunteering is another method that Camping World could consider to become more involved with community.  Donating time to further a charitable cause can be a tremendously valuable contribution.  It can also be rewarding and fun for the volunteer.  Employer supported volunteering can be encouraged by a business within or outside regular scheduled office hours.  Employees can choose the cause they want to support, or participate in company schemes linked to a charitable theme, such as homelessness.  Volunteering can be incorporated as part of a team challenge exercise, and used as a mechanism for charity fundraising. 

Contributions from businesses need not be in the form of cash.  The company can consider other forms of in-kind donation of corporate assets, products and facilities. Making these resources available can provide significant value to a community organization at next to no cost to the business.  Companies can consider donating redundant or surplus equipment, unsold consumer products, or free use of corporate facilities.  (Source:  Business Community Connection’s website)
Description

Camping World does not currently have a corporate fund set aside for community involvement and charitable events; therefore, Camping World does very little in the community at the present time.  Presently, Camping World is a supporter of United Way and regularly participates in events associated with United Way.  United Way of America is the national organization dedicated to leading the United Way movement in making measurable impact in every community across America.  

Also, Camping World sent a cash donation to the Veterans of Foreign Wars (VFW) organization during this past fiscal year by contributing a percentage of each retail store’s sales during the month of July 2003.  $50,000.00 was raised for this charitable organization through the promotion.  The Veterans of Foreign Wars has a rich tradition in enhancing the lives of millions through its community service programs and special projects.

Analysis 

Camping World does not currently participate in many community activities, which could be considered a major weakness for the company.  Community involvement gives organizations free publicity that in turns builds brand awareness.  Participating in community involvement could be a great opportunity for Camping World not only in local markets, but also may build brand loyalty on a national scale.  Additionally, studies have shown that encouraging employees to become involved in the community reaps rewards for the company, as key staff members are less likely to seek employment in another area when individuals are actively invested in the community. 

Donating to Veterans of Foreign Wars was very advantageous to the company’s image within its target market since a wide number of Camping World’s customers are veterans.  In addition, Camping World’s current customer base is very patriotic.  Therefore, by donating in a charity such as this one, Camping World reached the customers on a more personal level enhancing the image of the company.

In addition, raising money for charitable organizations would be another great opportunity for Camping World to build a positive image for the public.  Camping World could not only raise money within the organization from employees, but the company could also participate in external means of raising money; for example, volunteering employee time to phonathons and other organizations that strive to collect donations from the public.  One such example is the Crusade for Children in Louisville.  Furthermore, Camping World could participate or allow its retail stores to become a drop of center for donations which would also attract customers looking for a place to donate.
Moreover, participating in food and clothing drives to benefit the homeless would be another way to build a positive corporate image.  Furthermore, this shows that Camping World is not only concerned with the well-being of direct customers, but also the well-being of people in general.  This could generate good publicity by showing the public that Camping World is a caring and moral company.

Additionally, contributing more in community events would be a great way for Camping World to get free publicity as well as build a positive public image of the organization.  Camping World could sponsor a park clean up and restoration where employees volunteer to clean and restore a public park for families to enjoy.  This type of community involvement would reach the target market since most of Camping World’s customer base is family oriented.  

Furthermore, volunteering time in a local nursing home is another excellent opportunity for Camping World to demonstrate to retired customers that the organization will care about them beyond their years as a Camping World customer.   By creating the perception that Camping World is interested in people beyond the number of years as a consumer, relationships and loyalty can be developed.

Finally, partnering with the Safe Place Program for runaways and abused children is another opportunity for Camping World to increase community involvement.  Safe Place Program is a partnership between businesses and organizations to provide a safe environment.  The program designed to provide access to immediate help and safety to young people at risk of abuse, neglect or serious family problems.  It is a cost-effective program offering youth and family access to counseling and effective resolution to their conflicts before their situation escalates beyond their control.

Recommendations

· Participate in community events.  

· Donate funds to a specified charitable cause.  

· Raise money for charitable organizations. 

· Participate in food and clothing drives.
· Sponsor a park clean up and restoration.
· Volunteer time in local nursing homes. 

· Partner with Safe Place Program. 

Implementation

Assist needy children by encouraging employees to design backpacks for back to school.  The employees would create teams and Camping World would set a spending limit for each backpack.  Employees would then compete for the most original design.  The backpacks would then be donated to local children who would not otherwise be able to purchase these necessary supplies.    

Communicate with charitable organizations to determine plans for new/existing programs so that Camping World can assist in raising money.  Review and evaluate the charitable organization’s mission statement as well as philosophy to determine which charitable cause meets the marketing goals of Camping World.    

Organize a two-week effort during November for the entire Camping World Company; corporate office, warehouse, and retail stores alike, to bring in clothes, food and toys for the poor and homeless.  A company-wide effort would create a spirit of unification across the organization as all 1,200 employees contribute to a common goal.  Designate a staff member or small team to be in charge of promoting the event and sharing reports of progress throughout the organization.  Encourage district managers and store personnel, warehouse and administration supervisors, to take pictures and communicate successful efforts.  Make these images and stories available for employees to see on the company’s intranet.  Distribute items collected locally in bags and boxes with the Camping World logo.  After the effort, have a copywriter to develop a feature story complete with pictures and post it on the company’s website.  Share the story with media outlets. 

Notify and encourage employees to volunteer time to various non-profit activities.  Encourage employees to form teams and provide Camping World t-shirts to volunteers.  The team members could go out into the community performing services such as park cleanup and visiting nursing homes.  The community members would recognize the team as being a part of Camping World by the employee’s t-shirts.  

Contact the Safe Place organization, at 502-635-3660, and request information needed and signs required designating Camping World retail stores a Safe Place.  Camping World would prominently display a distinctive yellow and black Safe Place logo.  In addition, Camping World employees would be instructed on how to quickly connect the youth serving agency to the individual who needed assistance. 

Retail Marketing
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Introduction

Although the RV market has experienced a 42 percent gain in the past 21 years with an estimated population of 7.2 million RV’s now traveling our nation’s highways (RVIA, 2003), Camping World remains the only nation-wide chain of retail stores fulfilling the complete needs of the RV owner.  Camping World’s thirty-two retail outlets offer the most comprehensive line of RV accessories and supplies available to meet the demands of this niche market segment.  The company continues to increase its market coverage with plans to open additional stores in Oklahoma City, OK and Clarksville, IN this year and another store located in Elkhart, IN is scheduled in 2004.   The retail channel accounts for 75 percent of Camping World’s gross revenue.  This year, Camping World’s retail stores have produced over $775, 000.00 in year-over-year sales volume through July, with a corresponding growth in net income exceeding $350,000.00. 

Camping World manages its stores to communicate the message “we are your one-stop shop for all your camping and RVing needs.”  Camping World’s newest retail outlets have become part of a retail destination offering the customer everything from their RV itself, to its insurance, to the chemicals needed for it to function. The Gold Medal Dealer program, in-store resource centers, and an array of over 8,000 RV accessories and supplies are all aimed at communicating the brand’s image: knowledge, selection, value, quality, and trust. 

One of Camping World’s values is “We believe that everything we do is to benefit the customer.” To this end, the stores pride themselves on being open hours that are convenient to the customer’s schedule, with plenty of parking for RVs of all sizes plus all the stores have toll-free numbers so the customer can call ahead to schedule a check-in time for repair or installation by one of the RVIA-certified technicians.  Also, if an item a customer needs is out of stock at one of the stores, one can call Camping World from an in-store hotline to order it and the shipping and handling fee will be waived.   


Finally, Camping World informs the customer that everything it sells carries the 100% Satisfaction Guarantee.  If the customer is not satisfied for any reason, return the item and Camping World pledges to cheerfully refund their money.

Description

Marketing for the retail stores is primarily planned and developed at the corporate level.  The mission of the marketing department is to maximize sales potential, increase brand awareness and induce the customer to come to the store.   The department utilizes direct mail, e-mail campaigns, freestanding newspaper inserts, radio, and billboard advertising as vehicles to accomplish the objective.   

To increase retail store traffic, Camping World predominantly uses direct mail driven campaigns such as free standing inserts, flyers and post cards to advertise to customers within a given radius of each retail outlet.  Free standing inserts are used to reach new customers in the geographical market based on a zip code analysis where as flyers and postcards are mailed directly to established lists of RV enthusiasts including not only Camping World’s customer database but also the mailing lists of its parent AGI such as Good Sam members and Trailer Life subscribers.  E-mail campaigns are also used to tell customers about special events which are going on in the retail store. Direct advertisement to Camping World’s Presidents Club members are especially important as these customers are responsible for as much as 85 percent of the retail store’s revenue. 

In addition to company-wide retail advertisement campaigns, Camping World’s marketing department supports store or selected-stores-only special events.  These include grand openings like the event to celebrate Camping World’s newest Gold Medal Dealer store, Spartanburg, SC on Sept 18-21.  (see appendix E)  These special events may also use radio advertisement to create awareness of the new store.   Camping World has signed George Jones as a spokesperson for these advertisements, which tie in with live performances by his opening act and a signed guitar giveaway.  

Billboards are also used to advertise and help customers make their way to hard to find Camping World locations. The billboards are currently being evaluated on a market-by-market basis for effectiveness.

Camping World is using the power of technology and market research to test individual market segments and regions for the effectiveness of advertising and promotions.  In 2003, the cover and first two pages of the flyer were customized by product and promotional driver and the results were analyzed.

In the past, Camping World was a highly discount oriented organization.  In 2003, emphasis changed and discounts were limited to minimum purchases and special items.  Camping World’s basic strategy is to look at what has worked in the past and try to improve upon it but also attempts new and different promotions.  The philosophy states if the promotions are not failing occasionally, then the company is not trying hard enough and pushing the envelope.  Data is analyzed for every promotion to understand why a promotion either worked or did not.

In 2003, special emphasis was place on seasonal and regional appropriateness.  Promotion planning starts by examining the calendar and designing complementary promotions, such as those for Father’s Day and Labor Day.  The September promotional event features products and services customers need to prepare the owner’s RV for winter storage. 
Other promotions are created for special events like anniversaries, grand openings, car races, Area RV shows and Goodwill Ambassador visits.  Any special promotions desired by the retail store must be approved by corporate office in order to make sure promotion protects the brand.  

The marketing department communicates the promotions with a monthly merchandise plan which is sent to all the retail stores.  There are three store planograms based on square footage keeping the stores about 80% consistent so when a customer from California visits a Florida store, the consumer has a sense of familiarity with the store layout.  The merchandising plan contains any in-store advertising developed to support the current month’s promotion.  This plan helps the store to be ready to support the promotion with product and labor availability.  While it is marketing’s job to bring the customer to the store, the store’s personnel are trained to build on the promotions with knowledge-based product recommendations; for example, knowing that if a customer purchases “X”, the consumer also will need “Y”

Analysis 

There is currently no direct competition in Camping World’s core retail market.  Camping World offers a unique selection of products and reaches a true niche in the market.  The closest thing to competition Camping World has at the retail store level is the network of 2900 RV Dealers.  These RV Dealers will have a small store or section of accessories at the front of the dealership selling mostly consumables and chemicals specific to RV’s.  These small stores to not offer the breadth of products available at Camping World.  

Other competitors would be the “marts” of the world including K-Mart, Wal-Mart, and other stores dealing in similar products.  Just like the dealer network, these stores neither offer the variety of products Camping World does nor the knowledge of the lifestyle on which the customer has come to rely.  Because of this lack of direct competition, Camping World must continually evaluate the retail marketplace in general, examining merchandising trends and emerging technology.  Camping World should stay at the top of technology because new organizations entering the market can implement new technology very easily where as upgrading to new technology to catch up would be a much more difficult challenge for Camping World to confront.

Communication and coordination of the marketing plan generally flows through the district managers to the store managers and the ideas and requests from the store manager are transmitted through the district manager to corporate office.  The recent addition of a company intranet had aided the robustness and timeliness of the information available to the store manager; however, due to the geographic dispersion of the company’s locations and the management structure of the company, store managers currently have limited access to directly communicate with personnel at the corporate office or peers at the other retail stores.  Camping World stores vary by size and services offer.  For example, some contain a resource center, offer collision and repair service, or associated with the Gold Medal Dealer Program.  Therefore, some stores may be more similar and face the same challenges and opportunities as a store in another region than the stores in the same zone. The ability for store managers to share best practices and learn from each other would be an enhancement to productivity.  As Camping World continues to grow, good communication and access to the collective corporate knowledge will be increasingly an issue requiring management.  The company’s intranet could be used for employees at the retail stores to share information with each other and help improve the communication channels, which will help the company grow successfully.

The next generation of Camping World’s core customers is currently the largest economic group in our society, the middle ages, and this population will impact the marketplace as retirees just as theses individuals have in every other phase of their lives. Baby boomers differ from their parents and Camping World will be wise to start preparing now to capture their patronage.  Some evidence is seen already of the company’s adaptation to this change in the market.  For example, Camping World is creating a “do it now” approach in the service and installation department instead of requiring the customer to wait and make an appointment.  According to the VP of Marketing at Camping World, the company is redesigning the check out process at the retail level to make it faster as Middle age individualss tend to have less patience than their parents. 

 The knowledge of Camping World’s personnel combined with service and selection provide a distinct competitive advantage.  This product knowledge and support of the RV lifestyle serves as a bonding agent between the customer and the company.   As a result, increasing the number of customer exposures to the retail store will continue to build the customer base.  As middle age individualss begin entering the RV marketplace capturing their initial, first time queries will introduce the next generation of Camping World’s core target market to the brand and its strengths of knowledge, value, selection, quality and trust.

Recommendation

· Conduct an environmental scan yearly, not only seeking any direct competition, which may be emerging, but also, evaluating the newest development in the retail industry in general.

· Fully incorporate the power of the company’s newly developed intranet as a tool in communication and coordination.

· Increase exposure to potential new customers by expanding each store’s presence in the local marketplace.
Implementation 

Set aside two weeks yearly and assign a small team composed of cross-departmental members to conduct an environmental scan.  Begin the first year by establishing a record of the amount of space and depth of product line carried by the known retail competitors to start the baseline data each successive year can be compared in order to spot any trends of growth among the known competitors into Camping World’s core business.  

Also, examine retail industry trade magazines and attend an industry wide trade show to monitor technological developments in the industry in terms of advances in Point of Sale systems, inventory control systems, etc. and analyze the effect they could have on Camping World if a new competitor were to enter the marketplace equipped with them.  Conduct a cost/benefit analysis for any technology that shows promise in delivering higher customer satisfaction or reducing costs of doing business.

Develop a message board on the company intranet as a way to facilitate horizontal, real-time communication among the retail store managers.  Have a contest with rewards as a way to entice employees to the new tool and make them comfortable in using it.  A reward could be offered for the best merchandising technique or promotion idea or story of above and beyond customer service.

Additionally, encourage communication from the retail store level.  Post an invitation on the intranet.  Ensure store personnel can locate the person at the corporate office working with the area of concern by providing complete organizational charts with email addresses and even pictures.  Communicate the importance of responding to the ideas and issues presented by store management with the staff at the corporate office.

Encourage each store to actively scout opportunities in the local area to reach the target market.  These activities should include not only be events which attract the Type A motorhome owner, but also events to draw the smaller camper and tent owners, entry-level consumers.  Welcome the event participants to the store with banners and signage both at the store and at the event.

Catalog Marketing




Introduction

Camping World first began to use the catalog as a way to reach new customers and provide current customers anywhere, anytime access to its products in response to the success of the first store.  Today, Camping World distributes over 20 million full color catalogs annually through direct household mailings and placements at campgrounds, trade shows, and events through its Goodwill Ambassador Program. 

Camping World’s catalog division is responsible for the design, production, printing and distribution of catalogs and flyers. The call center takes customer orders and provides customer service.  The call center’s goal is to serve the customer to the greatest extent possible with a one-call resolution strategy.   Call center representatives undergo an extensive two-week training period learning to facilitate customer requests.  When a customer calls Camping World and asks for assistance, call center representatives are equipped with internet access for product specifications and information as well as a detailed guidebook of answers to frequently asked questions for effective customer service.   Technical representatives and customer service specialists are available by phone if the issue is beyond the scope of these resources. 

Description

The marketing department of Camping World develops, plans and communicates the promotions for all catalogs and flyers.  Camping World implements a quarterly plan utilizing a 4-4-5 week scheduling strategy which is dynamic.  If situations arise, the quarterly plan is adapted in response to the changing business conditions such as an increase in paper or postage costs.  The value of the plan lies within the structure it provides in setting aside the time to brainstorm and discuss ideas.  The plan develops first in accordance with the calendar taking into account the season of the year and what the typical customer’s interests are at that time to determine appropriate product drivers.  Additionally, any holidays that fall within the quarter are considered for promotional themes.  Successful promotions from the previous year are recycled and repositioned incorporating what worked well and eliminating what did not in the current year’s effort.

Generally, the promotions planned are multi-channel, retail, catalog and internet, and the focus is echoed by the call center.  Camping World has discovered that sending emails reminding customers that the new catalog has arrived as well as advertising its featured product driver have both increased response rates to the catalog.  In tracking the performance of each mailing and distribution, Camping World makes extensive use of 800 numbers and source codes to identify the particular vehicle which delivered the sale.  Similarly, requests for a catalog are tracked to evaluate the effectiveness of the prospecting method.  In 2003, Camping World purchased some advertisement on outdoor and sports related television programming with high male viewership to prospect for catalog requests.  The initial figures show the effort to be marginally successful although the results are still under evaluation.  

In years past, Camping World mailed out catalogs on a predictable schedule; however, last year the company instituted an effort aimed at converting the mailing strategy from one based on RFM:

Recency, how recently has the customer ordered; 

Frequency, how often has the customer ordered; and 

Monetary value, how much has the customer ordered; 

to one based on a modeling method, employing a third party, Acxiom Corp., to establish the database.  Acxiom describes its core competencies on its website as providing data solutions which are key to analyzing a customer base, pinpointing the ideal customer, and then cultivating the base to find more customers who match those ideal characteristics.  

Monthly catalog mailings are aligned with the results of the modeling method planned for 2004. 

Currently, Camping World only mails two versions of its catalog, a general audience catalog and a version for President Club members only.  Printing, production, and distribution of a catalog is expensive and since each catalog must be profitable and each square inch of space is analyzed for effectiveness, printing different versions of the catalog based upon geographical regions is not practiced.  Flyers; however, with their lower page count and costs, have been customized somewhat for regional distribution. 

Camping World’s catalog demonstrates the tenets of the brand:  knowledge, selection, value, trust, and quality.  The catalog, in addition to attractively presenting the company’s offerings for sale, reinforces the depth of the commitment to the customer’s RV lifestyle by providing information on the other aspects of Camping World’s business:  retail store locations, the Gold Medal Dealer program, Resource centers, and Service and Installation availability.  Moreover, on every page the catalog communicates the idea that the company is seeking a long-term mutual association with the customer through headers exclaiming the Satisfaction Guarantee and promoting the President’s Club where frequent, loyal customers are rewarded with 10% savings.  Every item reinforces the value of the membership by showing the savings a relationship with the company affords.

Furthermore, Camping World’s catalog is integrated with the website. Groups of similar items appear with an invitation to learn more about them or explore even more choices along with the specific web address for the information offered.  

Analysis

Camping World is a sophisticated catalog marketer.  Data is meticulously collected and used extensively in all decision-making.  Additionally, the company’s personnel are acutely aware of the fact that since there is not a direct competitor forcing improvements, enhancement must come from within to protect Camping World’s status as the industry leader.

Camping World’s new modeling process will yield unprecedented knowledge of its current customers and their buying habits.  Modeling defines and ranks the customer much more precisely than RFM because it looks at all the variables simultaneously, such as merchandise categories, satisfaction indicators, including returns, exchanges and allowances; and overlay demographics such as age, income, martial status, and children.  Statistics-based predictive models do a much better job at determining future purchase behavior. (Wheaton, Multiple analytical tools, Catalog Age, 2/1999).

The company can use the knowledge gained from modeling to eliminate unprofitable mailings.  The money saved could be used to facilitate new catalog efforts to grow the business.  For instance, currently Camping World only mails two versions of the catalog: one to the general audience and a second to President Club members only.  Camping World could take the information gained from modeling and test the brand extension, a strategy used by other catalog companies such as LL Bean, Cabelas, Bass Pro Shops and Orvis, where different catalogs are developed that focus on a particular segment of the cataloger’s business.  For example, LL Bean produces a home furnishings catalog; Cabelas releases an exclusive catalog for clothing; and Bass Pro Shops targets a catalog to saltwater fishermen, “Offshore Angler.”  Lois Boyle, president/chief creative officer for J. Schmid & Associates, a catalog consulting firm, states, “There are two reasons catalogers should consider spinning off a title, first, to capitalize on a trend or product category that will appeal to prospects. And second, to create an offering that will increase sales from your existing customers.” (Catalog Age, 5/2003).

Camping World could adopt a similar strategy in testing a catalog version targeted to the women of RV households the corporation mails, focusing on Camping World’s products to enhance the “home” aspect of the RV.  The overwhelming majority of RV owners are married and while the catalog does currently offer several pages of products to enhance the internal living environment, the dominance of mechanical elements in the catalog give it a decisively male appeal.  A catalog aimed at the women in the current target market and launched in conjunction with a wrap up of the “Win a RV Makeover” promotion, showing before and after pictures and demonstrating attractive, practical storage solutions and innovative products, would tap into the customer’s desire to improve and decorate her own RV home.  Since the female usually decides what to buy once the decision is made regarding whether to buy, increased sales from the current households already familiar with the brand should result.

Everything Camping World does, however, must be examined in terms of return on investment (ROI).  Therefore, any adoption of this strategy should be done at the lowest cost possible.  During recession, companies are advised to restrict capital expenditures and use growth strategies requiring only variable costs.  Additionally, prospecting is more expensive than current customers (Catalog Age, Are Spin-offs Paying Off? 3/2003).  A spin-off from the main catalog could be supported within Camping World’s existing infrastructure and current customer list; thus, falling within the recommendations.  Producing the spin-off at the lowest possible cost would involve coordinating efforts with the merchandising department to review products under consideration.  Also, the catalog could be used as a cost effective marketing research tool by allowing products to be tested before the expense of a purchase and slot allotment at the warehouse.  The vendors seeking Camping World’s adoption of their products could be asked to contribute towards the cost of placing the new offering in the special catalog with the reward if the product proves itself; it will be added to Camping World’s product mix.  Vendor drop shipment would be required for any unstocked products in the test catalog.  Additionally, inserts from other companies could be sold for delivery in this special issue to defray costs.  

In addition to mailing smarter and growing the business, Camping World’s catalog must face and adapt to challenges presented by environmental forces.  These include the effects of the internet and technology on the customer and the globalization of the marketplace.   Herschell Gordon Lewis, author of Catalog Copy that Sizzles, suggests the internet has impacted catalog shopping with consumers preferring an index and home page approach similar to that found on the company’s website.  Camping World has already adapted its catalog to include an index which allows the customer to reach the desired product fast.  Moreover, Camping World’s catalog has adopted the use of headings that direct the action and deliver a benefit statement. 

Additionally, the presence of the company on the internet will bring in customers from around the globe who request the catalog and product shipments.  Camping World, along with companies across the United States, will have to research the best methods to effectively meet the demands of these customers; while upholding profitability in doing business. 

The USPS has two international services, International Priority Airlift(APA), which delivers U.S. catalogs in 3-5 days or International Surface Airlift (ISAL) which can take 7-14 days for delivery with reduced mailing costs depending on the country being mailed.  Another choice is direct entry mailing. Direct entry involves using air freight to transport the catalogs to the foreign country and then dropping them in the local mail. The cost-effectiveness of direct entry vs. USPS’s ISAL depends on the destination country, the weight and the quantity.  For example, direct entry can be a better choice for some countries such as the United Kingdom but local postal rates are very high in Japan and Germany making ISAL the better choice.  Each country would need to be examined and it may be determined some business is just too costly to pursue.

Recommendation

· Use the modeling method to grow the business by adding a spin-off of the main catalog.  Consider launching Camping World At Home as a first effort to build upon the RV makeover promotion.

· Research the best methods and analyze costs of mailing catalogs to other countries.  Establish a country-by-country plan as warranted.  

Implementation
To test a focused segment catalog, marketing should collaborate with the merchandising department to examine all currently stocked products meeting the target catalog’s aim and any additional products showing promise.  To get vendor involvement, contact the identified vendors of the new products and secure their financial stake in the venture as well as drop ship commitment. Distribution of a few insert advertisements with the mailing could be offered to advertising agencies. Once the catalog’s offerings have been decided, select the model segments showing promise for the interior furnishings catalog; for example, those customers who have purchased similar products in the past.  Stay true to the look of the brand, but modify the copy and cover to appeal to the targeted audience of the book, the woman of the “home.”  Finally, measure the results of the spin-off to determine if more issues should be produced and any of the new products would be cost-effective to add to Camping World’s inventory.

In deciding how to best respond to customer catalog requests and merchandise orders from other countries, begin by consulting a mailing service vendor that specializes in international mailing logistics.  These include:

American Package Express, 949-851-2510, www.shipapx.com
Arrow Canadian Mailing Services, 313-961-8334, www.mailingcanada.com
Canada Post, 800-260-7678, www.canadapost.ca
Deutsch Post, 410-729-1948, www.deutschepost.com
Direct Link (formerly Scandavian Post Office) North American Division, 908-289-0703, www.directlink.com
Fala International Mailing Services, 800-700-Fala, www.fala.com
Omnisort International, 631-254-6406, www.omnisort.com
Royal Mail, 646-742-555, www.royalmail.com
R.R. Donnelley Logistics, 800-800-Ship, www.donnelleylogistics.com
(Source: http://catalogagemag.com/ar/marketing_mailing/index.htm ).

Internet Marketing
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Introduction

The Internet has steadily grown to become an important avenue of promoting, selling, and distributing products.  Camping World began the online sales department in 1998 when the corporation launched the campingworld.com website to create a different means of reaching the target market.  Camping World’s website has grown into a multimillion dollar operation generating over 6.6 Million in sales so far this year.  In 1999, Camping World was rated as one of the top 50 retailers on the Internet.  The Camping World website is directed by a collaborating group of two full-time marketing individuals and two full-time web developers.  The campingworld.com website is directly managed by Camping World’s parent company, Affinity Group Inc. (AGI).

Camping World’s website is a combination of RV information and an on-line store collectively offering over 11,700 products with complete descriptions, graphics, and technical information.  The website provides Camping World’s customers with more than just a shopping experience; it’s considered a destination for the RV lifestyle.  The Camping World website offers other pertinent information ranging from weather, technical libraries, and discussion boards to RV dealers, campground reservations, travel directions, vehicle services, insurance information and more for the internet consumer.

The Campingworld.com website and marketing employees pride themselves on a friendly, easy to navigate website.  The website is frequently updated with information relevant to the world of outdoor recreation, making campingworld.com a one-stop-shop for any camping accessories, supplies or service.
Description

The pricing on is based on the prices offered at the retail store as well as the catalog.  Currently, the website does not offer very many special prices that differ from the retail store or catalog. The internet specials Camping World does provide are special sales on limited items which are not selling in the retail store or in the catalog.  The purpose of these specials is to try and promote the products and sell them quickly in order to move inventory out of the warehouse.  These sales are not very effective because they are items the customers are not highly interested in which is why they are not purchasing them.  The main reason for Camping World not offering more special pricing on the internet and hot items is the company does not have enough people working on the internet marketing and online services to support and maintain special pricing.  

With catalogs, every spot on every page has a cost and there is limited space available on each page to display information about the products.  In the retail stores there is limited space on the shelves for the products as well as space to provide information about the products.  Space is limitless on the internet, each product is provided with its own page which can provide as little or as much information as needed.  Full product descriptions can be given along with several pictures and related information.  Offering special pricing on the internet is much more cost effective than it would be in the retail store or catalog.  It also provides the lowest cost method of reaching new and current customers.  Internet space is much cheaper than space in a catalog and is able to provide more information that catalogs are able to.  This information is also easily updatable at only the cost of paying the employee to change it and can reach customers all over the globe at no extra cost.

Currently, Camping World does not sell its products to a global market.  With Camping World selling its products on the internet, global markets are attainable which would be very expensive to do with the catalog.  The majority of Camping World’s international customers live in Canada.  One problem that Camping World faces when selling to international customers is different currencies; Camping World does not currently support foreign currency.  Another issue Camping World has is shipping to foreign countries.  There are special charges such as delivery services charges when shipping packages across international borders.  These charges are not automatically calculated whenever an international customer purchases products off of the website.  Therefore, whenever the customer receives the order, the customer also receives the remainder of the shipping charges that the individual then has to pay. 

Camping World has an online affiliate program used to attract more customers to the website.  This affiliate program currently has over 200 affiliates which Camping World uses to post links to the company’s website and attract more customers.  Of these 200 affiliates, 20 of them are considers super affiliates and increase the number of customers visiting the website.  Camping World’s affiliates are usually informational websites offering space for advertisement or links at a premium.  Camping World will purchase this space and put banner ads, advertisement, and text links to the Camping World website.  Camping World has a revenue sharing program to use for most of their affiliates offering a percentage of sales.  When a customer is directed to the website from an affiliate and purchases something during that visit, a percentage of that sale will go to the affiliate.  Camping World is constantly changing the way advertising is done on the affiliate websites.  Camping World used to use banner ads but these have proven to be less effective in recent years.  Text links among information about Camping World has proven to be the most effective way for Camping World to advertise and bring customers the campingworld.com website from the affiliate websites.  

Camping World also has started a new program with affiliates by putting kiosks at the physical locations of affiliates such as the KOA campgrounds.  The idea behind this partnership is to give the customer access to the website while on vacation at campgrounds, or at RV stores, or in local malls.  Whenever the customer is at a campground such as KOA, the individual will be able to purchase products through this kiosk and have the items delivered to them directly at the campground.  This gives Camping World a presence in areas where customers are not able to visit Camping World retail store physically.  The kiosk program is a new program that is currently in the works and is still in the development stage.  Testing and analysis will need to be done to determine the effectiveness and growth of this project.

Camping World currently has a limited staff, which limits the abilities to react quickly to the internet market.  Camping World currently has two people who work in the marketing department to control what information and promotions are used on the website.  These marketing people control what advertising is done, campaigns used, and pricing displayed along with the information for every product on the website.  Once marketing has decided what will be displayed on the internet, they give these specifications to the online services department.  The online services department consists of two full time developers and two co-ops.  The developers do all the production and design of the website and implement all of the ideas that are delivered to them by marketing.  They control the functionality of the website as well and develop and maintain the administrative pages which are used to update the content on the website.  The co-ops read and respond to all customer e-mails and try to answer any questions or respond to customer complaints.  The co-ops also monitor the error logs on the website and determine what problems might have occurred and then relate this information to a full time developer to fix.

Camping World gets a lot of customer e-mails from the website, most of which are e-mails telling the company when something is done wrong or when something does not work properly.  There is not a lot of positive feedback from customers on the website.  The co-ops will respond to each customer complaint trying to keep good relations with these customers.  One problem Camping World has is that the company is constantly guessing what the customers like.  Camping World will occasionally send out e-mail surveys to try to get information on things the customer would like to see. Camping World also gives incentives such as gift certificates or discounts on merchandise to try and to customers to fill out the survey.  These surveys are good because they reach customers that Camping World has previously had and finds out what the consumer wants to try and bring them back to the website again.  One problem is that the corporation does not ever get the opinions of potential new customers to find out what would make them want to come to the site.  Camping World also does not get information from people who visited the site once but did not purchase anything, then left to never return.  In order to maximize the number of customers on the website, Camping World has to branch out and find out what all customers want, not just repeating customers.

The website also supports Camping Worlds Presidents Club members.  These PC Members are able to log on to the website and enjoy the same great saving on the internet which other consumers do in the retail store or in the catalog.  Customers are also able to join or renew the president’s club member online.  This serves is a strong advantage for Camping World on the internet because it offers specials for loyal customers and allows Camping World to have a cost advantage over other websites.

Currently, Camping World’s most direct competition comes from dealer networks, which sell and deal with the same products camping world does.  Though the dealer networks are Camping World’s main competition, the corporation also competes with any website that selling any of the products Camping World carries.  The internet has made it very easy for mom and pop type companies to reach the same customers that Camping World is reaching.  These startup companies are coming online as drop ship suppliers, meaning the companies are acting as an intermediary between the customer and the vendors at virtually no risk at all.  These companies provide a website for customers to log on to and take orders for products, and then direct those orders to a vendor for fulfillment.  

Analysis

Camping World does not currently reach a global market.  Costs of shipping catalogs and building retail stores over seas are very expensive.  The internet provides a less expensive way of reaching international customers.  Camping World had developed a presence in Canada through the internet, with sales online to Canadian customers doubling every year.  This growth underscores the opportunity and importance of investing in the expansion of the website’s user friendliness to this market.  One problem that Camping World faces is that the additional cost of shipping across international borders is not automatically calculated.  This leaves the customer with additional charges which were not displayed at the time of purchase.

Camping World’s special promotions on the internet consist of items not currently selling at the retail store level.  These items are put on special through the internet to try to move the inventory out of the warehouse.  The internet specials do not generate a lot of sales on the internet due to low customer interest in the products offered.  

The cost of doing business on the internet is much lower than the cost of doing business through the retail store or catalog.  Space on the internet is limitless which allows more information to be displayed about products and promotions.  Camping World currently displays a vast amount of information about the products the company sells.  There is very little information on the website giving information about events happening at Camping World.  The only additional cost Camping World would acquire in adding this information would be the cost of development by the employees.

Camping world uses a number of advertising methods on the internet from banner ads to search engine spotlights.  Banner ads have been traditionally used but due to the decrease in effectiveness, these ads have lost usefulness.  Camping World currently puts links to the Camping World website on affiliate websites to try and bring customers to the site.  These links on affiliate sites usually come at a premium.  Camping World will give a percentage of sales to the affiliate for any purchases a customer makes that was directed to the Camping World site from the affiliate site.  Camping World tracks how every customers gets to the website to try and measure the effectiveness of affiliate links, e-mail campaigns, and search engine advertising.  

Camping World has a contact section where customers can send their comments or problems to Camping World to be reviewed.  Currently, these comments general tell Camping World when a problem has occurred or something happened the customers do not like.  There is not an effective system for getting positive feedback or customer information through the website.  Currently, there is not a way for customers to interact with each other and share information and experiences the consumer had at Camping World.  Chat rooms and discussion boards would be a great way to bring customers to the site and create a virtual community for Camping World’s customers.

Camping World has a small staff working on the internet, which creates a slow turnaround time for new projects.  Any new applications needed to be added to the website must be prioritized according to importance and money making ability.  Projects that could generate a significant number of sales often get pushed back on the timeline.

With the ease of startup and low cost afforded by drop shipping, new internet suppliers of RV parts, accessories and supplies are continually entering Camping World’s market making the businesses environment more and more competitive.  There are now many websites offering some of the same products as Camping World and customers can quickly click from one online store to another to get the best deal.  Although Camping World does not see small online stores, which deal with a small number of similar products as real competition, there is a need to realize these sites are taking sales away from Camping World and the issue should be addressed.  If enough companies pop up and start taking sales away from Camping World, then the numbers will eventually start adding up resulting in big loss of revenue for Camping World.

Recommendations

· Display a message in the shopping cart saying additional charges may be applied for all orders outside of the United States.
· Offer special promotions to customers other than clearance items.
· Give more information about up and coming events and promotions at the retail stores.
· Give information about events going on in cities where Camping World retail stores are located.
· Continue to track the effectiveness of internet advertising and change methods accordingly.
· Create a message board for camping world customers to post questions, answers, or general information for other Camping World customers to see.
· Create a chat room for Camping World’s customer in order to keep them on the site and create a virtual community for customers to share experiences with each other.
· Increase the size of the staff in order to take full advantage of the opportunities available on the World Wide Web.
· Monitor competitive websites
Implementation

Create a special advertisement message at the bottom of the shopping cart that lets the customer know that extra charges may be applied for all orders outside of the United States. 

Use customer sales data to see what items most customers are purchasing and add these items to special online promotions.  This will increase the sales of hot items by bringing to the attention of all customers and not just the ones that seek out those products.  Also, create an information page telling the customers about up and coming events.  Give the customer information about special events going on in that city which the consumer may be interested in so that the customer will travel to those events and possibly visit a Camping World retail store.

Create a message board and let the customers choose the topics and reply to each other with information and answers to possible questions.  This will bring the customers back to the site several times a day to check the discussion board which could lead them to purchase products while on the site.  Also, create a chat room for the customers to talk to each other and interact in a virtual community.  This will keep the customers on the site longer, which may also lead to possible sales.

As the website grows and brings in more money, add additional staff to keep the site growing.  This will keep constant improvement from year to year and allow better support and quicker turnover time for new applications.

Assign a co-op student or intern to keep a database of online competitors and present the marketing staff with a monthly report.  Use all the common search engines and RV lifestyle websites to track new competitors entering the market as well as monitoring the existing competition, recording links, promotions, marketing practices and pricing of Camping World’s top 20 products. Keep the database on the company’s server so it can be accessed at anytime for review by the marketing staff.  (See appendix F for a preliminary database)

Internet Competition

	
	
	
	

	Competitor
	Links **
	International 
	Notes

	www.rvcatalog.com

	RV Acc RV Accessories
   YSL-3         AMS-4            

    MSL-8            GMS-4            

RV Parts

LSL-7            AMS-3          

MSL-8           GMS-3

                      YMS-3

RV Supplies

GMS-8           LSL-1

YMS-8           MSL-6

MMS-5
	Non toll free number for shipping requests outside 48 states
	No Search Feature

10% off on online orders, 5% additional promotion

	www.camperschoice.com

	RV Accessories

   ASL-1                   

    GSL-2

    YSL-4

    MSL-1            

RV Parts

ASL-1            YMS-4

GSL-2            

YSL-3   

MSL-1

LSL-8

RV Supplies

ASL-1         AMS-4

GSL-2         MMS-8

YSL-2

MSL-8

LSL-3
	Ships to Canada only

Up to $35.00--  $17.95

$25.01-$55.00-- $23.95

$55.01-$75.00-  $30.95

$75.01-$100.00--$35.95

$100.01-$125.00--$41.95

$125.01-$150.00--$45.95

over $150.00--    $49.95
	· FREE to ship orders over $125 

· ONLY $5.95 to ship orders from $15.01 up to $25 

· ONLY $3.95 to ship orders up to $15

“Low Price Guarantee” unable to find specifics

Offers downloadable catalog in .pdf format

	www.dyersonline.com

	RV Accessories

   GSL-1         AMS-6          

    YSL-2             LMS-6

    MSL-8

    LSL-2
RV Parts

GSL-1            AMS-4

MSL-4            YMS-4     

LSL-4, 9         LMS-6          
RV Supplies

GSL-1            LMS-2

YSL-1         

MSL-7

LSL-2, 5
	Allows ordering from Canada, UK, Switzerland, France, Germany, Guam, Puerto Rico, Virgin Islands, Norway, Netherlands, Sweden
	Search Engine is responsive

Low level Graphics/ aesthetics

	www.rvpartsoutlet.com

	RV Parts

                     AMS-2

                     GMS-2

                     YMS-2
	Call 800# for Canadian orders
	“The Online RV Parts and Accessory Store that
Camping World
Doesn't Want You to Know About.

Why?
We beat Camping World's everyday prices with our 40 years of price service and performance. 
Orders ship within 24 Hours”

To order, a customer must scroll down the the first page or use the alphabetized index link.  There is no “Home”, you must use the back arrow to get back to a page to find a product.



	www.bigdiscountrv.com

	RV Accessories

   ASL-2          

    GSL-3            

RV Parts

ASL-2
	Allows orders to other countries but gives no specifics
	Big Discount RV is an authorized dealer for refrigerators, stoves, air conditioners, furnaces, water heaters, generators,trailer hitches, tote tanks, cooking ranges, washers & dryers, bicycle carriers, satellites, and RV parts manufactured by the following companies: Norcold, Magic Chef, Dometic, Suburban, Coleman, AirV, Maxx-Air, Duo-Therm, Camco, Reese, Atwood, Carrier, Onan, KVH.

Free Shipping on orders over $150.00

48 US States only

	www.rvstuff.net
(Gibbs and Associates)
	RV Accessories

                                AMS-2          

                           GMS-3

                            YMS-4            
	International Orders: A deposit of $87.50 will be added to each order for International Orders. We will contact you for an estimate from FedEx, UPS or USPS. All customs, brokerage, taxes, duties and other fees will be the sole responsibility of the customer. We cannot predict these charges. Please check with your government customs officials to find out how much these charges are prior to ordering. Some International laws, regulations and restrictions may prevent us from shipping to certain countries. All sales are final on all International Orders.

	Extremely limited number of items

Free shipping and handling in 48 us states

Requirements for International Orders:
All quotes, prices and orders will be given in US Dollars only.
All orders must be paid by a valid major credit card (Visa or MasterCard) or money order payable to Gibbs & Associates.
Shipping charges quote will be calculated per order.
Under certain circumstances if paying by credit card, prior to processing your order we will contact you and may require faxed copies of the following items:
   Valid Identification Card;
   Front and back of your credit card;
   A faxed letter of authorization signed by the cardholder authorizing the charges to the credit card with the order total included.

	www.jcwhitney.com
NEW LOW Shipping Rates!
Save up to 25%. Limited time only.
SHIPPING & HANDLING CHARGES
ORDER TOTAL
Standard
(7-10 days)
FedEx® 2Day
FedEx® Overnight
$0-49.99
$7.99
$15.99
$19.99
$50-99.99
$10.99
$19.99
$24.99
$100+
$14.99
$24.99
$29.99

	RV Accessories

   ASL-3          MMS-4, 6          

    GSL-4             LMS-3

    MSL-8

RV Parts

ASL-3            MMS-2,5,7

GSL-3            LMS-4     

RV Supplies

GSL-6
	All orders shipping outside the United States or Canada will require a follow up email with shipping quote before processing the order.  Special phone number and email address for international companies.

Canadian customers have special catalog with shipping rates.
	Antennas & TV
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Appliances
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Awnings, Screens & Shades
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Backup Alarms
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Bike Carriers
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Carriers
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Clearance
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Covers
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Curtains
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Entertainment Systems, TVs & LCDs
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Fans
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Furnaces
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Furniture & Bedding
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Gauges & Navigation
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Grills
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Jacks & Levelers
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Ladders
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Mirrors
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Pest Repellers
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Power Converters & Inverters
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Radios
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Refrigerators
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RV-Motor Home
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RV-Trailer
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Sanitation
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Steps
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Toilets
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Towing
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Vents
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Water Systems
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Wheel Accessories
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Replacement Parts EXPANDED!
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	www.rvaccessories.com

	RV Accessories

                   AMS-7          

                          GMS-7

                           MMS-9

                      YMS-7            
	
	subsidiary of Zenjala Inc

newsletter, RV Buzz

unable to access products, may be out of business; last newsletter was January 2003

	www.rv-360.com

	RV Supplies

GSL-4

ASL-3
	
	Black and Grey Water Vents

$ 39.95 + $ 7.50 S&H, !0% discount to RV Club/Association members

	www.marksrv.com

	RV Parts

                     YMS-16     

RV Supplies

                     AMS-1

                     GMS-1

                     YMS-1

                     MMS-3
	Shipping outside of the continental U.S. is via UPS
	Supplying parts and accessories for travel trailers, 5th wheel trailers,
tent campers, motorhomes, boat, horse, and utility trailers. 

· RV appliance parts 

· RV awning parts 

· Norcold refrigerators and parts 

· Electric brake controls 

· Wiring supplies 

· Electric brake parts 

· RV plumbing supplies 

· RV toilets & parts 

· Waste valves, tanks, caps, hoses 

· Hubs, bearings, seals 

· Roof vents 

· LP gas hoses & fittings 



	www.rvexit.com

	RV Accessories

                    MMS-5          

                           LMS-2  
RV Parts

YSL-2             MMS-1

MSL-7            LMS-3

LSL-6          
RV Supplies

                       LMS-7
	No support offered for international ordering
	“where the journey begins”

Better than average website.

Search, specials, free shipping announced on home page

	www.dtiparts.com

	RV Parts

                      GMS-8

                      YMS-9     
	
	We're still building the site so please bookmark our site 
so you can check back often to see our latest features and services.
DTI is North America's largest   wholesale 
RV parts and appliance distributor,
and we only sell direct to authorized dealers and
service centers.  
If you are an RV owner and are having trouble
locating a part or appliance, we will help you locate it
at a dealer or service center in your area.  
Click the "Consumer" button 
for more information on this service.


	www.thecampingcenter.com
Four Seasons RV Dealer

Shopping links to RVLifestyles.net 
	RV Parts

                    AMS-15

                    YMS-12     
	No information
	Not very compatible with Netscape, photo frames are distorted

Must purchase to obtain shipping costs

	www.bordertrading.com
Go-Rving Front
	RV Accessories

                   YMS-14  
RV Parts

                       AMS-16                          

                       YMS-13

                 
	Ships to Canada

No integrated shipping costs provided
	“Americas #1 Choice for RV & Marine Parts and Accessories”

Comments:

Incomplete links

Slow loading

Pages of “catalog” are scanned

Backed by Go_RV



	www.rvparts-etc.com
Go-Rv ing front

Watcon, Organe Park FL
	RV Accessories

                      AMS-15          

                             YMS-8  
RV Parts

                         AMS-6                  

                         GMS-7

                         YMS-6
	Go-Rving supports shipments to Canadian Provinces
	 

	www.rvstore.com
Go-Rving front


	RV Accessories

   LSL-3       
RV Parts

LSL-1            GMS-6

                      YMS-8           
RV Supplies

LSL-6
	“” 
	“The original RV Parts and Accessories Shop Online”




** LINKS

Competitive sites were searched for by three phrases:

RV Accessories, RV Parts and RV Supplies using five of the most popular search engines

A- AOL

M- MSN

Y- Yahoo

G- Google

L- Lycos

The sequenced occurrence as a sponsored link  (SL) or and matching site (MS) was noted.

Therefore,   RV Supplies, LSL-6,   means that the competitor was identified searching for

“RV Supplies”, at Lycos.com as a Sponsored Link, #6 from the top of the page

 and            RV Parts, MMS-2,      means that the competitor was identified searching for 

“RV Parts”, at MSN.com as the second Matching Site listed. 

	 
	 
	Roadmarster Sterling Tow Bar
	 
	Prodigy Brake Control
	 
	Imperial 8500 Awning
	 
	Flex Steel Swivel Recliner
	 
	Classic Dometic RM2620 Refrigerator

	 
	 
	 
	 
	 
	 
	 
	 
	14', single arm
	 
	 
	 
	 
	 

	 
	 
	Reg. Price
	Shipping
	 
	Reg. Price
	Shipping
	 
	Reg. Price
	Shipping
	 
	Reg. Price
	Shipping
	 
	Reg. Price
	Shipping

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Camping World
	Reg: $799.00
	
	 
	$159.00 
	
	 
	$654.00 
	 
	 
	$599.00 
	 
	 
	$1,149.00 
	 

	www.campingworld.com
	PC: $629.00
	$43.50
	 
	$143.10 
	$1.00
	 
	$588.60 
	$60.00
	 
	$503.10 
	$77.00
	 
	$1,034.10 
	$89.50

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	RV Catalog
	$549.00
	Free
	 
	n/a
	 
	 
	$609.00
	Free
	 
	n/a
	 
	 
	$1,015.00
	Free

	www.rvcatalog.com
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Campers Choice
	Reg: $699.00
	$30.00
	 
	$139.95 
	$0.00
	 
	$549.00 
	$45.00
	
	$459.95 
	$55.00
	 
	$999.95 
	$50.00

	www.camperschoice.com
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Border's Trading
	$748.95 
	$22.31 
	 
	$183.95 
	$7.95 
	 
	$425.95 
	$81.75 
	 
	n/a
	 
	 
	$1,399.00 
	$81.75 

	RV Store/Rvparts-etc
	 
	 
	 
	 
	 
	 
	Faulkner 14'
	 
	 
	 
	 
	 
	 

	www.go-rv.com
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Dyer's Online
	$693.00 
	$9.15 
	 
	$48.95 - $89.95
	 
	n/a
	 
	 
	n/a
	 
	 
	$941.00 
	$59.95 

	www.dyersonline.com
	Blue Ox Aladdin
	 
	Hayes-Lemeriz, 
	 
	 
	 
	 
	 
	 
	 
	Norcold 6.3,double door,2 way

	 
	 
	 
	 
	 
	Reese, Tekonsha
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	  RV Parts Outlet
	$679.00 
	$34.95 
	 
	$127.20 
	$7.25 
	 
	$516.04 
	$34.95 
	 
	n/a
	 
	 
	$948.00 
	$99.25 

	www.rvpartsoutlet.com
	 
	 
	 
	 
	 
	 
	Carefree 14' 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Four Seasons RV
	$693.00 
	 
	 
	$141.00 
	 
	 
	n/a
	 
	 
	n/a
	 
	 
	n/a
	 

	 www.thecampingcenter.com
	must purchase to calculate
	 
	must purchase to calculate
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	JC Whitney
	n/a
	 
	 
	$89.99 
	$10.00 
	 
	$524.95 
	 
	 
	n/a
	 
	 
	$1,199.95 
	$14.99 

	www.jcwhitney.com
	 
	 
	 
	Omnitrak
	 
	Shademaker 14'
	 
	 
	 
	 
	 
	Norcold 6.3,double door 2 way

	 
	 
	 
	 
	 
	 
	 
	 
	Freight must be quoted
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	RV EXIT
	$545.00 
	Free
	 
	$130.90 
	Free
	 
	$504.90 
	Free
	 
	n/a
	 
	 
	$973.50 
	Free

	www.rvexit.com
	 
	 
	 
	 
	 
	 
	Carefree 14' 
	 
	 
	 
	 
	Norcold 6.3,double door,2 way

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Big Discount RV
	$624.00 
	Free
	 
	n/a
	 
	 
	n/a
	 
	 
	n/a
	 
	 
	$1,002.00 
	Free

	www.bigdiscountrv.com
	Blue Ox Aladdin
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