TR
IOSASSO  Jayco






[OASSO /5iog

The key to STRONGER content: this free interactive ebook

Published February 25, 2016 by Jada Cash
Categories: Content marketing, Web and UX trends

Extra, Extral We've got a new FREE ebook—The Content Strategist’s Workout Plan—that's yours for the takingl This interactive woarkbook is
chockfull of straightforward, actionable exercises and tools that will help you WIN at content in 2016.

Here's a taste of what's inside:

= The Content Conundrum and how to congquer it

» How to see the big picture BEFORE you dive in

* Pre-planning exercises to improve your content ideation
= An easy-to-use, comprehensive content planning matrix
* Tips to measure and oplimize content performance

Competing in today's content Olympics takes dedication and stamina—but unlike running the 100-meter dash in 10 seconds flat, content

marketing victory is well within your reach

ownload the FREE ebook now
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Download the Content
Strategist’s Workout Plan

(and WIN at content in 2016)

¥ou already know that digital content has become a crucial piece of the marketing puzzle. The good news: with the
straightforward, acticnable exercizes and tools in our FREE woerkbook, strengthening your content strategy is well
within reach.

WORKOUT 1:

Flexing your strategic muscles

Workout 1 exercises:

+ 11 What's happening?

+ 12: Who's listening?

+ 1.3: What's your special sauce?

» 1.4 What's working?

+ Bonus exercise: Keyword calisthenics

Here's a taste of what's inside:

* The Content Conundrum and how to conguer it

* How to see the big picture BEFORE you dive in

* Pre-planning exercises fo improve your content ideation
* An easy-to-use, comprehensive content planning matrix
* Tips to measure and optimize content performance

Download the FREE e-book now

PRE-PLANNING

A warm-up for more powerful brainstorming

Workout 2 exercises:

» 21: Content types

« 22:Content home base

- 23 Dis ution channels

« Bonus exe  Funnel fitness

About LoSasso: I_C)%SS

Careers INTEGRATED K ETING

Sitemap 4853 M. Ravenswood - Chicago, IL 80840 - 773-271-2100

Contact Us Copyright & 2018 LoSasso Integrated Marketing

Privacy Policy . _
Unsubscribe f h in E G ﬁ {p

THE MAIN EVENT

Ready? Set. Go!

Workout 3 exercises:
Reflect and p re
1ot things

Tips for creation

WORKOUT 4:

Measuring and optimizing digital content performance

Workout 4 exercises:

» 41 Establish goals

« 4.2:Establish tracking parameters
- 4.3 Dive into the data

« 44 Establish a cost per conversion

Click here for the full workout plan. »
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[OSASSO /The content Strategist’s Workout Plan

Download the Content Strategist's Workout Plan (and
WIN at contentin 2016)

You already know that digital content has become a crucial piece of the marketing puzzle But knee-
jerk requests from your colleagues, clients and supervisors don't take into account the fact that
competing in today's content Olympics takes preparation, dedication and stamina. Not to worry:
Unlike running the 100-meter dash in 10 seconds flat, winning at content is well within your reach.

With the straightforward, actionable exercises and
tools in this workbook, you'll learn how.

Intro: The Content Conundrum and how to
conguer it

Workout 1: Discovery

Flexing your strategic muscles by surveying
your objectives, audiences, current content
landscape and more

Workout 2: Pre-Planning

Identifying content types, home bases and
distribution channels FIRST for more powerful
brainstorming

Workout 3: The Main Event
Ready? Set. Gol Concepting content and filling
in a content matrix

/

Workout 4: Measurement and optimization
Stretch and repeat to enhance cortent
performance
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WIN at content in 2016

With the Content Strategist's Workout Plan e-book

Download our FREE e-book for straightforward, actionable exercises to help you go for the gold

with your content strategy.




Supercharge your marketing technology with the Download the
Guerilla Guide to Customer Focus FREE e-book now

The evolution of digital marketing has given companies an abundance of new ways to reach prospects. Unfortunately, if you're

delivering poorly targeted, non-differentiated campaigns, new technology does little good. You must align what you have to First Name *
offer with what your prospects actually care about, but buy-in and budgets for audience research can be scarce. The | ‘
LoSasso Guerilla Guide to Customer Focus contains simple ideas for a shoestring budget or tight timeline.

Last Name *
You'll learn how to: | |
« Leverage your web analytics and paid Email *
search reports | ‘ %]
« Find hidden insights in site search and ‘
Company Name * .‘Q’_
customer comment forms | ‘ b
« Mine industry forums for unexpected
problems you can solve *

Get free customer research from indust ok s ot i Ayt
] 2y content from LoSasso (You can unsubscribe
media partners at any time)

Release siloed insights from your sales

team and distribution channel Get e-book
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Supercharge your marketing technology-with-good-old
fashioned Customer Focus

Putilished November 10, 2016 by Dawid Fabbn
Categorias: Audience insights, Marketing research, Tha business of marketing

Batter gy doesn't g better

The evolution of digital tools and tactics has given today's an abundanca of ways to get in front of prospects: Sacial
rmedia, marketng sutomation, programmalic ad buys—ihere i a long and growing kst of tackics thal incregsa our abdly lo contol who we
reach, when and wher! Unionunatedy, many of thesa new doportunities are being wasted. The peobiam isn't with tha new lechinclogy—it's un
undwrying problem with marketing fandamentsls

Thi inith i, thist whids fnany markstas pay lip Safvice 1 focusing o Custornir heed, mast dant kndw snough about the frospects they aro
trying to reach. What are thair needs, challenges and aspirations? What real problems can we haip them sofve or goals can we hedp tham
achieva? Tha manm information wi have, the asssr L is to cul through thi noiss and corinect, I we snd up reaching mare peogle in mome =
places, but are sfuck using the same off-target, non-differentiastod messages and content, the new technology simply increases ourability to
gat xmared

Bring It Into focus

Marketing warks best whan Il is bullt oh 5 1ich Undarstanding of what target customers reslly care aboul L aligns their wants. needs and
chatlanges with the infarmatian, products and services you have to offer, enabling messaging and confent that engages prospacts, because
I's monn ralevant 1o their stuation and mtarests. it helps you speak (o them i the familiar, as a holpiul frend, mther than s marketer o
customer. This is a marketing fundamental that's all 100 often glossed over, Al LoSasso, we call it Customer Focus

The problem with what {you think) you know

Most companias claim o know their cusi it the maiy ing tearms have o work from ks vary cne-dimensicnal - a feiw
oy industries, job Sties und some ganoral domagraphic info, Without deapar insights, marketing tesms end up focusing oo what product
managers think i most important — product features, specs and price points. All important information, but not much in the way of raal
customer banafits, and not mauch help unless your prospect slready knows you and is fast approaching the bottom of the sales funmel

g Bt Going 16 do ouf madl allecive work s Markobine-—on the clant and agaicy side-—wi Nave 1o puth for graatar customa: insights. We E
need to identify whoro we Nave gaps, propose gies for and a , and pasnt @ clear picture of why it's 5o
imipartant to supplement tha tritial knowledges and industry pes that often go uno  with 3 new, moce informed pamspectivi

Off the soap box and back to reality

Whan mminded of the impartance of Customer Focus, most sales and marketing types gt fited up about the impact deepor customar
Iinsights could have on thalr marketing and sales performance. Unfortunately, (he desire lor richer knowiadgs doasn’t always trigges an
immadiate investment in now resasrch and foous groups: I you find yoursalf in that gltuaton - maybe it the and of first quaner and budgats
ars already sat tor the year; of maybe your boss would "Tovs 1o do this, but Shere's just no money right fow” — don't daspall, wa'vi all bean
there, Thers are akvays things you can't control. Sot the table for the future and keep advecating for change,

You can still make it happen

I you're et in & posiion ta commésson a formal deep dive now, bul you can sensa how valuable it woold be 1o supplament what you knaw
aboud your tustomers — i may be fime to take matters indo your own hands, wrile your own nuiles and go guenily.

Tha LoSasso Guerlila Gulde to Customer Focus & a guldabook Ll of aimple ideas 1o halp you 9ol customar Insights whaen you have to get
down and diny and find the information yourssll, Youll leam how to;

« Lovérage your web analytics and paid saarch repons

« Find hidden insights in site saarch and customer commant forms

= Mire industry forurms for unexpected problems you can solve

« Got fres customer research from industry media pariners

+ Refease silowd insights from your sales team and distribugion channsl

And more. 27 ideas in ail 1o be exact. s nol rocket science, I's marketing 101, but somatimes you have 1o get back ths basics and shore up
the foundation. So download flngw, got busy and go guerilie. Bacause if you don't know what mattecs 1o your key customers, you're probably E
ot giving fham what they mally want. Which maans, all (he fancy tmgeting technology in fhe workd won'| siop them from scrolfinig right past
you with 3 yawn
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Why brands are going “lean”

Published March 29, 2016 by Tim Testroet

Categories: Design and visual trends

By now, you may have noticed the design trend toward which many modern brands are shifting: Flatter, “leaner” graphics have grown immensely
in popularity over the last few years: Look at our website for example: Is “flat” just a fad or is there something palpable that can explain this rise to
glory?

These minimalistic and flat characteristics have rooted themselves in modem graphic design because they are so dynamic. As a business, o
make a connection with your viewers there is a lot you have to consider, and the vernacular of your brand is very important. Many brands even
have a parficular ring or a scent with which they are associated. However, one of the most important aspects of your brand is how it functions

visually. Imagery is a quick and efficient way to communicate a lot without actually saying anything at all. Think of brands that consumers E

recognize just by seeing the symbol, e.g. Target or Nike. The latest generation of graphics software has eased the process of making designs

responsive and scalable so that they can fit various formats across a breadth of dimensions _\c'»_
These images were v

recreated from memory in
30 seconds. Which brands in
can you recall visually? Gi

This flexibility is essential in giving your brand presence: After all, branding is bonding: By that we mean, the more your brand is seen, the better it
is known and the more likely it is shared. Skeuomorphism—which is the digital representation of real-world objects—has phased out over the past
decade. Instead of seeing app icons on your phone that [ook like three-dimensional representations of metal, paper and wood, print design is
mimicking the digital space. For example, stationery is often styled ta look like the landing page of a website. It is now easier to market yourselfin
the digital realm than it is in the print realm. Thus, why it is important to favor a design that fits this new frontier.

Skeuomorphic (left)
Vs
Material (right)

Since flat design has gained popularity, a common criticismis that it may not be intuitive enough for less experienced users. Flat design, for
instance, might not feature common signifiers such as blue underlined hyperlinks or the rounded look of a button. Luckily, Google has developed

guidelines for a style that borrows the versatility of flat design but makes up for its lack of intuition. Material design still incerporates bold, graphic E
and intentional visuals that are creatively executed but still grounded in reality. For example; applying the use of the z-axis as a reference for
shadows or adjusting the curves of velocity in an animation to make its appearance flow more natural 5 N

X X

In order to stay current, you will inevitably have to adjust your brand to fit the constantly evolving technology of the digital space: However, when
you do, keep in mind that the goal is to be versatile yet recognizable. Don't sacrifice your brand's personality, but allow it to move fluidly from one
space to another while maintaining consistency.
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Published February 29, 2016 by Amanda Klapper

Categories: Agency news

It's Monday moming. You have 57 unread emails and three back-to-back meetings starting in five minutes. You haven't even had a cup of coffee
yet Atany ad agency, the day can quickly become hectic and overwhelming. Sometimes it's hard fo stay focused and productive. But regardiess
of where you work, these five tips can help you stay organized in the face of chaos

@0 ~

1. Prieritize. While it may seem like your to-do list is never-ending, priorifize hot items to make it more manageable. Often, I'll break my list into
urgent tasks to complete in the next hour, items for today and things that can wait. E

M

2 Try Evernote Rather than scribbling to-dos on random Post-its and various notebooks, keep everything in one place by downloading
Evernote. It's a simple, free app that will sync between all your devices. |'ve been using Evernote for a few years now and it helps me easily
keep track of my notes, fo-do lists and everything in between. When I'm on the frain and think of a random email | need to check, | can make
a note on my phone, and it's on my to-do list when | get to work.

o

3. Keep a clean inbox. In the marketing world, emails can start piling up fast. | fry to keep my inbox clean, creating folders and filing emails |
need to save, deleting emails | don't need anymore, and only keeping the ones | need to take action on in my inbox.

4. Schedule your day. Think through the work day, what meetings are scheduled, and what time you have at your desk. Plan out what you
want to accomplish in between meetings and try stick fo it!

5_Take a deep breath. One of the hardest things | learned earfy on in my career is that I'll never get everything on my to-do list done, and
that's okay. When you're feeling extra stressed and overwhelmed, take a deep breath and remember that you're enly human, there are only
s0 many hours a day, and some things can probably wait!

Next time you feel like you don't know where to start at work, remember these tips and try to bring some organization to your daily grind

Leave a Reply
Reply

THE ULTIMATE PINTEREST MARKETING GUIDE: 5 KILLER BRAND STRATEGIES AND

THE KEY TO STRONGER CONTENT: THIS FREE INTERACTIVE EBOOK TIPS

Published on February 25, 2016 by Jada Cash
Categories: Content marketing, Web and UX Published on March 7, 2016 by Natasa Milisav
Categories: Social media

blog: About LoSasso: Follow

Making the Case for Marketing to Careers Sign up for our monthly e-newsletter and stay up-to-
Millennials Contact us date with the latest marketing trends.
Newsroom
Services
Studio Orange
Finding hidden value in trade Privacy policy
shows Sitemap

= iy Google
bBingacs  F)eNe

Copyright ©2018 LoSasso Integrated Marketing - 4853 N. Ravenswood - Chicago, IL 80840 - 773

Email *




Y,

e

i ; ¥
Seamless customer experiences online nurture real,
lasting relationships”

Published Jury 016 by Julis Skulstad
Categones: Audience insights, Branding, Web and UX trends
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Fix these 5 common SEQ mistakes

Published December 10, 2015 by Ben Lippert
Categoaries: Analytics and performance opfimization, Web and UX trends

Search engine optimization. Chances are you've heard of it. You probably even know how important it is, but maybe you aren't sure what it really
means or what tactics can help improve it

Ta the nen-marketer or layman; SEO can be a difficult concept fo grasp. Truth is, SEQ is not that complicated, and you caniimprove your site’s
ranking by doing several basic things. While there are countless practices for improving SEO, a few things must be made a priority.

Fix these common SEO mistakes and you will be certain to notice improvement in your averall website health and ranking over time.
1. Website can't be crawled

If your website isn't indexed properly, it isn't crawlable—meaning search engines are unable to find and scan its content. Pro tip: Connect your site
to Google and Bing Webmaster Tools so you can learn even more about how search engines see your site

2. Generic homepage titie

Imagine your website was a book. The title on the front cover is the first thing people would read. Similarly, the homepage meta title is the single
most important piece of SEO real estate. Make sure it contains your business name and the most important keywords describing what your
business does or what your site is about. Pro tip: Ideally, every page of your website, but certainly the most important pages, should have unigue
page fittes and meta descriptions.

3. Broad or parrow keyword targeting E
Targeting keywords and phrases that are too competitive or that no one is searching for is a huge problem. Think like a user. Ask yourself, "What ot
‘would | search if | were looking for this page?" Start by writing down all the words and phrases that come to mind. Run those keywords through a '@~

traffic estimation tool or perform the searches in Google on your own; see what publishers and content rank well. Pro tip: If other high-ranking,
authoritative websites rank well for the keywords you're going after, chances are you will not beat them. Consider going after more specific terms
MozBar is a wonderful Google Chrome extension to use for checking the domain authority of any website or webpage, as well as other SEQ
elements.

4_Bad or duplicate content

The catchphrase, “content is king,” became popular because it's true. Google does' not like duplicate content or content that is overstuffed with
keywords_Well written website copy that clearly articulates what the page or website is about is crucial in achieving good rankings. Pro tip:
Google is smart enough to connect a user query with your content, even if the query does not exactly match the target keyword phrase. Consider
how people type and include those phrases in your copy

5_*Building” links

Links are important. When other websites link to yours, it shows credibility. Google sees highly authoritative links as being more valuable than
links from sites with lower domain authority. When thinking about ways to obtain links from other sites, focus on compelling content and marketing
rather than link building as a practice. Pro tip: Ask yourself, “Why would someone want to link to my website or this piece of content we
developed?"
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0 works with National Robotics League (NRL) T
fight the manufacturing skills gap

" Published December 17, 2015 by Julia Skulstad

Categories: Agency news

Can robots help manufacturers fill their talent pipelines and fight the manufacturing skills gap? We think so—and so does the recipient of our
agency's 258 Anniversary nonprofit giveaway, the National Robotics League (NRL).

At the Naticnal Tooling and Machining Association's (NTIMA) fall conference, we unveiled the result of our work together—a platform of web-based
tools designed to help member companies buiild their local talent pipeline through the NRL's combat robotics program

The fun and excitement of robot battle has proven a successful way for manufacturers to build refationships with schools and get students excited
about manufacturing, Ourlanding page and digital toolkits aimed to get manufacturers and job shops on board to fuel the fire—advising local
student teams in the design and construction of their combat robots.

Browse the toolkits below to see if becoming an NRL Industry
Advisar is right for you

TOOLKIT 1: TOOLKIT 2 TOOLKIT 3:
Joining the National Robotics  An NRL Industry Advisor's Facts and success stories
League as an Industry advisor  guide to success Wy A2 and pRS——

LoSasso ereafed this digital hub to house information materials that encourage manufacturers to get.involved in the NRL

“Only manufacturing companies are able to truly train the next generation of workers and change the perceptions of working in the industry,
making them vital fo the process and the NRL," Bill Padnos, Director at NRL said. “The new landing page and downloadable toolkits will
dramatically help getting businesses involved. Thanks to LoSasso for generously sharing their time and deep understanding of communicating in
our business.”

The topic of the manufacturing skills gap is deeply engrained in LoSasso—because it directly affects many of our clients- When those in the
industry—as well as educators and parents—get involved in helping young people see manufacturing as a viable and exciting career path
everyone wins

As our work with the NRL comes to a close, we're looking forward to continuing to work with metalworking clients on efforts to bridge the
industry's skills gap. Because when the end of a project feels like the beginning—then we know we're on to something.

WHAT PINA COLADAS HAVE TO DO WITH THE MOST POPULAR B2B CONTENT OF

2015 THERE'S NOTHING LIKE 5 NEW HIRES TO RING IN 2016
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MODELS

SHOPPING OWHERS LIFESTYLE

HUMMINGBIRD

about the H gbird or witly quip regarding the
benefits of having this unit. Lorem ipsum dolor sit amet. Description
abourt the Humminghird or witly quip regarding the henefits.

LEARN MORE

N

DON'T LET.THE ULTRA LITE LABEL FOOL YOU

Amnhities like full-featured kilohehs, spavious slideouts, bunkhouse

models and pillow-top Simmons® mattresses pack value and comfort
i & strong, lig htweight travel trailler. Meanwhile, Tracker-Wide™

‘mides with Super Lube™ help distribute weight more evenly for a

WATCH VIDEO

DON'T LET THE ULTRA LITE LABEL FOOL YOU

Galling all outdoor enthusiasts: It's time to rev those engines, stock
up on sna3 nd hit America’s campgrounds, beaches and national
parks. Does your Hinerary match your trip person:

travel style stacks up—and get personalized travel tips for your next
camping adventure,

ABOUT

DEALERS Q

@Co advantage-

‘NE S1AAT WIANNNE D1 (1 INGERIATS

strongest
foundations

WARRANTY

THETFORD
SANICON
TURBO

HUMMINGBIRD

Description about the Hummingbird or witty quip regarding
the benefits of having this unit. Lorem ipsum dolor sit amet.
Desctiption about the Hummingbird or witty quip regarding

the benefits.
LEARN MORE

Y

DON'T LET THE ULTRA LITE
LABEL FOOL YOU

Amenities like full-featured kitchens, spaciaus slideouts;,
hunkhouse models and pillow-ton Simmions:

Back valug and comfort in a strong, light

trailer. Meanwhile, Tracker-Wida™ axles with Super LubeT™
help distribute weight mate evenly for a smooth ride.

eco advantage-

Through smart sustainaility efforts, we're creating better
‘ways to build better RVs, And after nearly 50 years in the
RV industry, we know all about long-term commitment and
the unwavering passion it requires.

WATCH VIDEQ LEARN MORE

DON'T LET THE ULTRA LITE
LABEL FOOL YOU

Galling all outdoor enthusiasts: It's time to rev those
engines, stock up on snacks and hit America’s
campgrounds, heaches and national parks. Does your
itinerary match your trip personality? See how your
travel style stacks up—and get personalized travel
tips for your next camping adventure.
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INVENTIVE ENGINEERING FOR A VARIETY OF
TOW VEHICLES, WE HAVE A FIT FOR YO

SO FLIGHT 81X
3,800 LES. GVWH

Y FEATHER 7 WHITE HAWK EAGLE HT
4380 LS. GYWR 6,800 LBS. GVWR 9,060 LES. GVWR

HUMMINGBIRD

VEHICLE TOW LIMIT GUIDE

ENGINE

Ford
Cnevrales
amc

Mitysbishi

Kis

Hyundai

Tusag Faage emes
Moss The Tr raten) aoe shiem st a1 appicabie s B ok ks mofole

VEHICLE TOW LIMIT GUIDE

Suruki
Ford
Chwvratet
oMe
Mitssbiahi
Toyen

Kia

Hyuudai

= Toteg Pickige e
Mits Tha Yo 1907) 0 aiom CHams w162 20t B0 B Al ey Tl

VEHICLE TOW LIMIT GUIDE

-
MANE ENEGINE

Hinntta a

Toyots
Nizasn
Ki

Dodge

Chryslar

ABLYE

* Timing P recpmn.
Mo Tha taw rating e ot 200 1 ]

OUR LIGHTEST TRAVEL TRAILER YET

The all-new Hummingbird may be a super lightweight
traved trailer and boast a fuel-saving, serodynamic
teardrop design, but it doesnt skimp on campground
functionality or sacrifice the legendary construction Jayco's
known for. All under 20 feet, each floorplan features a full
bath, queen bed. kilchen and dinatte.

3,500 s om

st o vmbacis = ibln b b

sgams

Hummingbird Noorplans and prices

GET INTO THE BEST-SELLING TRAVEL TRAILER

With several modets at just 7 feel long and starting just
over © feet tall, the minivan-friendty, crossover-capable
SLX is easy to see around when in tow and even fits into
mosl residential garages. Easy o tow and affordable with
high-end features and finishes, it's no wonder the Jay
Flight family of Bghtweight Iravel tralers has been
America’s best-selling for more than a decade.

3,500 c.c

what ot vaacis i 2tk 13 o

e

Jay Flight SLX floorplans and prices

WE CALL IT JAY FEATHER FOR A REASON

The Jay Feather 7 isn't just lightweight. It's Jayco's lightest
Jay Feather yel. Sleeping up 1o 8 thanks to a variety of
floorplan arrangements. the 7-fool wide lightweight travel
tradler is as easy to handle on the road as it is comfortable
at camp.

4,250 oo

what o wahicie m 3tke 13 lom

aganu

Jay Feather 7 floorplans and prices

FROM MINIVAN-FRIENDLY RVS
TO LIGHTWEIGHT FIFTH WHEELS,
WE HAVE A FIT FOR YOU.

KT FLIGHT BLX

WNTE A | 800 LES. GV

RALER |

OUR LIGHTEST TRAVEL TRAILER YET

Loew paum dolor a8 ame, cormecienr spscng el
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VEHICLE TOW LIMIT GUIDE
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GET INTO THE BEST-SELLING TRAVEL TRAILER

whictur sadend feis vel moncus. Curtitis s
hacxdrat cratus. quit utines laces. Muls o #Et s arcl loborty
perta. in suiasasd fhucbus ancu. Nubi vehicule Sguia #¢ les
sodaies, 8t mamus nequs mame. Mauts commoda

3,500 ..: o

VEHICLE TOW LIMIT GUIDE
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VEHICLE TOW LIMIT GUIDE WE CALL IT JAY FEATHER FOR A REASON
The Jay Feather 7 isnt just lightweight. It's Jayco's lightest

L = Jay Feather yei. Sleeping up 1o B thanks o a variety of
MAKE floorplan arrangements, the T-foot wide lightweight travel
Honds traller is as easy to handle on the road as it is comfortable
Tayola e
Nisaan
Mia 2
- 4 5 0
Chrysiar , LBES. GVWR
* Tiwwg Firhge werurad A i e 53 =

Pioon Ths T en] 63 B P 0 1430 OGRS 10 0 M)l 1Y

Jay Feather 7 floorplans and prices

VEHICLE TOW LIMIT GUIDE DON'T LET THE ULTRA LITE LABEL FOOL YOU
- SUs Amenities ike full-featured kilchens, spacious slideouts,
‘bunkhouse models and pillow-top Simmons® Mattresses
MUAKE MODEL ENGINE EOLIPMENT pack value and comtfort in a strong, lightweight travel
Toryoen Saquar e traller. Meanwhile, Tracker-Wide ™ axles with SuperLube™
Velkswagen A help distribute weight more evenly for a smooth ride.

Annce.
Lund Rorves Rovel Ve,

6,500....

it ot ethvcin 8 040 o
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tw package tquired

White Hawk floorplans and prices
* Vowrg Pactage meares
Miate Trm o g v CTTS W ot i 1 ke il

VEHICLE TOW LIMIT GUIDE LIGHTWEIGHT LUXURY PERFECTED
i o The Eagle HT travel trailer is designed
especially for popular half-ton trucks. These
AXLE lightweight travel traliers load up on comfort,
MAKE  MODEL ENGIME CAB/BED HATIVEQUSFMENT luxury and safety thanks to American-mads
W 3 Goodyear fires. A standard 2-inch receiver hitch
R ‘with & 3,000-pound tow rating and backup

camera prep make the Eagle HT an even more

Ty appealing tow package.

Ford -

9,950

L ) LBS. GVWR
Yo Fhack agaims what o vebce # sin 5w

Tk Engle HT Travel Trailer floorplans and prices
Wt T fore e et e (TS dve w07 MORCEPS b B Ao ade modeh

TRAVEL WITH CONFIDENCE

The best warranty in the business has you covered for
T30 days, that's two full camping seasons

WARRANTY

SHOPPING TOOLS OWNER SUPPORT
Bayer's Duide Owear's .

SOCIAL CONNECTIONS




GENERATIONS OF FAMILY FUN

: 4
Much more than just our motte

¥

TORY.
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2VEAR WARRANTY
v

Industry's best warranty

T ey sewsans. TI0 cays Twson as long as e

Ircstty.schrag Berited wnerninty g you pescs of rand
Olhars ssmiply can'l

WARRANTY

The Jayco Difference
W go i greal kengihs o buld befies Vs Laatn sboud P

win tiwony A0x s cur BTV separt=mnd o
ACcrdades we've eattd o5 8 sl

Jayco's legendary lineup

N aruattr Piow you ik i v, 1o rustic and nefmote 10 the keous long tad, you'l find & Jaycs you can fely on

For tost. hm and easy getaways

VIEW CAMPING TRAILERS

Buyer's Guide:
Find the RV that's just right

arirg) your first B\ o thnking st
th towrs o Eho ot RY and
Thozsyadaan w1 st & b

Let us help get you out there

S0 eyt RVE-—he e

#LETSJAYCO ABOUT JAYCO SHOPPING TOOLS SEARCH
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BUILD YOUR
-DREAM COACH

" START NOW

THE ADVENTURE
"YOUVE BEEN
¢ WAITING FOR

-THE LUXURY YOU
i DESERVE

THE ADVENTURE YOU'VE THE LUXURY YOU BUILD YOUR
WAITED FOR DESERVE DREAM COACH

START NOW
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