
 

 

Is  a 340% jump in sales over a three-year period 
a feasible goal for a small business? Such a massive 
revenue increase is an impressive feat for any 
organization; some might say it borders on the 
impossible.  However,  as  this  case  study  of 
CrossRoads  RV  demonstrates,  with  proper 
planning, a focused strategy, an ability to adapt to 
meet unmet needs of customers, and a keen 
understanding  of  the  unique  strengths  of  an 
organization,  massive  growth  lies  within  the 
realm of  the possible and perhaps even the 
probable.  CrossRoads,  an  RV  manufacturer 
founded in Topeka, IN, in 1996, achieved this 
growth  with  the  help  of  Insight  Strategic 
Concepts®. 
 
During  their  first  seven  years  of  operation, 
CrossRoads  struggled  to  communicate  and 
connect with a dedicated customer segment. 
They  slowly  built  a  reputation  for  excellent 
service  and  comprehensive  warranties,  but 
despite these obvious strong suits, they lacked a 
clear notion of what ideal customer segment they 
were trying to reach and had little idea how to 
effectively communicate their unique strengths to 
customers. Consequently, their brand identity 
was unfocused and, perhaps most troubling, they 
did not have any significant established marketing 
strategies  or  materials.  Ineffective 
communication  channels  choked  precious 
distribution channels. At that time, CrossRoads 

was partnered with a mere fifty  distributors 
nationwide. Management realized they needed a 
focused  strategy  to  reach  their  customers, 
expand their distribution base and reinvigorate 
their brand identity. In January 2004, Cal Jones 
was  hired  as  National  Sales  and  Marketing 
Manager and outsourced graphic design projects 
for  product  brochures  and  other  company 
literature to Heiden Creative … and Company. 
Heiden Creative  approached Shelley Moore, 
founder  and  strategist  for  Insight  Strategic 
Concepts,  to  conduct  a  market  analysis  and 
shepherd a comprehensive marketing approach. 
 
As an initial step, Insight completed a thorough 
market analysis of the RV industry and explored 
CrossRoads’ potential customer base. This study 
indicated — given their size and background — 
CrossRoads was striving for market segments 
simply not obtainable given their size, resources, 
background,  and  particular  strengths. 
CrossRoads originally cut their teeth on the 
higher end of the RV market by manufacturing 
fiberglass-sided fifth wheels and travel trailers. 
While competition was strong at this end of the 
market, other RV competitors saturated the mid
-profile  customer  segment.  However,  Jones  
discerned  a  gap  in  the  competition  and  a 
significant  segment  of  the  customer  market 
whose needs were unmet—consumers looking 
for mid-range, yet high quality RVs. 
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Motivated  by  these  results,  Insight  advised 
CrossRoads to concentrate their brand identity 
on the triumvirate message of “quality, value and 
service.”  CrossRoads  adapted  the  marketing 
posture that their products were the highest 
quality available in the mid-price range. While  
limiting their marketing efforts to this segment, 
this strategic move positioned CrossRoads more 
competitively in a less crowded market segment. 
According to CrossRoads’ President Mark Lucas, 
they began to compete for “the ‘niche within the 
niche’ where RV consumers [were] not being 
served with what they want.” While they focused 
their efforts to appeal to this customer segment, 
they  also  strategically  targeted  specific 
competitors;  “Our  philosophy  [was]  to 
complement our competitors by positioning our 
product to meet the needs that are unmet in a 
particular  category,”  Lucas  commented.  “We 
don’t move competitors off their ‘sweet spot,’ we 
fill  the  gaps  they  have  missed  in  meeting 
consumer and dealer demands.”1 

 
CrossRoads adapted the “value, quality, service” 
message comprehensively throughout their 
promotional and marketing literature with the 
determined focus to connect with the 
customers in the untapped “niche within the 
niche” midrange customer segment. They filled 
their promotional materials with such messages 
as “Our towables prove that quality RV living 
can also be affordable.  CrossRoads is a higher 
quality choice that offers standard construction 
features often found only in higher-end towable 
units. Yet, our price positions our products to 
be the best overall investments in their class.” 
Another brochure advocated the desirability of 
CrossRoads RVs for their “quality…which 
provides exceptional value to conscientious RV 

consumers. You will find that many of our 
product features are often found only in high-
end towable units.” A different dealer brochure 
touted that CrossRoads products offer 
“customers the greatest quality, value, service, 
and comfort available in RV living today. Feature 
after feature is standard for the right price.” The 
marketing message suggested CrossRoads 
offered a new level of value for the cost; “Now 
first class quality, value and service are 
accessible, affordable … and yours.” By limiting 
their potential customer range by competing in 
a smaller market segment, CrossRoads could 
confidently challenge consumers to “Dare to 
Compare: What others offer as options … we 
give as standards.” Jones attributes this focused, 
thorough, and effective set of messages to 
Insight’s quick and detailed analysis of the 
market and its determined communication of a 
united and focused message to a select portion 
of the customer base. 
 
Prior to Insight’s intervention, CrossRoads made 
little use of the many available marketing channels 
to reach and build relationships with customers 
and distributors. With Insight’s help, CrossRoads 
implemented  a  comprehensive  marketing 
campaign  that  utilized  multiple  marketing 
mediums. While Heiden Creative utilized their 
expertise with graphic design in reworking the 
aesthetic  appeal  of  CrossRoads’  promotional 
materials,  Insight  developed  a  multi-pronged 
strategy  to  saturate  all  available  marketing 
channels  with  their  consistent  and  narrowly 
focused message of “value, quality and service.” 
Insight  provided  a  comprehensive  consumer 
brochure campaign in addition to initiating a 
dealer postcard campaign designed to expand 
CrossRoads’ distribution channels. Insight wove  
their tripartite message of “value, quality and 
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service”  throughout  the  polished  consumer 
brochures designed by Heiden Creative.  
 
Insight also urged the development of a customer
-oriented web site and connected CrossRoads 
with Pathfellow web designer Michael Connelly 
of Connelly Design Studio. After its inception, the 
CrossRoads’ web forum exploded in popularity 
and, in the span of a year and a half, over 1,000 
unique users subscribed and contributed over 
13,000 posts. Jones explains that the site quickly 
became an invaluable assist in the organization’s 
marketing presence and the forum has evolved 
into  a  vibrant  community  of  CrossRoads 
consumers; they socialize, share travel tips and 
ask  product  questions.  Notably,  many  loyal 
customers enthusiastically advocate CrossRoads’ 
products  and services and help  troubleshoot 
other  user’s  issues  and  concerns;  thus,  the 
website provides a space for free word-of-mouth 
advertising and for unofficial customer support 
with a  negligible  expenditure of  CrossRoads’ 
resources. 
 
With  the  help  and  expertise  of  Insight, 
CrossRoads  expanded  rapidly  and  is  now a 
market leader as well as an impressive success 
story. According to Statistical Surveys, in 2004 the 
company gained a massive 64% market share 
though the RV industry only grew 16.3%. While 
the overall market dropped by 1.3% in 2005, 
CrossRoads’ market share grew by 19% and their 
YTD unit share rose by 12.9%. In 2006, as their 
overall  market  saw  a  scant  0.4%  growth, 
CrossRoads obtained a 46% increase in retail unit 
sales and a 40% increase in their market share. 
Over  a  course  of  three  years,  CrossRoads 
expanded their company from 75 employees in 
2003 to 425 in 2006 and built five new production 

facilities.2 CrossRoads also leaped ahead in its 
corporate brand reputation; while it didn’t even 
rank in the top 45 brands in 2003, they broke into 
the  top 25 during  2006.3  Most  impressively, 
CrossRoads grew from $35 million in sales to a 
massive $120 million over three short years. 
 
What types of  organizations should consider 
working with Insight? Based on his immensely 
positive experience, Cal Jones believes two types 
of  companies  may  reap  great  rewards  from 
Insight’s unique offerings. Established companies 
that have stagnant growth patterns and need help 
to reinvent their  organization and leadership 
should use Insight’s guidance. Conversely, Jones 
also suggests that somewhat established start-up 
companies that have hit an early wall impeding 
growth should utilize Insight’s help to spur and 
inspire innovation and creative approaches to 
growth.  Finally,  he  indicated  that  Insight’s 
Pathfellow® network, which contracts with a  
variety of experts to fulfill specific client needs, 
positions Insight  as  a  marvelous resource of 
expert  talent.  Many  small  companies  cannot 
afford larger advertising and marketing agencies 
that have higher prices due to larger staff and 
overhead. 
 
Can you imagine growing by 340%, increasing 
your number of employees by a factor of six, and 
utterly revolutionizing your brand identity in only 
a  few  years?  The  story  of  CrossRoads  RV 
challenges  commonsense  assumptions  of  the 
limitations  and  possibilities  for  business 
expansion. Let Insight help you imagine, discover, 
and achieve new heights of success and growth. 
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By Shelley Moore, Founder/Strategist 
Insight Strategic Concepts Inc. ®  
All Rights Reserved 

 
 

Insight Strategic Concepts Inc.® is a strategic firm that supports 
progressive business owners by organically integrating businesses. Our 
proprietary services and technologies integrate core elements of a 
business based on our discovery of the unique DNA each business is 
made up of. The outcome is innovative and unique strategies that 
naturally work for the business and its people. 

———————— 

1 Press Release. “CrossRoads RV Credits Explosive Growth to Meeting Customer Needs with Quality Products.” 
iRV2.com. December 11, 2006. 
2 Ibid. 
3 Ibid. 
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