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Camp Business has delivered industry-leading content for 19 years. 
Kind of a boring statement. I know. 
Here’s what we look like close up: 

•  We take blank pieces of paper and cover them with the best ideas and photos from the  
brightest minds in children’s camp market—you know it as Camp Business.

•  We share these stories, ideas, tips and tricks with the world via our website, e-newsletter,  
social media feed, digital edition, and mobile app.

Each writer works for a summer or day camp. They take time out of their busy lives to share what’s 
worked for them (and what hasn’t) each month—for 19 years. 

It’s an amazing outreach. An amazing service they provide to their peers.
When you invest in Camp Business you are supporting these passionate, energetic people who have 

a very real desire to help children’s summer and day camps the world over. You’re helping create healthy 
communities. You’re helping raise the next generation to be fundamentally sound, hard-working, 
ethical, and caring. You’re helping to create a better world. 

And you thought you were just advertising. 
Working with us is more than just frequency and reach. 
It’s about making a difference—both in the market we serve and in your bottom line. 
Check us out. I bet you’ll like what you see. 

Sincerely, 

Rodney J. Auth
Publisher
Camp Business

A NOTE FROM THE PUBLISHER

PUBLISHER’S STATEMENT
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TESTIMONIALS

TESTIMONIALS
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The other day a journalist called me from a national parenting magazine. She wanted to know the hottest, new trends 
in camping. I smiled, thinking how obsessed the world is with trendy newness. These days, phones need to sport 
turn-by-turn GPS; pens need to record voice and script; and cars need to brake before the driver realizes an accident 

is imminent. (Hey, maybe I could program my pen to show my phone how to drive my car. Now that would be hot.)  
The implication of  the journalist’s question was that new trends in camping were newsworthy. Conversely, tradition 

was a snooze. “Tradition is what’s hot,” I replied. Silence on the other end of  the line. “You mean, like food fights and 
panty raids,” she asked, only half-joking. “No, I mean like environmental stewardship and character education.” More 
silence. “Were you hoping that I would tell you what crazy new activity or piece of  equipment is all the rage for 2017?”  
I asked. “I guess so, but now I’m intrigued by your comment. Go on.”

BY DR. CHRISTOPHER THURBERSTAFF ADVANCEMENT

Share good, old-fashioned advice with parents  
on how to make a smooth transition

Leaving For Camp

© CAN STOCK PHOTO / MICHAELJUNG
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AM I OVERSHARING?:
I would like to add crossing host/guest or provider/

client boundaries as well, like discussing budget 
cuts or other management topics in front of campers 

or parents. Part of making and keeping a camp 
experience great is preserving the magic by not 

discussing these topics and issues when  
we should be “on stage”.

—Brian

LEAVING FOR CAMP:
I so enjoy Chris’s common sense,  
well-organized, and witty pieces.  
Thanks for the easy to transmit  

advice to parents.
—Phil

CLIMBING TO NEW HEIGHTS:
What a wonderfully, compassionate  

article that stresses overcoming 
boundaries. Most boundaries are  
ones we set ourselves. Thank you.

—Reid

BRIDGING THE GAP:
I am so glad to see this. At Fantastic Magic Camp,  

we’ve had a Youth Leader Training Academy  
in place for the last twenty years. Our program  

has been so successful, that our camp is now  
staffed and owned exclusively by ex-campers.  

Our congratulations go out to the folks in Lakewood.
—Peter

A VIEW FROM THE TRENCHES:
Sounds like this camp is hiring the wrong Millennials... 

most Millennials I supervise take constructive feedback 
graciously, and are eager to get their bearings as an adult. 
The process of reaching the milestones that traditionally 

mark adulthood are often stunted, but this is due more to a 
combination of student debt, hiring practices, and a rough 

economy rather than a lack of desire to work.
—Chloe
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10,074 
REACH

CAMP BUYERS

PRINT PROGRAM

AT
7,205
UNIQUE 
CAMPS

19,590 
REACH

CAMP BUYERS

BUNDLE PROGRAM

AT
8,747
UNIQUE 
CAMPS

Want more audience information? Send a message to info@northstarpubs.com

PASS-ALONG 
READERS  

PER MONTH

MOBILE APP  
READERS  

PER MONTH8,147 1,794BONUS 
IMPRESSIONS

AUDIENCE SNAPSHOT

Type of Camp
Resident & Day Camp ... 1,057
Resident Camp Only .... 4,642
Day Camp Only .......... 13,891

Job Function
Director/Board Member/ 
Assistant Director ...........4,501
Owner/CEO/President ...1,070
Programming ...................5,260
Staff ....................................8,749

Affiliations
4-H ..........................................177
Boy Scouts ..........................329
Boys & Girls Clubs ............... 38
Camp Fire ............................... 92
Girl Scouts ...........................313
JCC ........................................... 81
Salvation Army ..................... 44
YMCA/YWCA ......................860
Young Life ............................... 14
Private/Unaffiliated ......17,642

Associations
ACA Only ...........................3,167
CCCA Only ............................989
Both ACA & CCCA ............... 89
None .................................15,345

Curriculum
Academic .............................204
Adventure/Travel ...............137
Faith-Based .........................857
Special Needs ....................164
Sports ....................................205
Traditional .........................7,954
Not Specified .................10,069

Non-Profit
Yes .......................................2,666
No ........................................1,093
Not Specified .................15,831

Camp On Water
Yes .......................................2,302
No ........................................2,616
Not Specified .................14,672

Type of Camp
Resident & Day Camp ......488
Resident Camp Only .......2,331
Day Camp Only ................7,255

Job Function
Director/Board Member/
Assistant Director ............2075
Owner/CEO/President ......448
Programming ......................657
Staff ....................................6,894

Affiliations
4-H ............................................ 97
Boy Scouts ..........................151
Boys & Girls Clubs ............... 21
Camp Fire ............................... 47
Girl Scouts ...........................197
JCC ........................................... 41
Salvation Army ..................... 27
YMCA/YWCA ......................466
Young Life ................................. 8 
Private/Unaffiliated ........9,019

Associations
ACA Only ...........................1,562
CCCA Only ............................523
Both ACA & CCCA ............... 40
None ...................................7,949

Curriculum
Academic ............................... 95
Adventure/Travel ................. 67
Faith-Based .........................434
Special Needs ...................... 86
Sports ....................................112
Traditional .........................3,641
Not Specified ...................5,639

Non-Profit
Yes .......................................1,328
No ...........................................544
Not Specified ...................8,202

Camp On Water
Yes .......................................1,151
No ........................................1,308
Not Specified ...................7,615



WHY ADVERTISE WITH CAMP BUSINESS?

5

WHY ADVERTISE WITH CAMP BUSINESS?
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Tips on building  
and renovating  

equestrian facilities

Offering an equestrian program can provide a 
rewarding and enriching experience for campers, 
but there is a lot to think about when planning such 

a program. One major factor is having quality facilities for 
campers to interact with horses and staff  members. 

The CHA Connection
The Certified Horsemanship Association (CHA), the 

largest certifying body of  riding instructors, camp staff, 
trail guides, and barn managers in North America, has 
created a set of  standards for equestrian programs that 
can help management staff  determine how to build and/
or renovate equine facilities. In addition, the association 
accredits equestrian facilities, program operations, and 

program management, according to its manual, Standards for 
Equestrian Programs. CHA site-accreditation lets potential 
customers know that a facility adheres to industry safety 
standards. 

Aimee Canterbury of  Birmingham, Ala., a CHA Certified 
Master Level Riding Instructor, has worked with camp 
equestrian programs for more than 20 years. An experienced 
equestrian program manager, she is also an American Camp 
Association (ACA) member, ACA Standards Instructor, and 
ACA Lead Accreditation Site Visitor.

Canterbury says that safety and usability are the most 
important factors when building or renovating an equestrian 
facility. “If  you are unsure of  the safest way to build a barn, 
arena or pasture fencing, refer to the CHA Standards for 

A Bit Of  Advice 

By Sarah Evers Conrad
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Equestrian Facilities and Programs. “A safe facility will not 
only make it safer for your horses and students, but will 
instill confidence in the participants’ parents that safety is 
important in the program as well as the facility.”

Tim Alderson, Head Wrangler at Pine Cove in Tyler, 
Texas, is also a CHA Certified Instructor, a lifetime CHA 
member and former board member, and the 2009 CHA 
Volunteer of  the Year. Alderson oversees Pine Cove’s four barn 
facilities, located in East Texas within 4 miles of  each other. 
Pine Cove offers trail rides, arena lessons, obstacle courses, 
a trail class, cattle roundups, and team penning lessons. 
“Following CHA Standards avoids many, many pitfalls,” says 
Alderson. He says the “Pine Cove Way” is heavily influenced 
by the association’s standards and educational material. 

W
hen deciding to add programming 

at Maine Teen Camp in the fall of  

2008, my wife and I came up with 

several options. The obvious choice, however, 

was cooking. We wanted something that would 

be marketable—that is, it would be a bit different 

(realizing only later that many camps were adding 

cooking around that time), it was intriguing to our 

population, it could teach usable skills, and it could keep 

campers coming back for more. We also wanted something 

that was intentional in its goals—teaching real-world skills that 

are a basis for confidence-building, that rewards sustained 

effort, and that could be easily interwoven with existing 

programming.  
Unlike many camp programs, we knew that cooking 

needed a new space versus a repurposed space. We 

made an investment in a new studio, with room for 

a class size of  six to eight campers, loads of  counter 

space, a gas range and hood with Ansul system, and lots 

of  windows for light and ventilation. We did not spend 

much money on gadgets and gizmos, understanding that 

the foundational skills can be taught with cutting boards, 

knives, mixing bowls, and some good pots and pans.  

We made a conscious choice to not call our program 

culinary arts, as is popular. To us, culinary arts implies a career 

focus and a much more rigorous course load than is appropriate 
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By Matthew Pines
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PHOTOS: MAINE TEEN CAMP
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egardless of  the talent a camper possesses upon arriving at camp, each is destined to be great at something. Whether exploring the lake on hot, sunny days, playing sports on the field, or trying something new—the summer experience is a treasure hunt to discover hidden talents. Every kid goes home holding his or her head a little higher with memories of  some type of  all-star performance while running around on camp property.Leaders at Kanakuk—a Christian athletic summer camp in Branson, Mo., founded in 1926—have learned that sports and recreation serve as the perfect tools to develop character in both campers and staff  members. Any camp that incorporates fun, teambuilding activities in the great outdoors has the chance  to instill life skills that are of  monumental value in campers—both on and off  the field. 
The many recreational activities campers participate in during their time  at camp develop confidence and trust, which are crucial for kids to succeed in their schools and future careers. By continually reinforcing an attitude of  “big team, little me” through competition, campers of  all ages are taught a simple  but important lesson: We can’t get through life alone, and we don’t have to.  The most joy and success come when we achieve goals with encouraging, reliable teammates by our sides.

LIFE LESSONS
Teaching 

campers to 
recognize 

their unique 
talents and 

abilities 
BY WARD WIEBE 

R

PHOTOS: COURTESY OF KANAKUK

8,147
pass-along readers  

per month 

43%
of our subscribers  

read only  
Camp Business  
(no other trade 
magazines or  

website)

32%
of our readers report 

their budgets will 
increase in 2018 

56%
of our readers approve 
or authorize purchases

 
58%

of our readers make the 
actual purchase

88%
of our readers visit 
advertiser websites 
before contacting  

the advertiser when 
they see something  

of interest

58%
of readers have  

used information that 
appeared in Camp 

Business to solve or 
address a problem 
facing their facility.

Email info@northstarpubs.com  

and we’ll send you the PDF.

Want to view our 
complete 2017  
Reader Study? 
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Visual Lead Program

Readers click pictures like this to request information from you.
Ad Size: 310 pixels wide x 233 pixels tall

Hi Rodney,

The increase in requests for  
info has been dramatic! 

Thank you for making such an 
effective and creative change! 

Best,

Lori

Chet, 

One of our readers just requested product information from you. We 
suggest you send them your brochure or a nice email with a link to your 
website. 

Your Lead:

John Jones
Executive Director
Medina Parks Dept.
PO Box 1166
Medina, OH 44258
Phone: 866-444-4216
Email: info@northstarpubs.com

Good luck!

Your Friends at  
Northstar Publishing

VISUAL LEAD PROGRAM

Sample Email

Each time a reader starts or renews their subscription, we let them request information from you by 
clicking PHOTOS of what you’re promoting that month.

We email requests to you as soon as we receive them.
We include the requestor’s email address—so you can  
quickly follow up.

1STEP

2STEP

 
349 

Average Total Leads Per Month

Leads Per Month, By Category

  82  Administration
 147  Facility
 120  Programming

VISUAL LEAD STATS
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Reach 19,590 summer and day camp buyers at 8,747 camps.
Your ad spread across all our channels—print, e-newsletter, 
website, mobile app, digital edition, social streams, and more. 

1

2

ADVERTISING PACKAGES

Value Bundles

Print Program

SAVE 

30%
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Includes:
3 Print Ads, 1 Online Banner Ad, 1 E-newsletter Ad,  

1 Social Media Insert, 1 Yearlong Buyer’s Guide Listing

Cost*:
Full Page: $7,254  •  Quarter Page: $3,069

Half Page: $4,524  •  Business Card: $2,100
 

SEASONAL COVERAGE

Includes: 
3 Print Ads, 3 Online Banner Ads, 1 E-newsletter Ad,  

2 Social Media Inserts, 1 Yearlong Buyer’s Guide Listing

Cost*:
Full Page: $7,822  •  Quarter Page: $3,639

Half Page: $5,094  •  Business Card: $2,669

THE REPEATER

Includes: 
6 Print Ads, 6 Online Banner Ads, 3 E-newsletter Ads,  

3 Social Media Inserts, 1 Business Reply Card, 
1 Sponsored Content Ad, 1 Yearlong Buyer’s Guide Listing

Cost*:
Full Page:  $17,528  •  Quarter Page: $9,162
Half Page: $12,072  •  Business Card: $7,221

THE DOMINATOR

Value Bundles1
SAVE 

30%

*Credit card required for monthly installments

*Credit card required for monthly installments

*Credit card required for monthly installments

ADVERTISING OPTIONS

Want to modify one of these bundles?  
Give us a call at (866) 444-4216



 1x 3x (Save 15%) 6x (Save 30%)

• Full Page.......................................................................... $2,888 .........................$2,455 ....................... $2,022
• 1/2 Page........................................................................... $1,589 .........................$1,351 ....................... $1,112
• 1/3 Page........................................................................... $1,040 ............................$884 .......................... $728
• 1/4 Page.............................................................................. $896 ............................$762 .......................... $627
• Business Card ................................................................... $434 ............................$369 .......................... $304
• Enhanced Classified......................................................... $260 ............................$221 .......................... $182
• Text Classified ................................................................... $173 ............................$147 .......................... $121

• Business Reply Card ..................................................... $2,100
• Buyer’s Guide  ................................................................... $850

DIGITAL 
•  Sponsored Content ....................................................... $1,295 .........................$1,101 .......................... $907 

(Native Ad)
• E-newsletter Ad ................................................................ $341 ............................$290 .......................... $239
• Online Banner Ad ............................................................. $310 ............................$264 .......................... $217
• Social Media Insert .......................................................... $195 ............................$166 .......................... $137 
• Email Blast ......................................................................... $960

Print Program2

ADVERTISING OPTIONS
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Unplugged
And

Unleashed

PHOTOS: COURTESTY OF RIVER WAY RANCH CAMP

BY JAMES DISANTO

Battle the electronic era with  
a highly energized—but 
safe—paintball program

  CampBusiness.com    July/August 2017   9BACKGROUND PHOTO: © CAN STOCK PHOTO / MERYDOLLA

W
ith the constant intrusion of electronics into the very fabric of society, and the 

increased dependence of electronics as a source of constant entertainment, 

the unplugged camp environment must evolve in order to meet the eclectic 

interests of the Internet generation. Imagine a scene that is probably all too familiar 

to camp directors and program specialists throughout the camping community: It’s 

February, it’s cold, but in the full-time camp office, summer planning is heating up. Ideas 

for new programs are being tossed around, with some adoringly embraced while others 

are reallocated to the bin of ”maybe next year.” Everybody is highly motivated (and 

caffeinated) and determined to make the upcoming summer the best one yet. No matter 

the location or size of the camp, the discussion is usually the same: How do we, as a 

camping community, engage the unengageable? At River Way Ranch Camp in Sanger, 

Calif., we have found that one of the most successful activities we offer is a new-age 

classic—paintball.

Minor Challenges, Major Rewards 
First played in the early 1980s, paintball experienced a rapid climb in popularity through 

the early 2000s, quickly becoming one of the most interesting sports played by both 

kids and adults across the globe, primarily because of the dozens of game styles and the 

focus on tactical and active play. Bringing such a high-energy and risky activity to a camp 

environment does present quite a list of challenges:

  The construction and management of the necessary facilities

  Supplying the program

  Ensuring the safety and enjoyment of campers. 

CAMP BASICS
 NAME: River Way Ranch Camp

  LOCATION: Sanger, Calif.  

(Foothills of the Sequoia/Kings 

Canyon National Parks)

  STUDENT TO INSTRUCTOR RATIO: 

1 to 10

 AGES: 7-16

  OTHER INFORMATION: Family-

owned and operated since 1967, 

River Way is excited to be hosting 

its 50th summer season in 2016. 

At River Way, friendships and 

memories last a lifetime.

Given the portable nature of 
paintball, it is just as exciting 
whether played in a dense  
forest or in a junk yard.



Online
Advertising

Complement your print advertisements 
with an ad on the online home  

for Camp Business.

Medium Rectangle  
Banner 

300 pixels wide by 250 pixels tall
Placed in three different locations  

on the website.
$310/month

11

Bottom of Every Page

Navigational Menu
Middle of Each Article

Email 
Sponsorship

Deliver your message directly to  
our subscribers’ inboxes each time  

a digital edition is released.

Medium Rectangle Banner 
300 pixels wide x 250 pixels tall

$341/email

BRAND BOOSTING
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Our Buyer’s Guides are a can’t-miss advertising solution. Year after year,  
readers tell us how helpful they are and vendors tell us how thrilled they  
are with the results. They have become industry-standard resources for  
suppliers to camps throughout the country.

Print Sample

Enhanced Listing

Enhanced Listings 
appear in print  

and online!

Includes: Your company’s contact information, four-color logo, social media links, video,  
photo gallery, website and contact form links, reviews, ratings and more. Your listing runs  
as a two-part listing in the March/April Buyer’s Guide, in the back of all other five issues  
and online for one year. 

Buyer’s Guide

Johnson2 Architects
333 E. 9th St., 
Garden City, TX 12345 
Email: info@j2a.com 
Phone: (123) 456-7890
Website: www.j2a.com

 Johnson2 Architects is one of the 
nation’s most diverse architectural firms. 
We create outdoor living spaces that 
are truly unique by blending the natural 
environment with the everyday spaces 
you need and desire. Each creation is 
environmentally responsible.

Johnson2 Architects
333 E. 9th St., Garden City, TX 12345 
(123) 456-7890
www.j2a.com | info@j2a.com
Johnson2 Architects is one of the nation’s most diverse architec- 
tural firms. We create outdoor living spaces that are truly unique 
by blending the natural environment with the everyday spaces you 
need and desire. Each creation is environmentally responsible.

Video Images

Johnson2 
architects

Johnson2 
architects

Online Sample

Cost:  $850 Advertiser 
$1,125 Non-Advertiser

BONUS
Your listing will run in the back of  
the magazine monthly! 
5 extra issues of Camp Business

BRAND BOOSTING



Terms:
Net 30 days after invoice. Advertising is invoiced on day of issuance. Late 
charge of 1.5 percent per month automatically added on the first day of 
the second month after invoice date. Discounts and/or commissions are 
automatically charged back on the first day of the third month after the 
invoice date.
 
Collections:
Should advertiser and/or agency default on payments of advertising bills, 
advertiser and/or agency become responsible for collection fees and/or 
attorney fees. If an agency defaults on a payment, advertiser will be held 
responsible for total due.

Annual Buyer’s Guide:
Buyer’s Guide listings automatically renew each year to ensure there is 
no disruption of your request literature leads. Prior to auto-renewal, you 
will receive notification via phone, email and/or mail from your account 
representative.

Cancellations:
Any cancellation must be submitted in writing, prior to the Ad Deadline 
published on the Editorial Calendar of the current Media Planner.  
No cancellations will be accepted after the published ad deadline for  
any reason. See Miscellaneous #4 for details on schedule changes.

Miscellaneous:
1.  Publisher reserves the right to accept, reject or edit any copy not in  

keeping with the standards of Camp Business.
2.  Publisher reserves the right to accept or reject any advertisement for  

any reason.
3.  Advertiser and/or advertising agency assumes all liability for  

printed advertisements in Camp Business.
4.  When entire schedule of contract is not used, advertiser will be 

short-rated and billed the difference. Advertiser will be billed at the 
current one-time rate when multiple insertion contracts and/or insertion 
orders are not on file with the publisher. Advertiser has the option to 
revise contract to increase or decrease the frequency rate. In the event 
of a contract revision, advertiser will either be short-rated or credited, 
depending on the actual earned space used or to be used.

5.  Proper notification will be given before rate changes. Contracts made 
before rate changes will be billed at the contract rate.

Submit all advertising materials to: 
Al Holappa
333 Kenilworth Avenue, Duluth, MN 55803
Phone: 866-444-4216 x241
Email: al@northstarpubs.com

Ad Size                                      Width  X  Height

Advertising Policies

13

ADVERTISING MATERIALS & POLICIES

1/4 V

Business 
Card

1/2 V
1/3 V

1/6 H

2/3 V

1/6 V

1/6 V

1/3 H

1/2 H

1/6 V

Advertising 
Artwork

Mechanical Requirements:
• Full-Page with 1/8-inch bleed: 8” x 11”
• Note: Full-Page will be trimmed to: 7.75” x 10.75”

Please Note: Bleeds—allow 1/8” on all four
sides of your full-page ad. It is recommended to leave at 
least 3/8-1/2 inch “live” area inside the  
7.75” x 10.75” trim dimension for important text  
and graphics. This allows for a safe area when  
the ad is trimmed.
 

•  Full-Page with Bleed* ....................................8 x 11 
(*see note above regarding bleed and “live” area)

• Full-Page Trim Size ....................................7.75 x 10.75

• Full Page (non-bleed) .....................................7 x 10

• 2/3 Page (vert.) .........................................4.625 x 10

• 1/2 Page (vert.) .........................................4.625 x 7.375

• 1/2 Page (horiz.) ..............................................7 x 4.875

• 1/3 Page (vert.) ...........................................2.25 x 10

• 1/3 Page (horiz.) .......................................4.625 x 4.875

• 1/4 Page (vert.) .............................................3.5 x 4.875

• 1/6 Page (vert.) ...........................................2.25 x 4.875

• 1/6 Page (horiz.) .......................................4.625 x 2.375

• Business Card (horizontal) .........................3.5 x 2

•  Classifieds: 
Unit Ad + Logo / Unit ...............................1.625 x 1
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CAMP BUSINESS EDITORIAL CALENDAR

JANUARY/FEBRUARY
Top Programming Ideas

Edit Deadline: 10/20/17
Ad Deadline: 11/10/17
Materials Deadline: 11/17/17

Featuring: 
 Day Camp Programming
 Activity Centers
 Nature Centers
 Arts & Crafts
 Camp Management Solutions

MARCH/APRIL
Aquatics & Annual Buyer’s Guide

Edit Deadline: 12/15/17
Ad Deadline: 01/12/18
Materials Deadline: 01/19/18

Featuring: 
 Registration 
 Waterfront & Beaches
 Swimming & Water Safety
 Marketing

MAY/JUNE
Staff Training

Edit Deadline: 02/23/18
Ad Deadline: 03/14/18
Materials Deadline: 03/21/18

Featuring:
 Staffing & Staff Training 
 Renovation Projects 
 Sports & Recreation
 Website Upgrades
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CAMP BUSINESS EDITORIAL CALENDAR

JULY/AUGUST
Adventure Programming

Edit Deadline: 04/20/18
Ad Deadline: 05/11/18
Materials Deadline: 05/18/18

Featuring:
 Food Service
 Conference & Retreat Centers
 Outdoor & Adventure Recreation
 Responsive Website Design

SEPTEMBER/OCTOBER
Facilities & Maintenance

Edit Deadline: 06/15/18
Ad Deadline: 07/13/18
Materials Deadline: 07/20/18

Featuring:
 Facilities & Day Camp Venues 
 Amenities & Maintenance
 Continuing Education Programs
 Camp Management Solutions

NOVEMBER/DECEMBER
Special Needs

Edit Deadline: 08/17/18
Ad Deadline: 09/14/18
Ad Materials Deadline: 09/21/18

Featuring:
 Camper Behavior
 Specialty Camps
 Accessibility
 Social Media Management Tools



P.O. Box 1166 
Medina, OH 44258-1166

Toll Free:  866-444-4216
Direct: 330-721-9126
Email: info@northstarpubs.com
Fax: 330-723-6598
Website: northstarpubs.com

Follow us on social media

facebook.com/campbusiness

@CampBusiness

CONTACT INFORMATION


