
ONLINEDISPLAYADHYPERLINKPACKAGES
• Hyperlink of the entire online display ad (viewer can scroll and click on your ad to reach
your web site.)

PACKAGE COST:$100/month (added to your print insertion order)

ONLINE“ADVERTISERSOFTHEMONTH”PACKAGE
• Available only to full page advertisers
• The home page of Used Car Dealer Magazine.com will include an “Advertisers of the Month”
section. This package includes a thumbnail of your ad on the home page that when clicked
hyperlinks directly to your ad within the online publication.

• This package also includes a hyperlink of the entire full page ad in the online version to your
web site.

PACKAGE COST: $200/month (added to your print insertion order)

STREAMINGVIDEOCOMMERCIALPACKAGE
• The online version of the magazine allows a “play now” button which appears when a
viewer scrolls the mouse over your online ad. When the play now button is clicked, your
streaming video commercial appears on top of your ad. This feature is perfect for those
who already have television commercials and/or advertisements/product infomercials etc.
that have appeared on NIADA.TV

PACKAGE COST: $300/month (added to your print insertion order)

GENERAL INFORMATION
• Used Car Dealer Magazine is the official monthly publication of the National Independent
Automobile Dealers Association (NIADA) and is the most established publication serving
the used motor vehicle industry.

• Used Car Dealer Magazine is targeted to automotive dealer professionals who are on the
cutting edge of the automobile remarketing industry- and looking to go further.

• Used Car Dealer Magazine provides the most relevant, concise and unbiased editorial
content in the industry. Its reputation is unparalleled among its competitors, and industry
professionals have come to rely on its educational and up-to-date content.

CIRCULATION
• Used Car Dealer Magazine is targeted to OVER 19,500 used motor vehicle dealer
principles and subscribers nationwide that comprise the NIADAmembership.

• Circulation breakdown: approximately 18,500 dealer members, auctions and associate
members, and 1,000 paid subscribers and vendors comprise the monthly distribution list.

• Used Car Dealer Magazine's paid circulation means you're not wasting your precious
advertising dollars on inflated circulation numbers. Every ad will reach the key decision
makers in the used motor vehicle industry.

• Used Car Dealer Magazine’s newly designed and enhanced online version can be
downloaded and viewed atwww.usedcardealermagazine.com.

• Viewers can email specific articles, columns and advertisements within the online
version to others. The new online version also allows viewers a search engine to search
articles within the current issue and all archived issues by key words or phrases.

• Viewers can also hyperlink directly to advertisers’ Web sites by simply clicking on their
ad in the online version of the magazine. Advertisers can even play streaming video
commercials on top of their display ads in the online version.

• Monthly issues are also archived on the site.

Click on ads to link directly to their website.

USED CAR DEALER WANTS

TO HEAR FROM YOU.
TELL US WHAT YOU THINK!
Used Car Dealer encourages its readers to send

comments, opinions and suggestions about the

publication for reprint. Letters
can by emailed to

editor@niada.com. Include your full name, address

and phone number. We are unable to publish all

letters and may edit letters fo
r length and clarity. This

is a great opportun
ity to hear back from our readers

on what they thought about
the articles and what

topics they would like to see covered in future issues.

R E A D U S O N L I N E A T

www.usedcardealermagazine.com

USEDCAR
DEALER
MAGAZINE
ISONLINE!

M A G A Z I N E

USEDCARDEALERMAGAZINE

4
OCTOB ER 2009

4

F E A T U R E S T O R I E S

Click on ads to link directly to their website.
USED CAR DEALER WANTS

TO HEAR FROM YOU.TELL US WHAT YOU THINK!
Used Car Dealer encourages its readers to send

comments opinions and suggestions about the

publication for reprint Letters can by emailed to

editor@niada com Include your full name address

and phone number We are unable to publish all

letters and may edit letters for length and clarity This

is a great opportunity to hear back from our readers

on what they thought about the articles and what

topics they would like to see covered in future issues

R E A D U S O N L I N E A T

www.usedcardealermagazine.com

W H A T ’ S I N S I D E
8 NIADA MessageConventions are almost always a positive experience NIADA makes it even better by renegotiating

hotel rates for the 2010 Convention and Expo in Las Vegas and saving attendees a third of their Caesar’s

Hotel expense10 Association News
If health insurance is among the services you need for your own family or for your employees NIADA

has a new benefit to make your life a little better Health auto life or homeowners insurance is now

available to association members

12 Driving TrafficPublicity! It’s free and effective when it’s done right especially when it’s innovative Put publicity into

your marketing mix for even better results

14 Selling PointCan you improve your sales communication just by watching a customer’s eyes when he answers a

question? The answer is “yes” if you understand Neuro-Linguistic Programming

49 Industry NewsRight to Repair legislation protects an independent dealer’s right to service the very cars he sells NIADA

has endorsed HR 2057 which ensures customers can select the repair facility of their choice

66 The Car Counselor
If you want to know about privacy check out this month’s Car Counselor column NIADA General

Counsel Keith Whann answers questions that make a difference in your dealership

I N E A C H I S S U E6 Frontline� It’s no surprise that California dealers

requested more reimbursement for Cash

for Clunkers transactions than dealers in

any other state.� Women are a strong force in selecting a

vehicle from your dealership. Northwood

University offers studies showing how to

respond to your customers’ needs and

perspectives.� SEMA hosts one of the largest trade shows in the automotive industry and NIADA participates

as a sponsor of Dealer Day at the annual expo.

� Internet searches for new exotic and classic cars in one of the best U.S. markets are down but

searches for used vehicles in the same classes are increasing.

� Figures continue to show consumers are holding on to their vehicles longer.

09
October

V O L U M E 2 9 • N U M B E R 1 02020 RETAIL CREDIT LOOSENS
Is retail credit loosening up? No one is predicting wide-open credit

but there are signs of hope on the horizon

2222 BUSINESS PLANSWhat do you want your dealership to accomplish? It’s one of the

basic questions which your business plan should answer You do

have a business plan don’t you?

2828 MAKING FLOOR PLANS WORK
Floor planning is one of the biggest expenses a dealer faces There

are issues to know and review to ensure you get the best options

for your business and your profitability

3636 BUY HERE - PAY HERE PERSPECTIVES

Changing your business model to Buy Here - Pay Here can sound

attractive when you can’t connect the dots in today’s credit

market but look before you leap BHPH is a finance business not

a sales business
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PRODUCTSANDSERVICESGUIDECLASSIFIEDRATES

FULL COLOR
1x 3x 6x 12 x

Full page 2,895 2,780 2,705 2,485

2/3 page 2,420 2,345 2,280 2,130

1/2 pg 2,165 2,110 2,060 1,940

1/3 page 1,800 1,760 1,710 1,495

1/6 page 1,405 1,370 1,360 1,290

1x 6x 12 x Mechanical spec

Square Classified $100 $90 $75 1.75 x 1.75

Rectangle (Vertical) Classified $150 $125 $100 1.75 x 2.5

Large Rectangle (Horizontal) $200 $175 $150 3.5 x 2.5

*** classified rates are non commissionable
*** black and white display classifieds only (no liners)

• Includes your auction logo, monthly listing in the magazine,
as well as an online listing andWeb site hyperlink at www.niada.com/links

• Contract year is January 1 - December 31. All new listings falling between
those dates will be pro-rated for the balance of the year.

• Full payment is due in advance of directory listing being published.
• Payment and ad info due by the 30th of the month prior to start-up.
• Logo artwork must be provided in a high resolution PDF, JPEG or TIF format.

COST: $828 annually

Inserts are available in Used Car Dealer Magazine. Contact your advertising representative for correct
specifications and details. Advertiser will pay a set placement fee for the insert. Additionally, advertiser
will be responsible for printing and shipping of the inserts to the publisher.

• Rates shown are full color display
ad rates

• Spot Color Ads (b/w + one color):
Deduct 15% off of rates shown

• Black &White Ads: Deduct 25%
off of rates shown

• Cover Positions: Add 15% to
the rates shown 12-time rates
(must purchase all 12 months)

• Pages 3, 5, 9- Add 10% to the
rates shown 12-time rates
(must purchase all 12 months)

INSERTS

2009 CLASSIFIED RATES

*ALLRATESBELOWAREPER INSERTION

DISPLAYADVERTISINGRATES
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2010SPACERESERVATION
ANDARTWORKDEADLINES

DEADLINE DEADLINE
JANUARY 12/7/09 12/11/09
FEBRUARY 12/29 1/4
MARCH 1/25 2/3
APRIL 2/24 3/2
MAY 3/25 4/2
JUNE 4/26 5/3
JULY 5/25 6/2
AUGUST 6/24 7/2
SEPTEMBER 7/26 8/3
OCTOBER 8/25 9/3
NOVEMBER 9/25 10/4
DECEMBER 10/26 11/3

SPACE RESERVATION ARTWORK/MATERIALS

AUTOAUCTIONDIRECTORYLISTINGRATES
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� Recognizing the Importance of Credibility

� Customer Relationship Management
� Embracing Change

� NIADA and NADA to Announce New Joint Program
� Learn About the LLC (Limited Liability Company)
� Maximize Your Visibility with Local Internet Searches
� Advantages of Print AdvertisingCHECK US OUT AT w w w . u s e d c a r d e a l e r m a g a z i n e . c o m

NADA SPECIAL ISSUE!

CHECK US OUT AT w w w . u s e d c a r d e a l e r m a g a z i n e . c o m

A L S O I N S I D E

T H E O F F I C I A L M A G A Z I N E O F N I A D A • J A N U A R Y 2 0 0 8

FEDERAL LEGISLATIVE ACTIVITY
FEDERAL REGULATORY DEVELOPMENTS

Special Legislative Issue

Get Better Results From
Your Advertising Dollars

Give Your Portfolio An MRI

Keeping Your Inventory
Safe From Theft



Image area Width Depth

Full Page (Bleed) 8.625 11.125

Full Page (Centered with 1/4" border) 7.875 10.375

2/3 Page (Vertical) 4.813 9.875

1/2 Page (Vertical) 4.813 7.312

1/2 Page (Horizontal) 7.376 4.811.

1/3 Page (Vertical) 2.312 9.875

1/3 Page (Square) 4.813 4.813

1/6 Page (Vertical) 2.312 4.875

1/6 Page (Horizontal) 4.813 2.313

Junior Spread (Bleed) 17.00 7.5

(live area) 16.746 7.463

(No Bleed) 15.75 6.804

FONTS
Please make sure all fonts are embedded in the file before
saving to PDF.

ADSIZE
Ad sizes must conform to the sizes presented in this media
kit. Publisher will not reduce or enlarge ads to fit required
space. Incorrect size ads will be sent back to advertiser.

ADITORIALS/COPYREGULATIONS
Aditorials must include words “Paid Advertisement”
prominently on the ad. Used Car Dealer Magazine reserves
the right to refuse aditorials based on contents of the
material and/or the refusal of the advertiser to include the
words “Paid Advertisement” on the advertising piece.

Full Page
Full Page

(bleed)

DISPLAYADSIZES
(USEDCARDEALER&STATEMAGAZINES)

DIGITALADMATERIALS
High resolution PDF formatted ads are preferred and can
either be e-mailed to your advertising representative or
mailed on CD to the NIADA Used Car Dealer Magazine.
If ads are designed in “In Design,” please send an EPS
version of your ad instead of a PDF. Advertiser may also
place artwork on our FTP Site. Contact your
advertising representative for FTP site instructions.

IMAGERESOLUTIONS
Please make sure the entire file is high resolution and that
all images within the ad are 300 DPI. Ads and images that
are not to specs will be sent back to advertiser.

COLOR
All spot color and four-color ads should be converted
to CMYK.
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JANUARY:
“NADACONVENTION” SPECIAL ISSUE July

750 Bonus Distribution at NADA Convention

1. NADA Convention Coverage 1. Hybrids: When &What to Expect As They Hit Your lot

2. NADA/NIADA Joint Programs 2. Serving the Mechanical Needs of Hybrids

3. The Economy in 2010 3. Incoming NIADA President Interview

FEBRUARY:
“LEGISLATIVE” SPECIAL ISSUE AUGUST: NIADAPOST CONVENTIONCOVERAGE

1. Federal Automotive Legislative Issues 1. Complete Post-NIADA Convention Coverage

2. How to Lobby/Grass Roots Campaigns 2. National Quality Dealer of the Year Profile

3. How to form a Local/State Gov’t Affairs Programs 3. NIADA.TV Dealer Education Updates

MARCH:
“DEALERMARKETING” SPECIAL ISSUE September: “Annual Auto Auction” Special Issue

1. Expanding Your Internet Presence: The Secrets 1. NAAA Coverage

to SEO Success. 2. NAAA President Q & A

2. Marketing to Special Population Groups 3. Auction Industry Perspectives

3. Adding “Certified Pre-Owned” to your Marketing Mix

APRIL:
“AFTERMARKET/ACCESSORIES” SPECIAL ISSUE October: “Finance” Special Issue

1. Recession-Busting Strategies to Speed Accessory Sales 1. BHPH: Preparing to Convert a CustomerW2 into Cash

2. How to Integrate Accessories into the Selling Process 2. How to Choose a Collection or Repo Company

3. Turning Used Vehicles into NewMoney 3. Beacon Scores: How They Affect Your Sales

4. How to Start Your First Service Bay

MAY:
NIADAPRE-CONVENTIONCOVERAGE N: : ::ovember:
1. NIADA Pre-Convention Coverage 1. Customer Follow Up & Loyalty Programs

2. Certified Master Dealer Success Stories 2. The latest in Dealer Web Site Technology

3. The Importance of Becoming a Certified Master Dealer 3, Dealership Cash Flow- How to Stay Afloat

JUNE:
NIADACONVENTIONSPECIAL ISSUE December

1,500 BONUS DISTRIBUTION AT NIADA CONVENTION
1. NIADA Convention Coverage 1. Year-End Industry Reviews

2. Sales: The Latest in Techniques and Training 2. Industry in the Community: Being Involved and

Profiting by Doing Good for Others
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JULY:
1. Hybrids: When &What to Expect As They Hit Your lot

2. Serving the Mechanical Needs of Hybrids

3. Incoming NIADA President Interview

AUGUST:
NIADAPOST CONVENTIONCOVERAGE

1. Complete Post-NIADA Convention Coverage

2. National Quality Dealer of the Year Profile

3. NIADA.TV Dealer Education Updates

SEPTEMBER:
“ANNUALAUTOAUCTION” SPECIAL ISSUE

1. NAAA Coverage

2. NAAA President Q & A

3. Auction Industry Perspectives

OCTOBER:
“FINANCE” SPECIAL ISSUE

1. BHPH: Preparing to Convert a CustomerW2 into Cash

2. How to Choose a Collection or Repo Company

3. Beacon Scores: How They Affect Your Sales

NOVEMBER:
1. Customer Follow Up & Loyalty Programs

2. The latest in Dealer Web Site Technology

3. Dealership Cash Flow- How to Stay Afloat

DECEMBER:
1. Year-End Industry Reviews

2. Industry in the Community: Being Involved and

M A G A Z I N E

✹BONUS
DISTRIBUTION

✹BONUS
DISTRIBUTION

✹BONUS
DISTRIBUTION
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What’s Gone From The Market, Thanks To Cash For Clunkers?

Whether you are a fan
of Cash for Clunkers
or not, Department of

Transportation statistics surround-
ing the trade-in program were
impressive.

Congress put up $3 billion for
the program although not all of it
was dedicated directly to trade-ins.
As expected, the most popular loca-
tion for Cash for Clunkers deals was
in California where dealers requested
some $326 million in voucher reim-
bursement. The program was also
active in Texas where dealers asked
for $183 million in reimbursement
while New York dealers wanted $156
million, Florida $146 million and Illi-
nois $143 million. In Pennsylvania,
dealers asked for $138 million, in
Ohio $136 million, in Michigan $132
million, in New Jersey $103 million
and in Virginia $98 million.

DOT reported that 84 percent
of trade-ins under the Cash for
Clunkers programs were trucks while
59 percent of new vehicle purchases
were cars. The program was meant
to bolster the auto industry eco-
nomically while improving gas
mileage of vehicles on the road.

DOT officials said the average
fuel economy was 15.8 mpg for
trade-ins and 25 mpg on replace-
ment vehicles. That translates into a
58 percent increase in gas mileage.
With more than 690,000 transactions
under the program, statistics
showed 404,000 purchases were
passenger cars and 231,000 were
Category 1 trucks. Another 46,000
purchases were Category 2 trucks
and 8,100 were Category 3 trucks.

Trade-ins included 109,000
passenger cars, 450,000 Category
1 trucks, 116,000 Category 2 trucks,
8,100 Category 3 trucks.
The most frequent trade-ins taken
out of the marketplace included:
1. Ford Explorer 4WD
2. Ford F150 Pickup 2WD
3. Jeep Grand Cherokee 4WD
4. Ford Explorer 2WD

5. Dodge Caravan/Grand Caravan
6. Jeep Cherokee 4WD
7. Chevrolet Blazer 4WD
8. Chevrolet C1500 Pickup 2WD
9. Ford F-150 Pickup 4WD
10.Ford Windstar

Requested Voucher Dollar Amount
by State:
ALABAMA . . . . . . . . . . . . . $31,251,500

ALASKA . . . . . . . . . . . . . . . . . $4,868,500

ARIZONA . . . . . . . . . . . . . . $39,542,500

ARKANSAS . . . . . . . . . . . . . $23,402,500

CALIFORNIA . . . . . . . . . $326,822,000

COLORADO . . . . . . . . . . . $37,676,500

CONNECTICUT . . . . . . . . $40,114,000

DELAWARE . . . . . . . . . . . . $11,235,000

DISTRICT OF COLUMBIA . . $67,500

FLORIDA . . . . . . . . . . . . . $146,565,000

GEORGIA . . . . . . . . . . . . . . $70,496,000

GUAM . . . . . . . . . . . . . . . . . . . . $675,000

HAWAII . . . . . . . . . . . . . . . . . $7,333,500

IDAHO . . . . . . . . . . . . . . . . . $11,655,000

ILLINOIS . . . . . . . . . . . . . $143,613,000

INDIANA . . . . . . . . . . . . . . $65,797,000

IOWA . . . . . . . . . . . . . . . . . . $37,728,000

KANSAS . . . . . . . . . . . . . . . $31,496,500

KENTUCKY . . . . . . . . . . . . $40,246,500

LOUISIANA . . . . . . . . . . . . $33,376,500

MAINE . . . . . . . . . . . . . . . . . $16,579,500

MARYLAND . . . . . . . . . . . . $74,903,000

MASSACHUSETTS . . . . . . $64,855,000

MICHIGAN . . . . . . . . . . . $132,407,500

MINNESOTA . . . . . . . . . . . $73,160,500

MISSISSIPPI . . . . . . . . . . . $12,463,500

MISSOURI . . . . . . . . . . . . . $61,271,500

MONTANA . . . . . . . . . . . . . . $6,461,000

NEBRASKA . . . . . . . . . . . . $21,784,500

NEVADA . . . . . . . . . . . . . . . $14,582,000

NEW HAMPSHIRE . . . . . $23,045,500

NEW JERSEY . . . . . . . . . . $103,375,500

NEW MEXICO . . . . . . . . . . $13,941,500

NEW YORK . . . . . . . . . . . $156,292,000

NORTH CAROLINA . . . . $78,601,500

NORTH DAKOTA . . . . . . . . $8,938,000

OHIO . . . . . . . . . . . . . . . . . $136,267,000

OKLAHOMA . . . . . . . . . . . $37,422,000

OREGON . . . . . . . . . . . . . . $37,531,500

PENNSYLVANIA . . . . . . . $138,651,500

PUERTO RICO . . . . . . . . . . $2,252,000

RHODE ISLAND . . . . . . . . $10,690,500

SOUTH CAROLINA . . . . . $37,207,500

SOUTH DAKOTA . . . . . . . $10,367,500

TENNESSEE . . . . . . . . . . . . $50,949,000

TEXAS . . . . . . . . . . . . . . . . $183,776,500

UTAH . . . . . . . . . . . . . . . . . . $24,102,500

VERMONT . . . . . . . . . . . . . . $9,879,000

VIRGIN ISLANDS . . . . . . . . $1,553,000

VIRGINIA . . . . . . . . . . . . . . $98,523,500

WASHINGTON . . . . . . . . . $55,927,500

WEST VIRGINIA . . . . . . . $13,477,000

WISCONSIN . . . . . . . . . . . $70,165,000

WYOMING . . . . . . . . . . . . . . $2,513,000

Northwood University is
responding to an
increasing level of

women’s influence in automotive
purchases by creating a certification
program for sales professionals.

Officials of the Michigan
School Automotive Marketing
Department said its “Women
Certified” training and certification
program is designed to help sales pros meet
women’s standards and expectations in the buying
process. The school quotes statistics that show

women influence 95 percent of all
vehicle sales in the US.

Calling the appeal to women
good business sense, the school
hopes to strengthen the sales profes-
sionals’ marketing and customer
service capabilities.

Northwood is currently the only
university that specifically prepares
and offers students a four-year degree

in the automotive industry. The school prepares
students for careers in all aspects of automobile
distribution, sales and service.

Northwood Certifies Sales Pros To Meet
Women’s Standards And Expectations
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I gotta tell ya, the last time I heard someone shout out, “Hey

y’all watch this!” not much good came from it. As a matter

of fact if memory serves me correctly (I truly doubt that it

does under the circumstances at that time) whatever it was didn’t

have a very favorable outcome and more than likely ended up with

a four-hour wait in the local emergency room. Yeah, that’s what

happens when a bunch of people gather around, bored, not sure

what to do but doing something (even crazy) is better than doing

nothing at all.
Ever get the feeling you live that same scene over and over

again? “Hey y’all watch this!” You’re not sure what you want to

do, but you feel compelled to do something and often times

with either catastrophic results (lost profits) or no results at all.

The fact is this: Without a well thought out business plan, you

might as well be sitting around discussing what you would do

if you hit the Mega Lottery. But instead of ending up in the

emergency room, you find yourself in bankruptcy court.

When is the last time you really sat down and evaluated

your current business and marketing plan? Okay, I was trying

to be professional and make the assumption you have actually

written one in the first place.These are not the economic times to be hoping and wishing

“things are gonna turn around.” If you want things to turn

around, then turn them around yourself. Take responsibility for

your business! FACT: History clearly has demonstrated that the

number one cause for ANY business to fail regardless of the

industry is management’s failure to recognize changes within

local, national and global markets, and if recognized, manage-

ment’s failure to implement change within their business to

address current and future trends. GM did not file for bank-

ruptcy because Japanese products were built better and were

cheaper. GM’s failure can be directly attributed to GM manage-

ment failing to believe it could ever lose market share, even

though it failed to effectively invest in its own research and

development for more than 20 years, and its failure to listen to

the winds of change among automotive consumers.

I hear this all too frequently among dealers: “We’re fine.

We’ve been in business for a long time. We’re not changing

8 O C TO B E R 20 0 9

8
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44. Callers

will be requ
ired to prov

ide the grou
p code

SCNADO f
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in

this month’
s issue, we a
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d several
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ries which a
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reading tim
e.
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f Buy-Here
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s

addressed b
ecause of th

e increased
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this segmen
t of the ind

ustry.We al
so cover

the subject
s of retail fi

nancing an
d

analyzing y
our floor p

lanning op
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For a differ
ent way to

look at sale
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approach a

nd read thi
s month’s

Selling Point column w
hich covers

Neuro-Ling
uistic Progr

amming.
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d in

this issue. M
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e voiced a c
ritical

need for he
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ce and this
new

program re
sponds. You

can find a f
ull story

N I A D A M E S S A G E

on the new
“NIADA Insurance Center”
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, complete w
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of how it w
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ere to get

more detail
ed informa

tion. Essent
ially,
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et portal to
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area, will pr
ovide bids.

You can als
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owners and

many other
insurance

products as
well.We pa
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h Marsh

Insurance, o
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world’s larg
est brokers,

to bring thi
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rs.

These new
benefits

are paired w
ith the

“NIADA Retirement

Program” for 401k

retirement
plans and

“NIADA Insure”which
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ogether the
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Don’t forget,
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Caesars Pal
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today and SAVE!

2010 Convention Hotel Rates Reduced To $120;

New NIADA Health Insurance For Members Only!

By Michael Linn

Michael Linn

Executive Vice President and

CEO of NIADA and President of

NIADA Services, Inc., Publisher

of Used Car Dealer Magazine.

This edition
of Used Car Dealer

Magazine features o
ne of the m
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g. Even tho
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are signs th
at the U.S. e

conomy is t
urning

around, no
one is proje

cting that th
e nation

will return
to prosperit

y overnight
. NIADA

members, a
s well as oth

er businesse
s, closely

watch expe
nses to mak

e sure retur
ns are well

worth the i
nitial invest

ment.

There is no
question

that the 201
0 Conventio

n

and Expo in
Las Vegas

meets the c
riteria of a

strong inve
stment of y

our

time and do
llars. The

ideas you re
ceive at our

educationa
l sessions ca

n

keep your b
usiness

operations
humming.

And, new c
ontacts and

programs p
rovide

opportunit
ies to turn y

our

annual reve
nues golden

.

NIADA has
been able

to renegotia
te hotel roo

m

rates for yo
ur visit to o

ur

convention
and expo n

ext

year at Caes
ars Palace

June 14-17.

We signed a
contract

with Caesar
s a few year

s

ago for $18
9 per night,

which at th
e time was

an

excellent ra
te, but it ha

s

become app
arent that

Las Vegas is
suffering

economic w
oes like ma

ny

other areas.
Reservation

s for the $1
20 a night

rate must b
e made prio

r to Decem
ber 31,

2009. In Jan
uary, rates m

ay increase
depending

on econom
ic condition

s inVegas a
t the time.

This presen
ts a valuabl

e opportun
ity that

should be t
aken advan

tage of. Sho
uld you be

unable to a
ttend next J

une, you ha
ve the

option of c
ancelling yo

ur reservati
on 72 hour

s

prior to the
beginning o

f the Conve
ntion

without pen
alty. This is

an advantag
e that’s a

win-win-w
in for every

one!

To obtain th
e discounte

d $120 room

To obtain the discounted $120 room rate, contact Caesars at 866-227-5944.

Callers will be required to provide the group code SCNADO for the special rate.


