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The National Trailer Dealers Association (NTDA) invites you to advertise in our industry-specific, 

multimedia publications. 

	 There has never been a better opportunity to promote your brand to the semi-trailer industry, and 

no organization holds the breadth and quality of membership as the NTDA. The Association represents 

nearly 900 companies that sell, manufacture, lease, and repair semi-trailers and trailer parts and accessories 

throughout North America. 

	 We connect you directly with the key decision-makers in this evolving industry through our growing 

membership, our publications, our training seminars, via social media, through our board of industry 

executives, and at our hugely popular annual Convention and golf tournament/scholarship fundraiser. 

To reach the owners, sales managers, service managers, parts managers, branch managers and all senior 

decision-makers in the semi-trailer industry, there is simply no better vehicle than through the NTDA. 

	 The NTDA’s TrailerTalk (bi-monthly print newsletter), NTDA eNews (bi-weekly electronic newsletter), 

the new NTDA Market Outlook newsletter, and our heavily trafficked Web site as well as other channels 

put you directly in front of your biggest customers — industry leaders who trust us to bring them news, 

information and networking resources to help them do more business together. Consider that over 88% of 

our TrailerTalk subscribers are owners, dealer principals, presidents, CEOs, general managers and/or branch 

managers — each decision-makers about your product or service. 

	 Just like the trailer industry itself, the NTDA continues to grow. In the past year, we have added to our 

staff, moved into larger offices, expanded our social media footprint, and grown our membership even 

larger. Our growth and the industry’s growth make advertising with NTDA a better deal than ever before. 

Rest assured, all advertisers still receive the same personal service and care as always. 

	 I have been the President of NTDA since 2010 yet have never been more excited about the potential of 

this industry and the impact of our organization. Act soon, as advertising space is limited.

	 Sincerely, 

	 Gwendolyn Brown
	 President

NTDA news content is now available to 
registered readers via computer, tablet 
and mobile devices on www.ntda.org.
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NTDA news content is 
available to registered 
readers via computer,  

tablet and mobile devices 
on www.ntda.org.

ENHANCE YOUR COMPANY’S BRAND AWARENESS.

GENERATE SALES, INCREASE LEADS AND ACQUIRE NEW 

CUSTOMERS.

MAXIMIZE YOUR EXPOSURE AND SAVE MONEY.  

(OUR COMPETITORS CHARGE UP TO $4,000 FOR  

ONE FULL-PAGE AD!)

ENGAGE TOP-LEVEL TRAILER DEALER DECISION MAKERS 

AND INDUSTRY PROFESSIONALS ALL YEAR LONG.

CONNECT WITH YOUR TARGET MARKET OF UP TO 4,000  

PROFESSIONAL INDUSTRY CONTACTS AT NEARLY  

900 NTDA MEMBER COMPANIES.

INFLUENCE 1,200 TRAILERTALK SUBSCRIBERS. 

MARKET YOUR COMPANY AND PRODUCTS TO 

4,000 ENEWS SUBSCRIBERS.

DISPLAY YOUR BANNER AD TO 200,000 ANNUAL WEB 

SITE VISITORS WHO INCLUDE NTDA MEMBERS, FLEET 

CUSTOMERS AND TRAILER PURCHASING DECISION-

MAKERS.

Why Advertise in NTDA’s Publications? 
The Most Effective, Targeted Media in the Trailer Industry
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NEW! 
NTDA Market Outlook Newsletter

The NTDA Market Outlook delivers information 
regarding new technology, actionable data, 
useful charts, analysis and stories impacting the 
trailer industry. This quarterly publication can 

be downloaded free-of-charge by members in 
the Member Section of the NTDA Web 
site and a link is e-mailed to all member 

contacts who have provided an accurate 
e-mail address to the NTDA. For members 

who wish to purchase a printed copy of 
the publication, it is available for an annual 

subscription fee for $49; nonmembers 
pay $89.

2,225 
Subscribers

 
Full Color

Published 
Quarterly

Special Offer 
 

Purchase 3 full-page, four-color display  
ads and get the 4th ad free!



ABOUT    PRINT    DIGITAL    CONTENT    SPECIFICATIONS & RATE NTDA MEDIA KIT 2019 | 5

PRINT & ONLINE 
VERSIONS

Trailer industry leaders consider the annual NTDA 
Membership Directory an invaluable resource. As 
another value-added resource, the Directory is also 
available as an online Flip Book. Members are also 
listed in a searchable online directory. This essential 
guide reaches qualified industry decision-makers and features 
detailed company information cross-referenced geographically 
and by last name. Allied members are also listed by company 
type. Each member receives a copy of the Directory and copies are 
distributed at a variety of industry trade shows, including The Work 
Truck Show, Mid-America Trucking Show, ExpoCam Montreal, and 
other industry events. Additional copies are available for $50 each 
(includes shipping and handling). See ad specifications and artwork 
submission information on Page 15.

ENHANCED LISTINGS

NTDA Membership Directory

1,200+ 
Subscribers

Do you have a limited budget but still want to showcase your products 
and services? The NTDA also offers members the option of an enhanced 
Directory listing for $149 (includes Dealer primary and branch location 
listings) that is composed of your company logo, up to a 75-word 
company, product or service description, and additional highlighting to 
make your listing stand out. Enhanced listings will be published in the 
Directory. Logos must be submitted as a 300 dpi, high-resolution .jpg or 
.eps format (created in Illustrator). Full-page Membership Directory 
advertisers receive a free Enhanced Directory Listing. 
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PRINT 
NEWSLETTER
Promote your brand to trailer dealer principals and key decision-
makers! Full-page or half-page ads in TrailerTalk are a great 
way to advertise your company’s latest products and services, 
and direct dealers to your sales staff or Web site for more 
information. See ad specifications and artwork submission 
information on Page 15.

Director of Sales/Sales Manager/Trailer Sales Manager

President/CEO/COO

General Manager/Vice President

Accounting/CFO/CPA

Branch Manager

Advertising/Communications/Marketing

Service Manager/Parts Manager/Leasing Manager

Who Subscribes to TrailerTalk?

36%

32%

20%

4%

4%

2%

2%

% OF TRAILERTALK SUBSCRIBERS BY JOB TITLE

Reach up to 1,200 industry professionals — including all NTDA member companies — by advertising in TrailerTalk, a four-color 
newsletter published six times per year. TrailerTalk features timely updates and information vital to trailer industry firms, including 
member news, legislative and regulatory advisories, economic forecasts, business improvement tips, Association news, event 
information and industry resources, and much more. TrailerTalk is available in print and as an online Flipbook to registered users on 
the NTDA Web site, www.ntda.org.

EDITORIAL PROFILE

1,200+ 
Subscribers

TX

85
 

OH

81
 

MI

67
 

IN

57
 

CA

54
 

IL

50
 

MO

45
 

ONTARIO

40
 

MN

39

Top 10 States/Provinces for TrailerTalk Subscribers

TRAILERTALK
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TRAILERTALK Contents
Feature Articles
In-depth review, analysis and  
insights about issues impacting the 
North American trailer market.

Regular Features
1.	 North American Focus — U.S., Canada & Mexico
2.	 New Products — Learn about new and exciting 

products from NTDA Allied members 
3.	 Webinar & Seminar Calendar — Attend NTDA 

educational programs throughout the year.

Special Reports
NTDA Convention & Exhibition 
highlights; industry regulatory 
and legislative updates; emerging 
technologies; business development 
tools and best practices, and much 
more.

Print Advertising
High-profile full and half-
page print advertisements are 
available in each edition. 

Advertorials
A limited number of advertorials 
are available throughout the year. 
For more information, contact 
NTDA President Gwendolyn Brown 
at (810) 229-5960 or e-mail 
gwen@ntda.org.

Succession Planning: 
Start Now

By Brian Hall 
NTDA Publication Relations & Meetings Manager

When the time is right, should you sell your business or keep it in 
the family? If you want to keep it in the family, who should run it af-
ter you retire? A child, a loyal associate, someone from the outside?  
 Suzie Eyrich, Certified Financial Planner and Senior Wealth Planner 
with BMO Private Bank, delivered one of the more personal sessions 
at the 28th Annual NTDA Convention on Wednesday, Oct. 3, 2018 
at The Broadmoor in Colorado Springs, CO. (Eyrich stepped in at the 
last minute for Donald Cooper who was scheduled to present, but 
became seriously ill.)  
 Many dealer members have spent much of their adult life building 
their business, and it’s not always clear which path is best as they 
plan their retirement. As Eyrich stated, the time to start thinking 
about these issues is now. “Business owners must have a plan for the 
single most critically important financial event of their lives — the 
transition out of their business.”  
 In her presentation, Eyrich noted that 79% of all business owners 
plan to exit in the next 10 years, yet only 18% have discussed a 
transition plan with a professional. More surprising, only 17% have 
created an actual transition plan. As a reminder, all 100% of current 
owners will leave their business at some point.  
 Just as surprising, Eyrich revealed that even those owners who 
have considered these issues and gone through the effort of craft-
ing an estate plan have not updated their plan in years. That could 
prove disastrous given the many changes with the market, inside 
the executive offices, not to mention possible family changes. That 
is why you must “align your estate plan and your business succes-
sion plan,” with your current situation, Eyrich cautioned. “What if 
something happens to you tomorrow?”  
 Before diving into the process of crafting a succession plan,  
Eyrich noted that it’s important to unlock the answers to these core 
questions: 

1. Will you sell your business or keep it in the family? 

2. Are you looking to sell or transfer the business within the 
next two years? Or later? 

3. Do you want to remain involved in the business after 
selling it? 

4. Who will run the business after you leave? Are they ready 
to take over now? 

5. How will you ensure a steady income flow for yourself 
after you have exited the business? 

6. What will be sold (i.e., assets, stock, goodwill)?

 Now comes the hard part: living with your decision. Yet the soon-
er you begin to ask then answer these questions, the stronger your 
plan, the more secure your family, and the greater your peace with 
your ultimate decision.  
 Next comes the post-transition concerns: how do you plan to 
spend your time in retirement? Maybe you want to travel, spend 
time with grandchildren, or maybe you want to start up an entirely 
new venture. 
 It is also important to remember that once you have discussed 
these issues with your family, your financial advisor, even with staff, 
there is still more to be done. You may need help in determining 
the proper value of your business and in managing the many tax 
hurdles. Eyrich also noted that the actual sales process can take 
between three months and two years. You also need to learn how 
to effectively “tell the story of your business” to potential buyers. Oh, 
and don’t forget, a buyer may have you remain involved with the 
business for three–five years post-sale. 
 Eyrich also discussed how an employee stock ownership plan or 
ESOP could prove the best option for the business owner seeking to 
transition out of their business, cut some tax liabilities, and empow-
er employees, all while providing income and a means of staying 
connected with the business. Many owners care deeply about their 
employees and continue to do so even after a sale. 
 Transitioning out of your business is an emotionally charged issue 
with multiple financial implications for you, your family, and your 
employees. The best time to start working on a succession plan is 
now.

Suzie Eyrich, Senior Wealth Planner with BMO Private Bank chats with 
Kelly Stephens, CEO of Florida Utility Trailers, Inc. during a Bonus Session 
covering Succession Planning at the 28th Annual NTDA Convention on 
Wednesday, Oct. 3, 2018.

Seventy-nine percent of all business owners plan to exit in the next 10 years,  
yet only 18% have discussed a transition plan with a professional. 
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SAFETY TIPS
Personal Protective Equipment

•	 Always wear personal protective equipment such as safety glasses and ear plugs.

•	 Before operating any power equipment, remove all loose clothing and roll up your sleeves 
above the elbows and tie back long hair. 

•	 Always wear shoes that cover the top of your feet and toes to avoid foot injuries. 

Slips, Trips and Fall Prevention 

•	 Keep the floor around power equipment clean and free of scrap material, sawdust, oil, wax and grease. Clean the floors often 
and pick up items to avoid slips, trips or falls. 

•	 Place cords and hoses out of the path of travel.

•	 Give your work your undivided attention. Looking around, carrying on a conversation and “horseplay” are careless acts that can 
result in serious injury. 

THINK!
ACCIDENTS ARE 

AVOIDABLE!

TRAILERTALK

Dave Ritchie, CMIOSH, Corporate Safety Director, for Great Dane 
Trailers addresses attendees of the “Leading by Example — Safety as a 
Core Value” presentation during the 28th Annual NTDA Convention on  
Oct. 3, 2018 at The Broadmoor in Colorado Springs, CO.

A first-degree black belt in judo and former European karate cham-
pion, David Ritchie admits he has taken a few hits to the head. That 
may help explain why he’s on a mission to radically improve safety, 
both inside Great Dane Trailers, where serves as CMIOSH, Corporate 
Safety Director, and on our roads. 

Ritchie delivered the “Leading by Example — Safety as a Core 
Value” presentation at the 28th Annual NTDA Convention, 
and his passion for safety and commitment to relentless 

improvement of safe practices was on full display. 
 “Making safety a priority is not enough,” said Ritchie. “Priorities can 
shift, change over time, or get pushed down the to-do list. That’s 
why safety must be a value. A value reflects who you are and what 
you do always, not just when it’s convenient or when you’re focused 
on it.”  
 During his session, Ritchie discussed how Great Dane practices 
safety as a value across all its operations, and revealed why  focusing 
on every incident, no matter how minor, ultimately results in 
preventing major accidents.  
 “This is a process,” Ritchie told his audience. “Focus on the small 
stuff, cut those numbers down, and the result is fewer major 
incidents.”  
 Ritchie displayed a “hazard pyramid,” where at the base of the 
pyramid are all those minor scrapes, maybe an employee who 
didn’t fully follow safety procedures, or the procedures simply 
weren’t good enough. Such incidents may result in a small cut, for 
example, or require minimal on-site first aid. The more such minor 
incidents crop up, the greater the likelihood of something more 
serious occurring, such as a sprained ankle or hard fall — the kind 
of incidents that get recorded by the company. The more of these 
recordable injuries, the more likely there will be a major accident, 
such as an employee breaking their leg, or losing a finger. The 
more of these accidents, the higher the chance of a fatality, which 
should never happen, Ritchie says. Therefore, companies must do 
everything they can to shrink the hazard pyramid base.  
 Safety isn’t just right, it’s good business, Ritchie told the audience 
at The Broadmoor in Colorado Springs on Oct. 3, 2018. Data-driven 
safety practices lower costs and have a positive impact on employee 
turnover rates. With employee retention comes better service, less 
need for training, and a safer work environment.  
 Ritchie knows his stuff. In addition to his role at Great Dane, his 

credentials include executive safety leadership from Harvard, and 
a Bachelor of Science degree from the British College of Safety. 
Before joining Great Dane, Ritchie was Corporate Safety Director for 
Caterpillar.  
 Ritchie believes a data-driven approach that focuses on employee 
behavior is the best means of reducing minor and major incidents. 
Find methods that encourage employees to always be thinking 
about safety. Ritchie highlighted a factory where employee time 
cards each have a picture of the worker’s loved ones on it, a gentle 
reminder that unsafe practices can rob us of what we care about 
most. 
 It’s not just data that leads to safer practices, it’s implementation 
— and that starts from the top. Don’t fear experimentation, just 
“learn to fail faster,” according to Ritchie. Implement what works and 
abandon what doesn’t. No matter what, safety practices won’t stick 
without buy-in from company leadership. 
 Ritchie closed with the reminder, “We must all allow ourselves to 
be touched by the outcomes, the emotions and the impacts if a 
tragedy were to occur so that we can then implement the necessary 
steps to prevent that tragedy from ever again occurring.” 

A Passion for Safety
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Knowns, Unknowns of  
Trailer Emissions Standards
By Brian Hall 
NTDA Public Relations & Meetings Manager

Al Cohn, Director of New Market Development & Engineering for 
Pressure Systems International moderated an expert panel of trailer 
dealers and manufacturers for the CARB & GHG Phase 2 Rules Up-
date Concurrent Session on Thursday, Oct. 4, 2018 during the 28th 
Annual NTDA Convention at the Broadmoor.  
 The session proved more an examination of the knowns and 
many unknowns of emissions standards for trailers as so many reg-
ulations are in development or worse, remain uncertain. The panel 
included Mike Tunnell, Director, Energy & Environmental Affairs for 
the American Trucking Associations; Larry Adkins, Senior Manager 
Commercial Trailer Products for Wabash; and Mike Shuemake, Presi-
dent of Central Valley Trailer Repair. 
 Since 2010, most 53’ and longer box-type trailers traveling in 
California have been subject to various emissions-related require-
ments and SmartWay compliance. These can include the use of 
aerodynamic devices, such as a skirt and tail, or the use of low 
rolling resistance tires, for example. Another known that touches on 
the unknown, is that earlier this year, California adopted “Phase 2” 
Greenhouse Gas Emissions Standards. These mostly align with the 
proposed federal government’s Phase 2 standards. However, those 
federal rules are now facing multiple challenges.  
 It gets more confusing, particularly for those who sell trailers in 
California. Beginning with model year 2020, trailers manufactured 
for sale in California will need to comply with the state’s Phase 2 
standards. Yet, there is not 100% clarity as to whether these stan-
dards will be enacted. The reason being is that there is not 100% 

certainty California will need to have a waiver by the Environmental 
Protection Agency (EPA) to enact these standards, and if they do, 
will the current EPA provide it? 
 Dealers and manufacturers in the session all expressed a desire 
for clarity and certainty. It was no surprise, given the regulatory 
uncertainties, that the heavyweight panel were peppered with 
questions they all did their best to answer as completely as possible.  
 As you may know, in 2016, the EPA and National Highway Traffic 
Safety Administration (NHTSA) adopted Phase 2 standards for 
trailers manufactured for sale in the U.S. — requiring at minimum, 
select aerodynamic, tire and tire inflation monitoring fixtures. These 
standards were set to begin with model year 2018 trailers, but the 
EPA rules were stayed at the federal level. However, the stay of the 
trailer requirement did not affect California’s authority to establish 
standards for trailers. 
 Despite the uncertainties, none of this was a surprise. In 2016, 
the Truck Trailer Manufacturers Association (TTMA) filed a petition 
for review with the D.C. Court of Appeals, claiming the EPA lacked 
the authority to regulate trailers, and further claiming the emis-
sions standards for trailers are arbitrary and capricious. TTMA then 
petitioned the EPA and NHTSA directly, asking that they reconsider 
the standards. For now, there is little certainty. Last year, the D.C. 
Court of Appeals issued a stay on the trailer standards, pending EPA 
review, and requiring the EPA to provide a progress report on their 
review every 90 days. Still unknown, however, is what — if any — 
changes to the Phase 2 standards the EPA will make. It seems that 
whatever the final decision, there will be additional litigation.  
 The panel did appear to agree that CARB’s California-only Phase 
2 standards will be enacted, whether a federal waiver is required 
to implement them or not. Given California’s disproportionate eco-
nomic pull on the trailer industry, the CARB emissions standards for 
semi-trailers beginning with model year 2020 trailers could quickly 
become the de facto standard for all trailers. 

The regulations and amendments fundamentally align California’s GHG emission standards and test 
procedures with those of the federal Phase 2 GHG regulations in structure, timing, and stringency. 
Manufacturers are required to submit information directly to CARB to certify their engines, vehi-
cles and trailers with the California Phase 2 GHG program and CARB will independently review the 
required certification documents before it issues an Executive Order. 
 There are some differences between the California Phase 2 regulations and the federal Phase 2 
regulations. Specifically, the California Phase 2 regulations:

•	 Includes language strengthening the statement that manufacturers provide with their certifica-
tion  submittals. Manufacturers need to unconditionally certify that the information submitted 
in certification packages is accurate, and that it describes engines and vehicles as built;

•	 Requires tractors and vocational vehicles to have specific emission control identifiers included 
on their emission control labels for technologies that can be visually inspected;

•	 Requires the engine family to be included in the vehicle certification documentation;

•	 Establishes a credit adjustment protocol that would incentivize the use of low global warming potential (GWP) refrigerants, incentivize 
the sale of plug-in hybrid electric vehicles (PHEV) to meet a minimum all-electric range and ensure no increases oxides of nitrogen (NOx) 
emission, and incentivize transit buses manufacturers not to certify to the less stringent custom chassis standards;

•	 Continues to include ethane in the calculation of non-methane hydrocarbon emissions;

•	 Begins trailer standards two years later than required by the federal Phase 2 regulation to accommodate the timing of California’s 
rulemaking process.

California GHG Emission Standards

CARB & GHG Phase 2 Rules Update Concurrent Session 
Panel: Mike Tunnell, Director, Energy & Environmental 
Affairs for the American Trucking Associations; Larry 
Adkins, Senior Manager Commercial Trailer Products 
for Wabash; and Mike Shuemake, President of Central 
Valley Trailer Repair.
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By Bill Wade 
Wade & Partners

Millennials. We hear the term all the time.  
While we as an industry have been busy ignoring 
them, they’ve suddenly became primary targets.

Millennials (20–36 years old) will affect our 
future not only because they are our next 
customers, but because how they buy, 
what they buy and how they interact. 
 Millennials are: involved in 85% of B2B 
purchases. They have the final buying au-
thority 35% of the time. Most importantly, 
they want their “Amazon B2C buying expe-
rience” at the office. Millennials find the Am-
azon phone app is (statistically) their most 
valued (and frequently used) tool. Amazon 
owns these Next Generation Customers 
(NGC’s). Sales reps, dealers, wholesalers, 
service providers, manufacturers, will you 
rally to be first with solutions for your NGC’s 
needs? 

Survive and Thrive

For fleet purchasers, technicians and parts 
managers take note that routine calls by 
reps are not valued by millennials. These 
NGC’s want fast, first-hand, right answers, 
not a relationship. This is a critical insight, 
as many in the parts and service business 
think that relationships are the industry’s 
primary competitive differential. 
 These digital natives want to do rebuys 
fast, via the net, 24/7. Reps must master 
interacting electronically (via texts, email, 
phone, virtual meetings, and soon: via 
curated video clips). Make visits only as 
requested.  
 When these digital self-servers need 
access to human expertise do you have a 
24/7 “talk (text) to us” button on your site?  
 For one-off needs, NGC’s want 24/7 
immediate access to the universe of prod-
uct options — not just the one that their 
“regular” dealer stocks. If an item is found 
(wherever), can NGC’s one-click buy it with 

Amazon-type fulfillment assurances? Be-
cause that’s what they expect. Don’t forget, 
NGC’s already know the best price on the 
net (from resellers without your selling 
overhead costs). 
 Within your top 100 accounts, can some 
customers be sorted into niches based 
on what common goods they buy, and 
how they buy them? What specific, service 
metrics do your most profitable customers 
(and best niche of customers) desire? NUM-
BERS…not anecdotes. 
 Wade&Partners’ research reveals cus-
tomers vary massively in their purchasing 
maturity and effectiveness. The least- 
effective are price buyers. Wiser ones want 
basic service-excellence guaranteed before 
focusing on price. Only 2%–5% of your 
customers (usually large and/or fast-grow-
ing due to innovation) are looking for a 
supplier to partner with them. They want to 
move down the buying/selling cost-curves 
together on a win-win basis. Can your team:

•	 Explain how you identify, target and 
sell these accounts effectively?

•	 Confirm everyone believes that by 
inventing better service-value for 
best customers, you can better retain, 
penetrate and potentially partner with 
these accounts?  

 There can be no dispute that radical 
change in the trailer parts and service busi-
ness is no longer sneaking up on us. Are 
you curious and brave enough to improve 
on existing management beliefs? 
 Car-dealer sales reps are now turning 
over at the rate of 100% per year. Custom-
ers know too much about new car prices 
from the net. Profits and commissions on 
new cars are fading. Will commodity profits 
and be similarly affected by 2020? 
 It’s important to note Amazon Business 
says it is not trying to build an “Amazon.
com-like experience” with its B2B sales 
platform. Instead, it’s asking B2B customers 
what they need, what their pain points 

Millenials: Your Next Generation Customer
are, and what the company can do to help 
solve those challenges. Funny, I think of this 
approach as the essence of any “Amazon.
com-like experience.”

Different Selling Models for  
Different Customer Segments 
  
The days of reps taking care of all accounts 
is over. We must define net-profit-dollar 
boundaries for different selling models/
segments. Specifically: 1) Minnows; 2) Tradi-
tional rep calling; 3) Brokerage and bid; and 
4) Enterprise, team-selling of integrated, 
replenishment contracts.

Do all employees know (by heart):

•	 Your top-five most net-profitable 
customers amd target customers?

•	 Why and how to work to improve 
specific service metrics for these 
accounts?

•	 How to dynamically give prefer-
ential and exceptional service to 
your top-10 accounts?

•	 How they, and all stakeholder 
groups, will economically benefit 
from doing all of the above?

How Customer-centric Is Your 
Dealership (or Branch)? 
 
Make sure all employees can answer and 
act on the following questions:

•	 What percent of your net-profits 
do the top 10, and the top 10%, of 
your customers give you? 

•	 Within the top 100 accounts, can 
some customers be sorted into 
niches based on what common 
goods they buy, and how they 
buy them?

4 NATIONAL TRAILER DEALERS ASSOCIATION
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TRAILERTALK Editorial Calendar

January/February:

Bonus Circulation at Work Truck Show 2019
Economic Trends and Predictions for 2019
29th Annual Convention Housing Information
29th Annual Convention Keynote Speaker Announcement

March/April: 

Bonus Circulation at MATS 2019 & ExpoCam Montreal
29th Annual Convention Registration Overview
29th Annual Convention Housing Overview
29th Annual Convention Golf Tournament & Scholarship Fundraiser Information
29th Annual Convention Exhibitor List & Floor Plan
29th Annual Convention Sponsors
29th Annual Convention Airline and Rental Car Discount Information
2019–2020 Executive Committee Election Results
Candidate Openings for 2019–2020 Board of Directors
NTDA Scholarship Application Available/Deadline Announcement

May/June: 

Pre-Convention Coverage
29th Annual Convention Optional Tours/Activity Overview
29th Annual Convention Overflow Hotel Information
29th Annual Convention Schedule-at-a-Glance
29th Annual Convention Frequently Asked Questions
NTDA Scholarship Application Available/Deadline Reminder

•	 Members Company,  
Product and Personnel News

•	 New Members
•	 Association News; Networking Opportunities
•	 Freight/Economic Updates

•	 Legislative Regulatory Updates
•	 Webinar and Seminar Offerings
•	 Program and Service Updates
•	 Survey/Market Data Participation 

Opportunities

Each issue includes the following regular features:
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2019
Planner

July/August:  

Bonus Circulation at NTDA Convention 

Special Pre-Convention Edition
New Board Members to be Installed at 29th Annual NTDA Convention
Special Pre-Convention Coverage of Educational Programs and Events

September/October:

Convention Wrap-up Edition
Economic Trends and Predictions for 2020
29th Annual NTDA Convention Highlights
Meet the New NTDA Chairman of the Board

November/December:

Annual Report Edition
Association Year-in-Review
Association Look Ahead

Special Editions:
•	 Legislative Regulatory Updates
•	 Webinar and Seminar Offerings
•	 Program and Service Updates
•	 Survey/Market Data Participation 

Opportunities

Be sure to secure your placement in special editions of TrailerTalk. Gain additional exposure through bonus circulation in the 
January/February issue that is distributed to visitors at The Work Truck Show, Mid-America Trucking Show, ExpoCam Montreal,  
the NTDA Convention & Exhibition, the North American Commercial Vehicle Show, as well as other industry events. The  
May/June, July/August and September/October editions feature exclusive NTDA Convention coverage. The November/December 
issue includes the Association’s Annual Report.

Special Offer 
Purchase 5 full-page, four-color display ads in  

the 2019 TrailerTalk and get the 6th ad free!
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NTDA eNews 
Active Audience, High Impression!

DIGITAL FORMAT

NTDA’s most popular 
publication!

Bi-Weekly4,000
Recipients

Making NTDA Accessible to the Industry
All NTDA eNews articles and digital services are 
free, accessible and scalable on all devices.

Low Bounce Rate
Opt outs and unsubscribes to the NTDA eNews 
are extremely low while unique opens and 
click throughs are high making this an effective 
communications and marketing vehicle. 

Showcase your company’s product and service offerings in the NTDA’s most popular publication —  the NTDA eNews. More 
than 4,000 members and nonmembers subscribe to the Association’s free e-newsletter. The Association constantly updates its 
database to ensure valid e-mail addresses and successful delivery. See ad specifications and artwork submission information on 
Page 15.

Note, averages vary per issue and the total distribution increases as membership increases.

	 Average Bi-Weekly Emails Distributed — 3,990
	 Total Opt Outs/Unsubscribes Since 2010 — 157 (or an average of 19 per year)
	 Average Unique Opens Per Issue — 1,380
	 Average Click Throughs Per Issue — 975

Special Offer
 

Purchase 11 months of banner ads in the  
NTDA eNews and your December  

banner ad is free!

Submissions: NTDA eNews is published on approximately the 15th and 30th of each month. Advertisers pay $210 for 
banner advertising in two issues per month (or $105 per issue). See enclosed Insertion Order Form for artwork deadlines. 
Banner ad links to the URL of your choice. Animated .gif files also accepted. The program used to distribute the e-newsletter 
does not support Flash. E-mail 75- to 300-dpi .jpg files (RGB format) to ads@ntda.org. 
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www.ntda.org 
Digital Multi-Screen
Desktop + Tablet + Mobile

Monthly Visitors

16,500+ 

Average time spent  
on home page

1 min, 55 sec

Annual Visitors

200,000

Key Statistics

	 56% of Web site visitors access the site from their desktop 
	 80% Web site visitors are from the U.S. 
	 15% Web site visitors are from Canada 
	 Visitors are primarily from the U.S., Canada, Mexico and Australia.

Special Offer
 

Purchase 11 months of advertising on  
www.ntda.org and your December ad is free!

The NTDA completely redesigned its Web site in 2017 to give you 
even broader marketing exposure. New content features will be 
added in 2019 to make the site even more useful, including online 
training resources. Extend the reach of your advertising campaign 
and put your message in front of nearly 200,000 visitors annually. 
Reach trailer industry professionals and fleets who regularly turn 
to the site for news, information, Directory listings, and more. 
Updated daily, the NTDA Web site offers the latest legislative and 
regulatory updates, NTDA Convention information, member 
and Association news, blogs, and critical industry developments. 
Rotating banner ad placements are limited to maximize your 
exposure so secure your space early! Ad links directly to the URL  
of your choice. Pay just $210 per month to display your ad on 
www.ntda.org. See ad specifications and artwork submission 
information on Page 15.

Web Site Submissions: E-mail 75- to 300-dpi .jpg files 
(RGB format) to ads@ntda.org. Animated .gif files also 
accepted. Ads will be posted within three business days 
following receipt of ad artwork. Banner ad links to the 
URL of your choice. NTDA.org does not support Flash. 

www.ntda.org
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DIGITAL & PRINT 
VERSIONS
The print and online versions of the NTDA Convention Event Guide are 
your ways to reach hundreds of attendees at this world-class annual 
event. The 29th Annual NTDA Convention will be held Oct. 9–11, 2019 
at The Breakers in Palm Beach, FL. See ad specifications and artwork 
submission information on Page 15.

NTDA Convention Event Guide

Reach Every 
Attendee

NTDA Members in good standing are encouraged to use 
the NTDA Member Logo in their literature, on their Web site, 
on business cards, or other materials. However, members 
may NOT use the NTDA logo if it does not include the word 
“Member” in the typography. 

Members may not 
disseminate correspondence 
to fellow members, 
prospective members or 
others if such literature/

information implies an association with the NTDA on behalf 
of your company or business. Likewise, phone solicitations 
to members that imply a member company is working 
for or in partnership with the NTDA is also prohibited. The 
NTDA currently has “preferred provider agreements” with 
the following firms: PartnerShip, JD Fulwiler & Company 
Insurance, and Wolf Pack Marketing, LLC. The NTDA takes 
your privacy seriously. Any time that you are unsure about 
a company claiming to be affiliated with the NTDA, please 

feel free to contact NTDA President Gwen Brown toll-free 
at 1-800-800-4552, direct dial (810) 229-5960, or e-mail 
gwen@ntda.org. 

LINK BACK
Members are encouraged to provide a link from their 
Web site to www.ntda.org. This helps drive traffic to 
your Membership Directory ad or listing and to other 
information and resources available through the 
Association.

REQUEST A LOGO
To request a copy of the NTDA Member Logo, please e-mail 
NTDA President Gwen Brown at gwen@ntda.org.

Use of NTDA Logo, Phone 
Solicitations & Web Site Links

Graphic design services are available through Wolf Pack Marketing LLC. Call (810) 355-6832, e-mail  
info@wolfpack-mktg.com or visit www.wolfpack-mktg.com for more information. Wolf Pack Marketing 
specializes in advertising and promotion, graphic design, Web site creation, video production, trade show 
display design, and other services. Member discounts available.

Graphic Design Services

WOLF pack
m a r k e t i n g ,  l l c
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To request a mailing list, please e-mail 
NTDA President Gwen Brown at 
gwen@ntda.org. Please allow up to 72 
business hours for processing.

Request a List

Show your company’s expertise and thought leadership by submitting an article or press release for publication in 
TrailerTalk, the NTDA eNews and on www.ntda.org. There is no cost to submit articles or press releases. Please send 
releases to NTDA President Gwen Brown at gwen@ntda.org. Articles and press releases may include, but are not  
limited to:

Submit Articles & Press Releases

•	 Company News
•	 New Dealer Announcements
•	 New Product Releases
•	 Personnel Announcements
•	 Company Anniversaries
•	 New Facility Openings

•	 Mergers and Acquisitions
•	 Award Recipients
•	 Industry Resources/Services Available  

(e.g., Webinars, training or other opportunities)
•	 Obituaries.

Let the NTDA feature your company in the NTDA eNews, TrailerTalk, 
on www.ntda.org or on its social media outlets. Send us information 
about your company, product innovations, personnel updates, or 
tell us how you are making a difference in your community, and we’ll 
highlight your company. Send photos too! E-mail materials to  
gwen@ntda.org.

Member Spotlight

Send us a photo that includes your NTDA Membership plaque, an award you’ve received from the NTDA on display at 
your company, TrailerTalk or other Association-related publication being read or displayed at your company and we’ll 
post it on our Facebook, Twitter and LinkedIn accounts. Other member news, information and press releases welcome. 
E-mail materials to gwen@ntda.org or post on our NTDA social media sites.

Social Media

The NTDA offers you the ability to reach the entire trailer industry with your job postings at no cost! Let the NTDA 
help you find your next sales manager, general manager, technician, or other staff members. E-mail postings to NTDA 
President Gwen Brown at gwen@ntda.org, and please include the following:

Job Postings

•	 Job Title
•	 Position Description
•	 Required Skills
•	 Salary or Hourly Pay Information (if applicable)
•	 Available Benefits (if applicable)

•	 Job Location
•	 Other Important Job-related Details
•	 Contact Information (e,g., where to submit resumes).
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Specifications and Rate Card

Final Size

11” X 17”

8.5” X 11”

8.5” X 11”

8.5” X 11”

8.5” X 11”

8.5” X 5.5”

Full Color

Yes

Yes

Yes

Yes

Yes

Yes

Position

Two-Page Spread

Back Cover

Inside Front Cover

Inside Back Cover

Full-Page Inside

Half-Page Inside 

Artwork to be supplied as a press-optimized .pdf  file (Adobe Acrobat-generated) with all fonts and high-res images (300-dpi) 
embedded. Failure to embed high-res images will result in pixelated output. Prices below are based on NTDA membership. 
Non-members, call 1-800-800-4552 for pricing.

P
R

IN
T

Price

$1,300

$650

$625

$625

$525 

$325 

NTDA Market Outlook Newsletter

Final Size Full Color Position Price

NTDA Membership Directory

Yes

Yes

Yes

Yes

Yes

No

Enhanced Directory Listing (add company logo) 
Free with Full-Page  

Ad Purchase

Enhanced Listing 
Included (Free)

11” X 17”

8.5” X 11”

8.5” X 11”

8.5” X 11”

8.5” X 11”

8.5” X 5.5”

Yes

Yes

Yes

Yes

Yes

Yes

Two-Page Spread

Back Cover

Inside Front Cover

Inside Back Cover

Full-Page Inside

Half-Page Inside 

$1,500

$1,200

$800

$800

$775 

$525

$149

Final Size

11” X 8.5”

5.5” X 8.5”

5.5” X 8.5”

5.5” X 8.5”

5.5” X 8.5”

Full Color

Yes

Yes

Yes

Yes

Yes

Position

Two-Page Spread

Back Cover

Inside Front Cover

Inside Back Cover

Full-Page Inside

Price

$1,300

$800

$749

$749

$675 

NTDA Convention Event Guide

O
N

LI
N

E

SPECIAL OFFER! Purchase 11 months of eNews ads and your 
December banner ad is free!

SPECIAL OFFER! Purchase 11 months of Web site advertising 
and your December banner ad is free!

Final Size

11” X 17”

8.5” X 11”

8.5” X 11”

8.5” X 11”

8.5” X 11”

8.5” X 5.5”

Full Color

Yes

Yes

Yes

Yes

Yes

Yes

Position

Two-Page Spread

Back Cover

Inside Front Cover

Inside Back Cover

Full-Page Inside

Half-Page Inside 

Price

$1,550

$825

$800

$800

$775 

$525

TrailerTalk

Dimensions
542 x 116 

pixels

Web Link

Yes

Price
$210 

per month*

NTDA Web Site Banner
Type

Web Site 
Banner

Dimensions
900 x 232 

pixels

Web Link

Yes

Price
$210 

per month*

NTDA eNews Banner
Type

eNews 
Banner
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TECHNICAL SPECIFICATIONS

Two-Page Spread:
11.0" (w) x 17.0" (h)

Bleed Size:
11.5" (w) x 17.5" (h)

Bleeds: Add an extra 1/4" (or 0.25") on all sides for bleeds. 

Placements: All ad placements are at the discretion of the 
NTDA. For specific page or space placement, an additional 
$25 fee applies (fee does not apply to back cover or inside 
front and inside back covers).

Submission: Submit a 300 dpi or higher, CMYK format .pdf 
to ads@ntda.org. No spot colors, RGB, or non-CMYK color 
formats accepted. All fonts must be included and TrueType 
fonts are not acceptable. Add an extra 1/4" (0.25") on all 
sides for bleeds. Do not place text or graphics too close to 
edges or trim areas. Include printer crop marks. 

Disclaimers: The printer and the NTDA are not responsible 
for color complaints or sizing/trim issues if ads are not 
submitted in the correctly specified format. The NTDA 
is not responsible for spelling or formatting errors in 
advertisements supplied by members. An additional fee 
of $55 per hour may apply for graphic assistance required 
for ads not formatted correctly.  The NTDA may refuse ads 
deemed inappropriate for publication.

First Right of Refusal: Previous advertisers (e.g., 2018) have 
the first right of refusal for ad space through Jan. 25, 2019. 
After that, all members may purchase available advertising 
space. 

Insertion Order: All ads require a completed insertion 
order form (please see enclosed forms.) A signed 
insertion order is a contract between your company and the 
NTDA that states your company agrees to pay for published 
advertisements. All insertion orders are accepted on a first-
come, first-served basis. The NTDA staff will inform you if 
specific page placements are sold/unavailable.

Prepayment Discount: A 5% discount applies for prepaid 
advertisements. Payment must be received with insertion 
order/for discount to apply. 

Ad Cancellation Policy: Advertisements canceled within 30 
days of the stated publication deadline will be subject to a 
cancellation fee equal to 25% of the published advertising 
rates in the 2019 NTDA Media Kit.

Payment Terms: Prepayment preferred! Ads that are not 
prepaid must be paid within 30 days of invoice date. 
The NTDA reserves the right to stop publication of ads 
for any company that has unpaid invoices that are 30 
days past due or beyond. Tear sheets are provided with 
invoice. Payments that are not received within 30 days will 
have an additional 1% per month added to the invoice 
amount. Members not in good standing or that have unpaid 
advertising invoices with the NTDA must submit past due 
payment(s) before contracting for 2019 ads. Companies 
outside the U.S. must pay in U.S. funds. 

Full Page:
8.5" (w) x 11.0" (h)

Bleed Size:
9.0" (w) x 11.5" (h)

Half-Page:
8.5" (w) x 5.5" (h)

Bleed Size:
9.0" (w) x 6.0" (h)

Back Cover:
8.5" (w) x 11.0" (h)

Bleed Size:
9.0" (w) x 11.5" (h)

Inside Back Cover:
8.5" (w) x 11" (h)

Bleed Size:
9.0" (w) x 11.5" (h)

Inside Front Cover:
8.5" (w) x 11" (h)

Bleed Size:
9.0" (w) x 11.5" (h)

TrailerTalk, Market Data Outlook & NTDA Directory

Insertion Order & Payment Requirements for All Advertising

Two-Page Spread:
11.0" (w) x 8.5" (h)

Bleed Size:
11.5" (w) x 9.0" (h)

Full Page:
5.5" (w) x 8.5" (h)

Bleed Size:
6.0" (w) x 9.0" (h)

NTDA Convention Event Guide

Inside, Front & Back Cover:
5.5" (w) x 8.5" (h)

Bleed Size:
6.0" (w) x 9.0" (h)

NTDA eNews Banner
eNews Banner ad:
900 pixels (w) x 232 pixels (h)

NTDA Web Site banner
Web Site Banner ad:
542 pixels (w) x 116 pixels (h)



AD SALES CONTACT INFORMATION:
	 GWENDOLYN BROWN 
	 GWEN@NTDA.ORG
	 WWW.NTDA.ORG
	 TOLL-FREE: 1-800-800-4552
	 DIRECT DIAL: (810) 229-5960
	 MOBILE: (810) 844-3124
	 FAX: (810) 588-6883

MAILING ADDRESS:
	 NATIONAL TRAILER 
	 DEALERS ASSOCIATION
	 9864 E. GRAND RIVER AVE.
	 STE. 110-290
	 BRIGHTON, MI  48146

PHYSICAL ADDRESS:
	 NATIONAL TRAILER 
	 DEALERS ASSOCIATION
	 4763 S. OLD U.S. 23 
	 SUITE B
	 BRIGHTON, MI  48114

www.ntda.org

THE NATIONAL TRAILER 
DEALERS ASSOCIATION


