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Bulletin No. 569                   August, 2015 

2015 AAACT CONVENTION: 

"Don't Gamble On Your Future -- Prepare Now!!!" 

By now, all members should have received information regarding the upcoming Convention (September 10-13, 
2015) in Cherokee, NC.  If you have not registered, please go ahead and do so.  More registration material is 
enclosed.  Program highlights include... 

* "Exit Planning" -- Carl Rogers, Rogers & Associates. 
* "Credit Card Processing Update" -- Ricky Pearce, CoCard. 

and 
* "Digital Marketing in an Attention Economy" -- Arfa Syed, Auto Care Association. 

All members can help sponsor this year’s event by completing the enclosed Sponsorship Form.  Any support is 
appreciated and all sponsors will be recognized. 

I think you will agree that AAACT Convention Chair Sandy Crews and her committee have put together an 
excellent program.  We hope to see you in Cherokee!! 

INDUSTRY NEWS 

Domestic Aftermarket Smaller But Hotter 
"Domestic nameplate car and light truck aftermarket competition is getting hotter, despite the shrinking share 
and size of the domestic nameplate aftermarket in the U.S.  With foreign nameplates generating virtually all 
light vehicle aftermarket product growth over the next five years, domestic car and light truck product share 
and volume will continue to diminish.  Nevertheless, competition in the shrinking domestic market sector is 
intensifying at the installer, wholesale, retail and brand levels." - Jim Lang 

Domestic Aftermarket Growth Pace Falters.  Over the past five years, aftermarket product volume for 
domestic nameplate cars and light trucks rose only $3 billion compared to the $10 billion sales gain of foreign 
nameplate products at user-price.  Domestic nameplate car and light truck product share fell from 63% in 2009 
to only 58% of 2014 aftermarket product sales, and conditions are set for continued annual reduction in 
domestic nameplate aftermarket product strength. 
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Increasing Competition in Shrinking Domestic Market.  As the domestic nameplate car and light truck 
market (not including transplants) continues to decline, competition in that market sector is increasing at all 
levels: installer, wholesale, retail as well as brand competition. 
Installer Market: Converting Dealers.  Most Vehicle Dealers which lost their franchises and converted to 
Used Car operations with bays are domestic nameplate outlets.  Service bays of these converted Dealers will 
continue to primarily repair domestic nameplate cars and light trucks, although they will expand the nameplate 
mix and age range of light vehicles they service as a result of their used car sales.  This will increase 
competition in the car and light truck domestic nameplate installer market, particularly among vehicles six 
years and older. 
Wholesale Market: Retail Auto Parts Stores.  As Retail Auto Parts chains expand their wholesale 
(commercial) business, much of this growing commercial market competition will focus on the domestic 
nameplate sector. Jobber wholesale volume (largely generated by the domestic nameplate DIFM market) will 
primarily feel the impact of expanding Retail Auto Parts Store commercial product sales.  This intense 
competition between Retail Auto Parts Stores and Jobbers in the wholesale (commercial) sector will largely be 
concentrated on domestic car and light truck product volume. 
Retail Market: Internet Sales.  Internet sales are expanding faster in the DIY market than they are in the 
wholesale sector. With domestic nameplates holding a strong position in the DIY market (nearly 75%), this 
means internet sellers, as they expand their presence, are increasing competition in the domestic nameplate 
sector of the DIY market at a faster pace than they are in the foreign nameplate DIY sector. 
Product Level: More Private Label Volume.  Growing Private Label activity, in the Traditional distribution 
channel as well as among Retail Auto Parts Stores, will intensify brand competition for domestic vehicle sales, 
since DIFM outlets focusing on foreign nameplate cars and light trucks are less inclined to use Private Label 
products than are Service (DIFM) outlets for which domestic nameplates generate the majority of their 
business. 
Foreign Nameplate Competition.  While competition at all levels of the foreign nameplate aftermarket in the 
U.S. is increasing, it is not climbing nearly as quickly as competition in the domestic vehicle sector.  In addition, 
the expanding size of the foreign vehicle aftermarket is reducing the pressure of increased competition; while 
forces shrinking the domestic nameplate aftermarket are intensifying competition pressures within it. 

Six Major Takeaways. 
(1) Competition in the domestic nameplate car and light truck sector of the aftermarket is increasing, despite 

the diminishing product share and volume of the domestic car and light truck aftermarket.   
(2) Despite domestic product sales growing at less than one-half the rate of the overall light vehicle aftermarket 

over the past five years, product competition in the domestic nameplate care and light truck aftermarket is 
heating up.   

(3) Installer market competition is increasing in the domestic nameplate sector as Dealers, which lost their 
franchises, convert to Used Car operations with bays. Most of these converting Dealers are  domestic car 
and light truck Dealers which will continue primarily repair domestic nameplate.   

(4) Growing commercial sales of Retail Auto Parts Stores is increasing wholesale product competition in the 
domestic nameplate DIFM market, even as that segment of the aftermarket declines in product share and 
volume.   

(5) Growing internet sales are expanding most rapidly in the DIY market, which has nearly three-quarters of its 
volume represented by domestic nameplate cars and light trucks. This will increase domestic nameplate 
DIY competition.   

(6) Growing Private Label volume is intensifying domestic nameplate brand competition, since Private Labels 
disproportionately are used, especially by DIFM outlets, in the repair and maintenance of domestic 
nameplate cars and light trucks.                                                              (Source: Jim Lang, Lang Marketing) 

* * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * *  

Automotive Loyalty Reaches Highest Levels in a Decade 
Customer loyalty to automotive brands reached a 10-year high during the first quarter of 2015, according to 
analysis from IHS Automotive. Brand loyalty during the first three months of the year stood at 52.8%, and 
several brands experienced 10-year highs, including Chevrolet, Infiniti, Land Rover, Lincoln, Mazda, Nissan, 
Subaru and Volvo. 
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"The increased number of different models within brands makes it easier for households that may need a 
different type of vehicle to maintain their loyalty," said Tom Libby, manager of automotive loyalty and industry 
analysis at IHS.  "In addition, the increased popularity of leasing since the downturn has helped significantly, 
as lessees are consistently more brand loyal compared to retail owners." 

The number of models available in the U.S. market increased by 33 (or 12%) from 2005-2015, driven by major 
increases at several luxury brands.  IHS points out that customers returning to market now have a greater 
number of choices at the brand from which they purchased their original vehicle, increasing the probability they 
will remain brand loyal. 

Industry-wide, vehicle leasing has rebounded from its decade low of 13.9% of the market in 2005 to 22.5% of 
the market so far in  2015 -- a nearly 62% increase.  Based on new vehicle registrations analyzed by IHS, 24 of 
32 segments reviewed had an increase in lease penetration over the decade. 

In several vehicle segments, there have been increases in leasing penetration of more than 20 percentage 
points.  IHS asserts that this leasing trend is due, in part, to greater cooperation between OEM captive finance 
arms and their operating divisions. 

Another contributor to higher loyalty rates includes improved new vehicle quality, which is keeping consumers 
happy with their vehicle choice over time, implying higher loyalty and lower defection rates, according to IHS.  
marketers also are aware that it is more cost effective to retain a customer than to conquest one; therefore, 
OEMs are placing a greater focus on loyalty and customer satisfaction over time. 

Consumers who returned to market for a new vehicle after driving brands that have been discontinued -- such 
as Pontiac, Hummer, Mercury or Saturn, to name a few -- also account for some of the up tick in loyalty.  
Based on IHS analysis, the number of households returning to the market who had a discontinued brand in the 
garage has declined by 49% from 2010-2014, going from 240,208 to 123,388. This dwindling group of 
households was forced to be disloyal and defect to another brand, since the brand of their garaged vehicle was 
no longer on the market. 

IHS states that OEMs are seeing the benefits from their efforts in vehicle content, expanded product lines and 
financing offerings to retain their customers, as the market has stabilized from the Great Recession.  Retention 
is critical for manufacturers to increase their market share, the firm points out.  While OEMs are experiencing 
increased retention, it's critical that they also continue their conquesting activities in order to compensate for 
the normal churn in their customer base.  In 2014, most brands lost more customers than they kept. 

In addition, conquesting owners of competitive products will only get more difficult as the share of defectors 
declines.  IHS says product, marketing and financing actions will take on additional importance as brands 
attempt to conquest competitive owners.  More specifically, understanding ownership life cycles, including the 
ability to predict which customers will return to market -- and when -- will be key competitive advantages 
moving forward, the firm states.                                                                           (Service Executive Issue #9-15) 

MANAGEMENT NOTES 

Why Owners Choose Not To Sell 
By Carl Rogers, in association with Park South Group 

Some owners make a choice not to sell their companies for very legitimate reasons.  Among them are: 
1. They still have enough fire in the belly to fuel their investment of time and energy in the business. 
2. They are grooming interested family members or employees to one day assume the reins. 

Some owners, however, have businesses that are prepared for sale, but hesitate.  Why?  These owners 
typically don't sell when they should because: (1) they procrastinate; (2) they fear the unknown; or (3) they fear 
losing the known. 
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Procrastination 

Procrastination on the part of an owner is not uncommon and has many causes. 

• First, some owners just don't know where or how to start planning an exit.  If you are one of those 
owners, then reading the remainder of this article is a good start. The next step is to contact our offices 
to begin the process of creating an Exit Plan that allows you to cash out of your business and leave in 
style when you are ready to do so. 

• Second, some owners think that they can always sell later. These owners overlook the demographic 
evidence indicating that when most Boomers reach retirement age, the glut of companies in the market-
place may drive prices down. Other owners in this group understand that the level of activity in the 
Mergers & Acquisition market can have a huge affect on the sale price of a company and their strategy 
is to wait until the market recovers. 

• In the third group of procrastinating owners are those who believe that because they have "good" 
businesses, their exits require no significant planning.  When they think about selling, they assume that 
there isn't much for them to do because when the time is right, the right buyers will appear and pay 
them great prices for their companies. 

It does happen, albeit quite rarely, that the right buyer appears and pays a great price for a great company. 
However, it makes more sense to prepare for the biggest financial transaction of your life than to entrust the 
success of your business exit to Lady Luck. 

Fear of the Unknown 

Owners who suffer from the fear of the unknown usually hold one (or more) of the following opinions: 

• I don't think the business is worth enough to satisfy my financial needs and objectives. 

• If the employees discover I'm trying to sell, they will all quit. 

• Because I'm indispensable to the company, I'll be required to work years for a new owner and I don't 
like working for anyone! 

• The sale process will take too long and cost too much. 

Fear of Losing the Known 

On the other hand, the fear of losing the known is usually based on the following: 

• The business has been my life -- or at least it has given my life a great deal of meaning and focus; 
without it, I may feel lost. 

• The government will take too much in taxes.  It is easier, less risky and more lucrative to stay, enjoy the 
cash flow and then leave getting paid over time. 

• What will I do after I sell and leave the business?  I don't know what my life will look like if I leave. 

If one (or more) of these concerns resonates with you, let's meet to assess them.  We can help you identify 
which concerns are real and which ones may be easily resolved. We can help you: (1) set and address all of 
your personal and business objectives; (2) review all of the factors associated with exiting your business; and 
(3) remove or minimize common roadblocks to a successful exit. 

The information contained in this article is general in nature and is not legal, tax or financial advice.  For 
information regarding your particular situation, contact an attorney or a tax or financial advisor. The information 
in this newsletter is provided with the understanding that it does not render legal, accounting, tax or financial 
advice. In specific cases, clients should consult their legal, accounting, tax or financial advisor. 
* * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * *  
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Want to Recruit Millennials? 

Company Website, E-Mails Are Key 
By Kathy Gurchiek, associate editor at HR News, 6/24/2015, Permissions 

Employers looking to hire Millennials should focus on their company websites and e-mail communication as 
the primary way to connect with these potential employees. 

That was among the findings of the eighth annual career survey, April 2015, from the National Society of High 
School Scholars (NSHSS), an international honors organization in Atlanta that advances the goals and 
aspirations of high-achieving students. 

Corporations and governments whose cultures are still focused on snail mail may lose out. NINETY PERCENT 
of respondents said e-mail is the best way for companies to pass along information about job opportunities. 
The fact they can communicate 24/7 points to how significantly that factor has risen over the years. Instant 
information is critical. 

Company Website as Important Tool 

A company's website also is crucial as a recruitment tool. More than two-thirds of survey respondents indicated 
it's their preferred resource for seeking employment. A company website should reflect a company's culture, be 
user- and mobile-friendly, and interactive. 

Additionally, respondents to the survey indicated they're looking for: 
• A company that's got a culture of openness 
• A company that is caring 
• A company that displays corporate social responsibility 
• A company that treats its workers fairly 

It's important to put forward that kind of image through on your website. Employers can do this through their 
connections with alumni associations, community and volunteer groups, and by having Millennials within the 
organization. 

This demographic values their peers' opinions, and organizations would do well to include images and audio of 
Millennial workers on their website talking about their experiences at the organization.  Millennials value 
experiences.  When students are checking all these sites, they're looking for those stories and testimonials. 

They also want to feel valued themselves. They're really looking at how are people treated -- are they valued 
for their skills? Are they valued for their time? They want to gain the skills to advance their careers and they 
want to know there are opportunities for advancement, for skill development and training.  In their minds, that's 
first and foremost, followed by whether an organization demonstrates corporate responsibility. 

Flexible work hours are important, too, especially among females in this age group. While males and college 
graduates tended to prioritize base salary, performance bonuses and teamwork opportunities, females and 
high school students reported valuing flexible hours, international experiences and a welcoming work 
environment. They remember not seeing their moms and dads because they were working constantly. 

Other survey highlights: 
• 80% of high school members and 82% of college members expect to participate in an internship during 

college. 
• 96% of both high school and college members expect to gain skill development and training from an 

internship. 
• 62% of high school members and 68.5% of college members expect to gain an employer reference 

from an internship. 
• Over 40% of both high school and college members expect to land a job in their field as soon as they 

graduate from college. 

Internships are a great way to find new hires!  Check your local high schools and community colleges for 
programs they offer that can benefit your business. For more ideas, contact your HR expert:  Sherry 
Robertson, PHR, SHRM-CP, 1-800-243-1760, sherry@igoinsurance.com. 
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INSURANCE NEWS 

ACA Reporting and Compliance 
(For Applicable Large Employers) 

APPLICABLE LARGE EMPLOYERS (ALE) 
• An ALE is one who employs 50 or more full-time employees or full-time equivalents (FTE) as defined by 

the IRS as 30+ hours per week or two or more part-time part-time equaling 30+ hours per week. 

IMPORTANT FORMS, DATES, AND DEADLINES 
• FORM 1095-C to full-time employees by 1/31/2016 (partner with issuance of W-2 if applicable) 
• FORM 1094-C and 1095-C to IRS by 2/29/2016 (3/31/2016 if electronic) 
• FORM 1095-B to employees from insurance carrier for fully insured ALE 
• FORM 1094-B to IRS by insurance carrier for fully insured ALE 

KEY DATA TO BE TRACKED FOR 2015 CALENDAR YEAR 
• Number of full-time employees for each calendar month 
• Number of total employees for each calendar month 
• For each full-time employee, status by month (employed; offered coverage; enrolled or waived) 
• Applicable cost of coverage for each full-time employee (lowest cost EE share of qualifying coverage) 

98% OFFER METHOD 
An ALE that, for all months of the calendar year, has offered affordable health coverage providing minimum 
value to 98% of its employees and for whom it is filing FORM 1095-C employee statement may qualify for 
simplified reporting procedures.  If ALE uses this method, check box D, 98% offer method on line 22 of FORM 
1094-C and will not be required to complete Part III. FORM 1095-C forms must still be filed on behalf of all 
employees taken into account satisfying the 98% offer method. (For this purpose, the coverage is affordable if 
the ALE meets one of the Section 4980H affordability safe harbors.) 

AFFORDABILITY SAFE HARBORS 
If the employee only cost of coverage does not exceed 9.5% of W-2, annualized hourly rate of pay at time of 
offering, or the federal poverty line for an individual, then the coverage is deemed affordable and requirements 
are met.                                                                                                (Source:  Hodges Insurance Agency, Inc.) 

AAACT NEWS 

Order Your 2016 Advertising Calendars Now!! 
Once again, it’s time to order those calendars that keep your name in front of your customers all year long.  
Calendars are effective, necessary and have sales power…85% of homes and 83% of firms surveyed 
purchase products and services from the advertiser who gave them a calendar.  If you’re looking for a high-
quality calendar at a great price, check out the AAACT calendar program.  Brochure and order forms have 
been mailed to anyone who has ordered advertising calendars within the past few years.  If you’d like to place 
an order for your 2016 calendars, call Rita at 800-849-8037, send her a fax at 828-286-4847, or send her an 
email at rwieskampaaact@aol.com, and she will send you a Calendar Program brochure and price list right 
away. 
* * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * *  

Labor Day Holiday 
The AAACT office will be closed on Monday, September 7, 2015, for the Labor Day Holiday. 

~ Randy Lisk, Executive Vice-President
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Automotive Aftermarket Association of the Carolinas & Tennessee 

22001155  CCOONNVVEENNTTIIOONN  
Harrah's Casino Resort -- Cherokee, NC 

September 10-13 

 
 

Thursday, September 10, 2015 

6:00 p.m. - 7:00 p.m. ------------ Social Hour (Cash Bar) 

7:00 p.m. - 9:00 p.m. ------------ AAACT Board of Directors, Past Presidents and Past Directors Dinner 

Friday, September 11, 2015 

8:00 a.m. – 5:00 p.m.------------ Convention Registration 

8:30 a.m. – 11:30 a.m. ---------- AAACT Board of Directors, Past Presidents and Past Directors Meeting 

11:30 a.m. – 11:45 a.m. -------- AAACT Convention Committee Meeting 

6:00 p.m. – 7:00 p.m.------------ Welcome Reception 

7:00 p.m. – until….--------------- Dinner On Your Own 

9:00 p.m.---------------------------- Doobie Brothers Performance at Harrah's 

Saturday, September 12, 2015 

8:00 a.m. – 11:00 a.m. ---------- Convention Registration 

7:45 a.m. – 8:15 a.m.------------ Breakfast 

8:15 a.m. – 8:45 a.m.------------ "Exit Planning" -- Carl Rogers, Rogers & Associates 

8:45 a.m. – 9:00 a.m.------------ Break 

9:00 a.m. – 9:45 a.m.------------ AAACT Annual Business Meeting and "Credit Card Processing Update" -- Ricky 
Pearce, CoCard 

9:45 a.m. - 10:00 a.m.----------- Break 

10:00 a.m. – 11:30 a.m. -------- “Digital Marketing in an Attention Economy" ... Learn winning digital and social 
marketing strategies to benefit your business -- Arfa Syed, Auto Care Association 

6:30 p.m. – 7:15 p.m.------------ President’s Reception 

7:15 p.m. – 9:30 p.m.------------ Banquet, Awards, and AAACT Scholarship Live Auction 

Sunday, September 13, 2015 

7:45 a.m. – 9:15 a.m. ----------Breakfast and Inspirational Message -- Pastor Rich Sneed, Cherokee, NC 

9:15 a.m.---------------------------- Convention Adjourns 



 

THE HORN / AUGUST 2015                                                                                                                                                                           PAGE 8 OF 10 
 

 
 

Automotive Aftermarket Association of the Carolinas & Tennessee, Inc. 
Serving the Automotive Aftermarket in North Carolina, South Carolina, and Tennessee 

1720 Hillsborough St. Ste. LL One 
Raleigh, NC 27605-1657 

800-849-8037 – Fax: 919-821-0753 – Email: APAC219@AOL.COM

 

2015 CONVENTION 
September 10-13, 2015 

Harrah's Casino Resort - Cherokee, NC 

SPONSORSHIP FORM 

� Yes, count us in as a sponsor of AAACT’s 2015 Convention.  All Sponsors receive prominent 
recognition in onsite brochure, "The Horn" Newsletter and on event signage. 

 

Contribute at one of these Sponsorship Levels: 

Bronze Sponsorship------------------------------------------------------------------- $300.00 ���� 
Silver Sponsorship--------------------------------------------------------------------- $500.00 ���� 
Gold Sponsorship -------------------------------------------------------------------- $1,000.00 ���� 
Platinum Sponsorship -------------------------------------------------------------- $1,500.00 ���� 
“Friends of AAACT” ------------------------------------------------------------------- $200.00 ���� 

Or, Select from the following available Sponsorships: 

Event President’s Reception, Saturday Evening ----------------- $1,000.00 ���� 
 
Breaks Morning Breaks, Saturday----------------------------------------- $500.00 ���� 
 

Our Firm Name should be listed as follows: 

______________________________________________________________________ 
(Please type or print clearly.  Names are taken from this for displayed signage & print materials.) 

 

 
The Automotive Aftermarket of the Carolinas and Tennessee, Inc. appreciates the generosity of its 
Sponsors. 
 
QUESTIONS? 2015 AAACT Convention   Please fax 919-821-0753 
Contact AAACT 1720 Hillsborough St., Ste. LL One or mail form by sponsor 
1-800-849-8037 Raleigh, NC 27605-1657   deadline August 21st. 
 

Person completing form___________________________________ Phone: (____)______________ 

Email ___________________________________________________________________________ 
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2015 CONVENTION REGISTRATION 
HARRAH'S CASINO RESORT - CHEROKEE, NC    

SEPTEMBER 10-13, 2015 
 

PLEASE PRINT OR TYPE.  (RESERVE ROOMS ON BACK SIDE OF THIS FORM.) 
 

FIRM____________________________________________________________                 OFFICE USE ONLY 
                      Date Rec'd    ________________ 

ADDRESS________________________________________________________         Amount Pd.  $_______________ 
                      Check No.      ________________ 

CITY/STATE/ZIP___________________________________________________         Amount Due $_______________ 
 

BY (*)______________________________________  PHONE #___________________  FAX #____________________ 

(*) Email Address:  ________________________________________________________________________________ 
 

NAMES (AS THEY WILL APPEAR ON BADGES): 

NAME #1______________________________________   NAME #3_______________________________________ 

NAME #2______________________________________   NAME #4_______________________________________ 

COMPLETE CONVENTION PACKAGE(s) (Includes Registration Fee,  ____ @ $150.00/EA  $___________ 
  Friday Welcome Reception, Saturday Breakfast, Saturday Seminar, 
  Saturday Reception, Saturday Banquet and Live Auction, Sunday 
  Inspirational Breakfast, Chance on Grand Prize*.) 

COMPLETE SPOUSE/CHILDREN PACKAGE(s)  (Includes ½ Registration Fee ____ @ $125.00/EA  $___________ 
  and All of the Above Events) (Children under 11 years old - FREE) 

AAACT BOARD OF DIRECTORS, PAST PRESIDENTS & PAST DIRECTORS ____ @   $50.00/EA  $___________ 
DINNER @ Harrah's Casino Resort, Cherokee, NC on Thursday Evening. 
(Fee not included in Complete Packages) 

 

IN LIEU OF COMPLETE PACKAGES, PLEASE RESERVE THE FOLLOWING: 
    CONVENTION REGISTRATION FEE (Everyone 11+ years of age) ------------------- ____ @ $50.00/EA $__________ 
    SATURDAY BREAKFAST ------------------------------------------------------------------------- ____ @ $25.00/EA $__________ 
    SATURDAY EVENING RECEPTION AND AWARDS BANQUET----------------------- ____ @ $55.00/EA $__________ 
 

ATTENDEES: 
    FRIDAY BOARD OF DIRECTORS MEETING @ NO CHARGE------------------------- ____ @   $0.00/EA $__________ 
    (___________________________________________________will attend the Friday Board Meeting.) 

(����)FRIDAY EVENING DOOBIE BROTHERS PERFORMANCE @ HARRAH'S ------- ____ @ $55.00/EA $__________ 
    (___________________________________________________will attend the Doobie Brothers Performance.) 

(����)NOTE:  DOOBIE BROTHERS TICKETS ARE "NON-REFUNDABLE"!!---TOTAL        $__________ 

 

CHECK (PAYABLE "AAACT CONVENTION FUND") IN THE AMOUNT OF $____________ IS ENCLOSED. 
 

**Only Jobbers and Jobber Spouses / Guests may win the BIG CASH GRAND PRIZE.  To be eligible to win it, the 
Registrant must purchase the Complete or Spouses Complete Package and be present for the drawing.  While Affiliates 
and WD's cannot take home the Grand Prize, they are eligible to win several other Prizes. 
**CANCELLATION POLICY: FULL REFUND IF RECEIVED AT AAACT OFFICE BY AUGUST 25. 
    AFTER AUGUST 25, ONLY REGISTRATION FEES WILL BE REFUNDED. 

**Mail Registration & Check To: AAACT, Inc. � 1720 Hillsborough St., Ste. LL1 � Raleigh, NC 27605-1657 

On Saturday, September 12
th
, a “Live Auction” will be held.  Donated items will be on display beginning at 6:30 p.m.  

The Automotive Aftermarket Association of the Carolinas & Tennessee, Inc. will donate all contributions from the 
auction to the AAACT Scholarship Fund.  We need your help.  Items are needed for the auction.  Please indicate on 
this form what you will be willing to donate.  (Cash is acceptable.) 

WE ARE WILLING TO DONATE: 
        ITEM          ESTIMATED RETAIL VALUE 

_________________________________________________________ _____________________ 

_________________________________________________________ _____________________ 
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HOTEL RESERVATIONS 
 

 
1. All reservations at Harrah's Casino Resort - Cherokee, NC must be made thru the AAACT Office.  

The Hotel will not accept direct reservations.  Mail reservations to:   
AAACT, INC. �1720 HILLSBOROUGH ST., SUITE LL1 � RALEIGH, NC 27605-1657. 

2. CHECK-IN TIME IS 4:00 PM.  While some rooms may be available earlier, we have no guarantee 
that such will be the case.   

3. NO DEPOSIT IS REQUIRED.  AAACT is guaranteeing all rooms for late arrival.   

4. ����NOTE:  If you fail to cancel your reservations 72 hours prior to your check-in date, you will be 
billed for one night’s room plus tax. 

 

DAILY RATES 
 

(����) Single / Double $179.00 Per Room Per Night (plus tax) ... additional persons will be charged at a 
rate of $10.00 per person, per night with a maximum (4) four persons per guest room. 

(����)Final room assignment will be based upon availability at time of check-in. 
 

PLEASE NOTE:  ROOM RESERVATION REQUESTS ARE ACCEPTED ONLY FROM PERSONS WHO 
HAVE REGISTERED FOR THE CONVENTION.  THIS IS ALSO TRUE OF  MEAL FUNCTION 
RESERVATION REQUESTS. 
 

PLEASE RESERVE THE FOLLOWING: 
 

   NAME      ROOM TYPE         ARRIVE     DEPART   

       Choose 1:   Choose 1: 

       [ ] SINGLE-1 King Bed [ ] Smoking 
       [ ] DOUBLE-2 Queen Beds [ ] Non-Smoking  __________    _________ 

       [ ] SINGLE-1 King Bed [ ] Smoking 
       [ ] DOUBLE-2 Queen Beds [ ] Non-Smoking  __________    _________ 

       [ ] SINGLE-1 King Bed [ ] Smoking 
       [ ] DOUBLE-2 Queen Beds [ ] Non-Smoking  __________    _________ 

       [ ] SINGLE-1 King Bed [ ] Smoking 
       [ ] DOUBLE-2 Queen Beds [ ] Non-Smoking  __________    _________ 
 

FIRM __________________________________________________________________________________ 

ADDRESS_______________________________________________________  P.O. BOX______________ 

CITY/STATE/ZIP ________________________________________________________________________ 

BY_______________________________________________   PHONE NO._________________________ 
 
IMPORTANT!! IMPORTANT!!  IMPORTANT!!  We are holding a block of rooms for Friday and Saturday 
nights (9/11 and 9/12) and a smaller block for Thursday night (9/10) at Harrah's Casino Resort.  On 
AUGUST 25, we have to release any of those rooms for which we have not reserved and guaranteed 
payment.  After that date, the rooms go to the open market, are available on a first come, first served 
basis, and may be subject to regular rack rate.  SO . . . . PLEASE RESERVE YOUR ROOM(S) EARLY!!! 

 

MAIL TO:  AAACT INC. ���� 1720 HILLSBOROUGH ST., SUITE LL1 ���� RALEIGH, NC 27605-1657 

See You in Cherokee!!!! 
 


