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More moves for Monro
By Kathy McCarron
kmccarron@crain.com

ROCHESTER, N.Y.
As Monro Inc. continues gobbling up indepen-

dent tire and auto service retail chains across the 
country, the behemoth retailer is taking time to 
consolidate, realign and update its operations.

During its � scal fourth-quarter conference 
call May 21 with investment analysts, Mon-
ro President and CEO Brett Ponton detailed 
Monro’s strategies going forward in the areas 
of brand consolidation, store redesign, acquisi-
tions, product mix and online sales.

In addition to continuing to expand its geo-
graphic territory, Monro has set its sights on in-
creasing its customer base through its partnership with Ama-
zon.com as well as development of its own online sales channel.

Meanwhile, Monro is putting more focus on tire sales 
with the intention of shifting some of its auto service-fo-
cused locations to tire-focused operations and reducing the 
number of retail brands its stores operate under.

Monro closed its � scal year on March 30 with 1,197 com-
pany-operated stores and 98 franchised locations, which 
generated a record $1.2 billion in sales.

Store branding
Over the years Monro has acquired and continued to op-

erate several regional retail brands. Now Monro said it will 
be leveraging customer data analytics and local brand aware-
ness to consolidate its existing nine retail banners — Mr. 
Tire Auto Service Centers, Tire Choice Auto Service Cen-
ters, Tread Quarters Discount Tire, Ken Towery’s Tire & Au-
tomotive, Autotire Car Care Centers, Monro Auto Service 

and Tire Centers, Tire Warehouse, Tire Barn 
Warehouse and CarX Tire & Auto — into � ve 
regional brands and “take advantage of this op-
portunity to convert service stores to tire stores 
when we identify targeted demographics that 
favor a tire store format.”

Monro didn’t identify which � ve brands it will 
go forward with. A spokeswoman said the compa-
ny “will analyze customer data, brand awareness 
and banner concentration market by market and 
will be methodically prioritizing markets where 
they see the strongest potential for increased visi-
bility and traction of their tire banners.” 

Monro has operated two store formats in the 
majority of its key markets with a focus on in-

creasing store density. Its service stores — Monro Auto and 
CarX — each generate about $600,000 in annualized sales 
while its tire stores generate about $1.2 million in sales. 

“Overall, our goal is to increase brand awareness in our 
regional markets, while lining our store banners with market 
demand to optimize growth, speci� cally where we identify 
opportunities for higher tire sales,” Mr. Ponton said.

He added, “By optimizing brand awareness and ban-
ner concentration in targeted markets we can increase our 
sales and relevancy in the marketplace without sacri� cing 
service revenues. Importantly, last year we piloted this re-
branding strategy at a district in the mid Atlantic, shifting 
our few selected stores to tire-oriented brands.”

Meanwhile, Monro has begun to modernize and stan-
dardize the appearance of its stores as part of its drive for 
consistency across all its locations that currently include a 
wide range of stores and formats.

Ponton

Crossing into 
new segment

VENCE, France
With sales of crossover util-

ity vehicles (CUVs) surging in 
North America, Sumitomo Rub-
ber North America Inc. (SRNA) 
is evolving its Falken-brand tire 
lineup to serve customers better in 
this segment. 

The aim is to get a step ahead 
of the competition and offer tires 
targeted at a market segment that 
to date, according to Falken, is 
underserved by the tire industry. 

“It’s a new market segment. 
Everyone knows that CUVs are 
exploding,” said Rick Brennan, 
SRNA’s director of marketing, 
in an interview with Tire Busi-
ness and during a presentation 
at the 2019 Falken Tires Dealer 
Invitational April 28-30 on the 
French Riviera. 

Car owners are moving to 
the CUV-type platform, he 

explained, and car companies 
are following by curtailing 
passenger car production in fa-
vor of CUVs, SUVs and light 
trucks. But auto makers have 
yet to segment the CUV vehicle 
market as they have done with 
passenger cars, such as for high 
performance, off-road use, etc. 

That has left an opening, he 
said, for Falken to introduce a 
tire targeted at the estimated 17 
percent of CUV owners who 
drive mainly on paved roads but 
who are likely to go off-road at 
some point during their vehicle 
ownership and who want a more 
aggressive, rugged-looking tire. 

Mr. Brennan and other Falken 
executives talked about the op-
portunities in the CUV segment 
and introduced three products 
and several tire size additions at 
a business meeting and during 
private conversations with the 36   

Groups laud removal of tariffs
WASHINGTON 

In an effort to facilitate approval of the U.S.-Mexico-Can-
ada Agreement (USMCA), the Trump administration has 
removed the respective 25- and 10-percent 
tariffs on steel and aluminum im-
ported from Canada and Mexico.

In return, Canada and Mexico 
will rescind retaliatory tariffs is-
sued in response to the U.S. tar-
iffs, both governments announced 
recently.

President Trump ordered tariffs 
on imported steel and aluminum 
in March 2018 under Section 232 of 
the Trade Expansion Act of 1962, which 
allows the president to impose sanctions 
against product imports that threaten national 
security through harming U.S. industries.

He exempted Canadian and Mexican steel and aluminum 
imports at � rst, but rescinded that exemption May 31, 2018.

The U.S. and Canada announced removal of the tariffs in a 
joint statement issued by Global Affairs Canada on May 17.

The two governments would eliminate all tariffs within two 
days, the statement said. Also, the U.S. 

and Canada agreed to terminate all 
pending litigation between them 
before the World Trade Organiza-
tion, it said.

Also on May 17, U.S. Com-
merce Secretary Wilbur Ross 

issued a statement describing the 
tariffs as a total success for the U.S.

“The president’s imposition of 
Section 232 tariffs has brought Amer-
ican steel and aluminum plants roar-
ing back to life, providing thousands 

of new jobs and billions of dollars of   

By Dave Zielasko
dzielasko@crain.com

By Miles Moore
mmoore@crain.com

SEE  MONRO, PAGE  22

SEE  SUMITOMO, PAGE  20SEE  TARIFFS, PAGE  22

Chain eyes brand realignment, store updates, online sales

Falken targeting CUV market

Crossing into 

Richard Smallwood, pres-
ident and CEO, Sumitomo 
Rubber North America, 
speaks to attendees at 
the Falken Tires Dealer 
Invitational at the Chateau 
Saint-Martin & Spa in 
Vence, France. Ti
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Second vote at Kumho plant

WASHINGTON
A National Labor Relations Board (NLRB) judge has or-

dered a new union vote at Kumho Tire Georgia Inc.’s tire 
factory in Macon, Ga., after determining that company of-
�cials violated workers’ rights during the �rst election in 
October 2017. 

The �rst vote resulted in a narrow loss for the workers, 
who were seeking to join the United Steelworkers (USW) 
union. Following that vote, the USW �led complaints with 
the NLRB accusing the company of illegal conduct in its 
effort to suppress the union. 

In his ruling, Administrative Law Judge Arthur Amchan 
wrote that the company’s illegal conduct was “pervasive” 
and that it warranted not only a new election, but the “ex-
traordinary” remedy of requiring company of�cials to read 
a notice to all of its employees outlining the speci�c ways in 
which they violated the workers’ rights.

Among violations cited by Mr. Amchan are interrogating 
employees illegally, threatening to �re union supporters, 
threatening plant closure and creating an impression of sur-
veillance, among other threats to workers.

Kumho Tire did not reply to Tire Business’ requests for 
comment.

“This ruling is a major victory, not just for the brave 
Kumho Tire workers and not just for union members, but 
for all workers who want to improve their lives through or-
ganizing,” said Daniel Flippo, director of the USW’s Dis-
trict 9, which includes Georgia and six other southern states, 
as well as the U.S. Virgin Islands. “The USW is committed 

to �ghting for all workers’ rights.”
The USW said it used the Kumho election as a case 

study during a recent meeting with members of the Con-
gressional Blue Collar Caucus in advocating for passage 
of the PRO Act (H.R. 2474), a labor law reform bill that 
would increase protections for workers who engage in 
union organizing and other collective action in their 
workplaces and also would increase penalties on em-
ployers who violate workers’ rights.

The USW has been working with the AFL-CIO and other 
unions to build support for the bill.

“Workers are routinely threatened with plant closure, job 
displacement or economic harm,” USW International Presi-
dent Leo Gerard wrote in a letter in support of the legislation. 

“Now is the time for Congress to act and provide mil-
lions of America’s workers the tools they need to secure 
a better future for themselves and their families.”

Monteverde earns IFA award 
as Big O honors top franchisees
NEW ORLEANS 

Chris Monteverde, a Big O Tires 
franchisee since 2004, was a big win-
ner at Big O Tires L.L.C.’s recent deal-
er meeting in New Orleans, garnering 
a pair of awards.

Mr. Monteverde, who operates 19 
Big O stores in California and eight in 
Texas, was presented the group’s Point 
of Light award — which recognizes 
extraordinary franchisees who have 
contributed to the Big O organization 
with their knowledge, expertise and 
dedication — and was recognized as 
the group’s 2018 IFA Award recipient. 

The IFA Award — designated by 
the International Franchise Association 
every year — honors achievement and 
commitment in business and community. 

Mr. Monteverde expanded his busi-
ness into Texas earlier this year by 
taking over eight former NTB Nation-
al Tire & Battery locations in the San 
Antonio area from Big O Tires’ parent 
company, TBC Corp., and converting 
them to Big O-badged outlets. 

Other winners recognized during 
the event were:

Standing “O” Awards: 
Derek and Jared Edwards, franchi-

sees in Utah; Tim Washburn, franchise 
business consultant for Big O Tires in 
the Northern California - Bay Area re-
gion; and Erica Staley, senior market-
ing manager for Big O. 

The Standing O recognizes franchi-
sees and Big O employees for going 
above and beyond to support Big O 
whether it is serving on committees, 
helping fellow franchisees and team 
members or providing outstanding cus-
tomer service. 

The Edwards brothers have been 
franchisees since 2011 when they took 
over the franchise for a store in Sandy, 
Utah, from their parents. They now 
operate a second store in the Salt Lake 
City area as well. 

Franchisees of the Year:
• Mike Trammel, a franchisee for 

over 21 years with a single store in 
Brownsburg, Ind.; 

• Greg Kimberlin, franchisee for 25 
years and owner of three stores in Ken-
tucky; and 

• Rob Curry, a franchisee for six 
years and co-owner of 26 stores in Cal-
ifornia and Colorado through his own-
ership stake in Big O franchisee Golden 
West Tire Centers/Southland Tire. 

Franchisees of the year are select-
ed from among the top 40 Big O store 
owners, Big O Tires said. Winners are 
selected based on their community 
involvement and feedback from other 
franchisees to make a �nal decision. 

In addition, Bill Walker, a franchi-
see since 2004 with a pair of stores in 

the Louisville, Ky., metro area, was in-
ducted into Big O’s Hall of Fame. Mr. 
Walker also was a Big O Tires sales 
and business development manager 
from 1998 to 2003. 

More than 800 franchise owners, 
managers, corporate employees and 
supplier representatives attended the 
2019 conference, which was held the 
week of April 29 in New Orleans under 
the banner, “Together Toward Tomor-
row – Big O in the Big Easy.”

While at the meeting, attendees also 
had the opportunity to pay tribute to 
the importance of educating future 
generations through the Big O Tires 
Scholarship Fund and Blessings in a 
Backpack. 

Attendees packed more than 800 
backpacks with school supplies for 
New Orleans public school students 
for the coming school year. This year, 
participants raised $205,000 for the 
scholarship fund at the event, 70-per-
cent more than was raised at the 2018 
event, Big O Tires said. 

OSHA investigating accident
at Liberty’s Des Moines facility
DES MOINES, Iowa 

The Iowa Occupational Safety and 
Health Administration (OSHA) is in-
vestigating an accident at the Liberty 
Tire L.L.C. scrap tire processing fa-
cility in Des Moines in which a man 
lost part of his right arm.

The accident occurred around 
9:30 a.m. on May 9, according to Lt. 
Chris Clement of the Des Moines 
Fire Department. The victim, whom 
Mr. Clement described as a man in 
his 50s, got his arm caught in a con-
veyor system.

“His co-workers were able to 
get him back from the conveyor 
and use an orange safety vest as an 
emergency tourniquet,” Mr. Clem-
ent said. They also extricated the 
severed arm from the machinery, 
he said.

Paramedics transported the vic-
tim, who remained alert and respon-
sive throughout his ordeal, to a local 
hospital, according to Mr. Clement. 
He did not identify the man.

A spokeswoman for the Iowa 
OSHA said the agency began its in-
vestigation of the accident May 10. 

Accident investigations generally 
take about six months to complete, 
she said.

Mr. Clement said he wasn’t cer-
tain whether the victim was a Lib-
erty Tire employee or a contractor, 
but Liberty Tire identi�ed him as an 
employee.

“We are deeply saddened at 
the injury suffered by our valued 
employee,” the company said in a 
statement issued from its Pittsburgh 
headquarters. “Our hearts go out to 
him and his loved ones, and all of us 
are praying for his recovery.

“As always, employee well-being 
remains our top concern, and we are 
working closely with local authori-
ties to help ensure the effectiveness 
of our safety standards and practic-
es,” Liberty Tire said.

According to its website, Liber-
ty Tire employs more than 1,500 
workers at 24 recycled rubber pro-
duction facilities and 26 scrap tire 
collection/remediation facilities 
across North America. It processes 
more than 150 million tires annual-
ly for various end-use markets.

Tire Pros adds 7 dealers,
including 2 in N.C., Okla.
HUNTERSVILLE, N.C. 

Seven independent dealers in �ve 
states recently adopted American 
Tire Distributors Inc.’s Tire Pros retail 
identity, expanding the group’s reach 
to 640-plus locations in 45 states.

The new franchise locations in-
clude two each in North Carolina 
and Oklahoma and one each in Tex-
as, Oregon and Washington.

The new Tire Pros franchisees are: 
• Alliance Tire Pros, Cheney, 

Wash., owned by Jerad Posey;
• Altus Tire Pros, Altus, Okla., 

owned by Jeremy Buxton; 
• Claremore Tire Pros, Clare-

more, Okla., owned by Daniel and 
Tina Smith; 

• King Tire Pros, Mebane, N.C., 
owned by Caroline Massey and 
Courtney Covington;

• Lake Conroe Tire Pros, Conroe, 
Texas, owned by the Clegg family 
trust;

• Southern Tire Pros, Whiteville, 
N.C., owned by Edwin Russ, Brad 
Russ and Paige Russ-Brewer; and 

• The Shop Tire Pros, Pendleton, 
Ore., owned by Ron Dirkes.

According to Ron Sinclair, se-
nior vice president of retail strat-
egy and partnerships at ATD, Tire 
Pros will provide “marketing and 
operational support to these new 
franchisees to help drive traf�c to 
their stores and increase pro�tabil-
ity to their bottom line.”

Mr. Buxton said his dealership 
considered several companies with 

which to partner, and Tire Pros was 
“the clear choice.”

“Through the national network of 
partners, our customers in Oklahoma 
and Texas are able to access the same 
type of service nationwide, from a 
company they can trust,” he said.

Mr. Smith said he chose Tire Pros 
because of its dedication to the suc-
cess of each franchisee.

“Tire Pros offers insight on how 
to operate the business pro�tably 
with extensive training and support, 
along with a wealth of knowledge 
from the other dealers in the net-
work,” he said.

Tire Pros is the nation’s largest 
network of independent, locally 
owned tire dealers. Uniting dealers 
under a shared national brand, each 
franchisee bene�ts from a broad 
suite of specialized tools and re-
sources, including hands-on support 
from retail account managers and 
marketing tools to help franchisees 
drive traf�c to their stores, enhance 
their operations and maximize their 
pro�tability.

In February, Tire Pros announced 
that nine independent tire dealers 
in nine states joined the group. The 
dealerships are located in Califor-
nia, Idaho, Indiana, Louisiana, Or-
egon, Tennessee, Texas, Utah and 
Virginia.

Bill Walker (in red jacket) was inducted into the Big O Tires Hall of Fame. He’s 
�anked by Rick O’Neill (left), Jim Bull and John Karys (right) of TBC Corp.

By Don Detore
Ddetore@crain.com
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OBITUARY

CLARIFICATION

The “Brands at a Glance” chart in the May 
13 issue indicated that Charlotte, N.C.-based 
CEAT Specialty Tires Inc. and Tyres Inter-
national Inc. share rights to the CEAT brand. 
It should be noted that CEAT Specialty is a 
subsidiary of India’s CEAT Ltd., owner of the 
CEAT brand, while Tyres International is the 
brand’s primary distributor in the U.S. Read-
ers should not infer otherwise.

ST. PETERS, MO.
Joe Inchiostro Sr., who founded St. Louis 

Wholesale Tire in 1980 along with his younger 
brother Larry in the living room of his home, 
died April 22 at age 80.

The Inchiostro broth-
ers started the business by 
renting a small space in a 
mall, and nearly 40 years 
later, St. Louis Wholesale 
has grown into one of the 
major wholesalers in the 
U.S., specializing in spe-
cialty tires and inner tubes. 

Today, Mr. Inchios-
tro’s son, Joe Jr., and his 
nephew, John, own and operate the business.

“He was very caring, very kind. ... There’s 
not enough kind words to describe him,” 

said Tim Woodward, an account executive 
with St. Louis Wholesale who was hired by 
Mr. Inchiostro in 1998. 

“He was an innovator, a family man, very 
witty. Such a great man.” 

Mr. Inchiostro served on the board of the 
Missouri Tire Industry Association (MTIA) 
throughout most of his career. He served as 
MTIA president in 2003-04, then started to 
transition into retirement in 2004.

Freda Pratt-Boyer, senior auditor for Pur-
cell Tire Co. and a former Tire Industry 
Association president and board member, 
served on the board of MTIA with Mr. In-
chiostro.

“Joe was a true champion for the indus-
try,” Ms. Pratt-Boyer said. “He was a cham-
pion on government issues, he championed 
the internet sales tax issue, he supported our 

board, he supported our organization. ...
“He was the industry.”
Mr. Inchiostro was inducted into the 

MTIA Hall of Fame in 2012. 
Mr. Woodward said his boss not only sup-

ported other business leaders, but also mi-
norities and women.

“He was very encouraging and helpful,” 
Mr. Woodward said. “He was a big believer 
in treating people the way he would want to 
be treated,” Mr. Woodward said. “He always 
would say, with hard work and if we work 
together, we can get through anything.” 

Mr. Inchiostro received his bachelor’s de-
gree from St. Louis University after serving 
in the U.S. Army. 

He is survived by his wife Donna Brady; 
son Joseph; daughter Amanda; and three 
grandsons.

Inchiostro

St. Louis Wholesale co-founder Inchiostro 

Bridgestone, Yokohama suffer drop in earnings
The North American market 

was a bright spot for several 
Asian tire makers that re-

ported mixed results for the quarter 
ended March 31.

Those suffering a drop in earn-
ings blamed a variety of issues, in-
cluding high raw materials costs, 
a slowdown in China’s economy 
and trade con�icts.

Bridgestone
Bridgestone Corp.’s �rst-quar-

ter operating income dropped 
22.8 percent on 1.3-percent lower 
sales on the negative effects of 
higher raw materials costs and an 
ongoing restructuring in Bridge-
stone’s diversi�ed products unit.

Operating income fell to $699.6 
million, while sales dropped to $7.7 
billion, with both tires and diver-
si�ed products units posting lower 
sales for the period. Net income de-

creased 4.8 percent to $548 million. 
Bridgestone is restructuring its 

diversi�ed products operations to 
focus more on “solution” packag-
es, the company said last year. 

The tire division’s operating 
income fell 17.4 percent to $721.4 
million on 1-percent lower 
sales of $6.44 billion. Globally, 
Bridgestone reported 3-percent 
lower consumer (passenger/light 
truck) unit sales, versus 1-per-
cent higher commercial tire sales 
and 15-percent higher ultra-large 

OTR tire sales. 
The Americas business unit saw 

operating income slide 21.4 per-
cent to $303.1 million on 0.3-per-
cent higher sales of $3.72 billion. 

Bridgestone reported U.S. re-
placement market passenger/light 
truck tire sales were �at during 
the quarter, while commercial tire 
sales slid 6 percent. In the original 
equipment segments, the trend was 
reversed — with consumer tire 
sales down 14 percent and com-
mercial tire sales up 16 percent. 

For the full �scal year, Bridge-
stone is projecting a 17-percent 
drop in operating income on 2-per-
cent lower sales. 

Apollo
Indian tire maker Apollo Tyres 

Ltd. posted double-digit increases 
in sales and operating pro�ts for 
the �scal year ended March 31. 

Operating pro�ts and sales 
both rose 18 percent to $299.2 
million and $2.47 billion, respec-
tively, gains Apollo attributed to 
a “strong performance” in the 
commercial vehicle segment, es-
pecially truck radials in India and 
passenger car tires in Europe.

India represented 66 percent of 
global sales, while Europe represent-
ed 30 percent. The remainder was 
attributed to “other geographies.”

In the fourth quarter, however, 
the bottom line was impacted by 
a 10-percent increase in raw ma-
terials prices and write-offs for 
Indian infrastructure and �nance 

company ILFS.

Pirelli
Pirelli & C. S.p.A. posted high-

er sales and earnings for the quar-
ter, aided by an improved price/
mix component and cost-reduc-
tion plans.

The tire maker’s adjusted pre-
tax operating income rose 9.5 per-
cent to $358.6 million on 0.3-per-
cent higher sales of $1.49 billion. 
Pirelli attributed the growth par-
tially to a 7.7-percent improvement 
in price/mix, which offset higher 
materials costs, negative exchange 

rate impact and volume declines.
During the period, Pirelli achieved 

roughly $34 million in industrial-ef-
�ciency and cost-reduction measures.

In terms of sales, Pirelli reg-
istered a 7.3-percent increase in 
“high-value” revenue, which es-
sentially offset a 12.1-percent de-
cline in revenue from “standard” 
tires. 

Overall, unit volumes fell 6.5 
percent, which resulted from a 
16.6-percent drop in standard tire 
sales versus a 4.5-percent gain in 
high-value products, Pirelli said. 

Pirelli’s North America region 
posted 10.8-percent revenue growth 
to $306.6 million, a gain the compa-
ny attributed to rising market-share 
in the all-season and specialties 
(18-inch and larger rim diameters) 

categories. 
Pro�tability in North America 

improved by more than 2 percent due 
to the increases in high value-added 
products, cost-ef�ciency efforts and 
the strengthening U.S. dollar. 

For the full �scal year, Pirelli 
scaled back its sales expectation 
to revenue growth of 3 to 4 per-
cent (versus 4 to 5 percent pre-
viously) because of “prolonged 
weakness” in global OE demand 
and a more rapid decline in de-
mand for standard products than 
previously considered. 

Qingdao Doublestar
Qingdao Doublestar Group, the 

controlling shareholder in South 
Korea’s Kumho Tire Co. Inc., suf-
fered a 75-percent plunge in �scal 
2018 net earnings on 6-percent 
lower sales, according to the com-
pany’s annual report. 

Net income fell to $4.23 million, 
while revenue slid to $618 million. 
Tire sales volume jumped 14 per-
cent to 9.5 million units in 2018. 

Doublestar linked the decline in 
pro�t partly to market headwinds 
such as trade con�icts and China’s 
domestic slowdown. However, the 
closure of its outdated plant in 
Shiyan, Hubei Province, in late 
2018, and new project investments 
also played a role, according to 
the annual report.

The company also reported a $67 
million net loss less non-recurring 
items in 2018. The report did not  

NEW YORK
Icahn Enterprises L.P. and Monro Inc. are 

both tapping into new �nancing options that 
both companies potentially could use for debt 
retirement, acquisition funding and other cor-
porate purposes. 

Icahn’s offering — done in conjunction 
with sister company Icahn Enterprises Fi-
nance Corp. — covers a $750 million cache 
of senior notes due 2026 and paying 6.25 per-

cent. This deal is an increase of $250 million 
over a previous offer.

Monro’s deal is an amended and restated 
�ve-year credit agreement with eight banks 
of an existing $600 million senior secured 
credit facility. The new offering amends an 
“accordion” feature that permits Monro to re-
quest up to $250 million in additional credit, 
an increase of $150 million over the facility 
previously available. 

Icahn Enterprises — a diversi�ed holdings 
company active in eight business segments, 
including automotive through its ownership 
of Pep Boys, IEH Auto Parts, Precision Tune 
Auto Care and American Driveline Systems 
(AAMCO) — said proceeds from the notes 
offering will be used for general limited part-
nership purposes, including the possible re-
payment of existing senior unsecured notes or 
to fund potential acquisitions.

Icahn, Monro tap into new �nancing options
SEE EARNINGS, PAGE 19

Trans Texas Tire recalls 
Contender trailer tires

WASHINGTON
Trailer tire and wheel distributor Trans 

Texas Tire is recalling 560 Contender-brand 
5.70-B lawn, garden and small trailer tires 
because of possible sidewall mislabeling.

The tires, manufactured for Trans Tex-
as Tire by Qingdao, China-based Qingdao 
Qihang Tyre Co. Ltd., are sold exclusively 
through Discount Tire. 

They were manufactured between April 
1 and May 31, 2018, the company said.

Approximately half of the tires have dif-
ferent ply and psi labels on each sidewall, 
according to Trans Texas Tire, which does 
business as Taskmaster Components.

Trans Texas Tire will replace the tires 
free of charge. It began notifying dealers 
and owners March 27.

Bridgestone's Aiken plant 
earns LEED certi�cation 

NASHVILLE, TENN.
Bridgestone Americas Inc.’s off-road tire 

plant in Aiken County, S.C., has earned 
Leadership in Energy and Environmental 
Design (LEED) certi�cation by the U.S. 
Green Building Council.

LEED recognizes buildings that are de-
signed, constructed and operated for im-
proved energy, environmental and human 
health performance.

The plant achieved LEED certi�cation for 
implementing sustainable solutions aimed 
at achieving high energy and environmental 
performance, including initial site location 
selection, preferential use of local and more 
sustainable materials, �nding bene�cial reuse 
opportunities for 92 percent of the construc-
tion debris and 100 percent of the manufac-
turing discarded materials, and using Fire-
stone Building Products (FSBP) pond liner 
to create a rainwater harvesting system that 
captures and uses roof runoff water. 

Bridgestone has eight LEED-certi�ed 
locations, including its plants in Granite-
ville, S.C., and Warren County, Tenn. 

ACA Legislative Summit 
joins Fall Leadership Days

WASHINGTON
For the �rst time, the Auto Care Asso-

ciation (ACA) has scheduled its Auto Care 
Legislative Summit concurrently with its 
Fall Leadership Days.

The Legislative Summit, in which ACA 
members from across the U.S. will meet 
with their members of Congress to educate 
them on issues important to the automotive 
aftermarket, will be held in Washington 
Sept. 18-19.

Also in Washington, the Fall Leadership 
Days, in which the ACA’s top volunteers 
will meet to discuss industry issues and as-
sociation initiatives, will run Sept. 18-20.

Both events will be held at the Hyatt 
Regency Washington on Capitol Hill, the 
ACA said. The more than 400 attendees 
expected at the Fall Leadership Days are 
also expected to participate in the summit, 
it said.
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HANOVER, Germany
The work that Continental A.G. does today 

is the foundation that will allow it to achieve 
new heights tomorrow.

The Hanover-based maker of tire and rub-
ber goods celebrated the ongoing construction 
of its new global headquarters as company of-
� cials laid a ceremonial foundation stone. 

Placed inside the stone was a copper time 
capsule that contained a piece of rubber from 
the tire production facilities, a copy of the 
most recent employee magazine and a core 
component of electric vehicle power electron-
ics developed by Continental. 

“These objects,” the company said in a 
news release, “symbolize both the roots and 
the future of the technology company.” 

The project construction began in March 
and is set for completion in 2021, the year in 
which Continental will mark its 150th anni-
versary. Construction, the company said, is on 
schedule.

“The automotive industry is undergoing the 
biggest change it has experienced since its in-
ception and we are doing our bit to shape this 
change,” Continental CEO Elmar Degenhart 
said. “In doing so, we are undergoing our own 
change.”

The new headquarters, designed by HENN, 

a Munich-based architectural company, will 
comprise multiple buildings across two cam-
puses on the north and south sides of the 
Hans-Boeckler-Allee highway. Pedestrian 
overpasses will connect the two campuses, the 
longest of which will span the highway.

The new facilities will have enough space 
for 1,600 workers, but initially they will house 
1,250 Continental employees who will work 
together in an open-workspace environment to 
foster collaboration and communication.

“Openness and interconnectedness encour-

age agile and � exible team collaboration and 
cross-divisional communication,” Executive 
Board Member Ariane Reinhart said. 

To help employees acclimate to the new 
space, Continental has built a special test 
space, dubbed the Workspace Lab, at its cur-
rent company headquarters. The 3,350-sq.-ft. 
furnished lab simulates the spatial concept, 
giving employees time to acclimate to their 
new work environment.

“In the future, we will work and collabo-
rate differently,” Mr. Degenhart said. “We 
will give our employees greater � exibility. We 
will help them to organize their own work-
ing patterns and collaborate across divisions. 
To achieve this, we will be optimizing their 
workplaces. Our corporate culture and our 
four values are the foundations for this.”

The new headquarters is designed around 
the idea that Continental’s employees com-
prise a small community. It’s facilities are 
designed to meet the needs of the employees 
in many of the same ways that a city would 
support its residents.

The new headquarters will feature two park-
ing garages, which will have parking for bicy-
cles as well as cars. Its buildings will feature 
green space, a health center, in-house day-care 
and spaces for networking and meeting.

“It will have connecting sections and areas 
where people can get together, just as cities 
have their streets and plazas,” Mr. Degenhart 
said. “And just as cities have houses, our new 
headquarters will have areas for retreat and 
concentration. This is how we promote net-
worked, � exible and trust-based work and our 
spirit of togetherness.”

Conti places ceremonial stone

This is an artist’s rendering of Continental’s new 
company headquarters in Hanover, Germany.

From left, Continental CEO Elmar Degenhart, 
Ariane Reinhart and Wolfgang Schäfer pose 
with the time capsule.

Kubota, Titan sign deal 
for crossover tire fitment 
QUINCY, Ill.

Titan International Inc. has gained 
an exclusive � tment deal with Kubo-
ta Tractor Corp. for its Goodyear R14 
“crossover” tires on select Kubota 
compact tractor models.

Titan and Kubota disclosed the 
exclusive agreement in a joint state-
ment, which it said further strength-
ens its long-standing relationship with 
Kubota in compact tractors. The deal 
includes Kubota Canada Ltd. as well. 

According to Titan, Kubota con-
ducted signi� cant testing on the 
Goodyear R14 tire prior to enter-
ing into the agreement. The testing 
showed the R14 was an “ideal � t” 
between an R-1 and R-4 in terms of 
slip and vibration. 

The R14 features a hybrid tread 
design combining elements of an 
ag tread (R-1), turf tread (R-3) and 
industrial tread (R-4). The tire is 
designed to � tment on compact trac-
tors with up to 150 horsepower. 

“The vast majority of compact 
tractors on the market are being 
sold with R-4 tires,” Jacob Sherman, 
Kubota product manager, compact 
tractors, said, “but there’s a draw-
back when it comes to traction. If 
you go with an R-1, then you have 
more traction, but more vibration on 
hard surfaces. Up to this point, there 

hasn’t been a tire as versatile as the 
compact tractors they’re going on. 

“After testing the R14, we knew 
it could perform equally as well 
in the variety of snow, � eld, yard, 
loader and pasture applications our 
customers expect from our ma-
chines, …” he added. “We believe 
the Goodyear R14 is a game-chang-
er for our dealers and customers — 
it’s one more factor that sets Kubota 
apart from the competition.” 

While the BX-Series and B-Se-
ries Kubota models included in the 
agreement will still offer many of 
the same R-1, R-3 and R-4 tires as 
options, Mr. Sherman said he ex-
pects the majority of Kubota cus-
tomers will migrate to the R14.

The BX-Series tractors use a 
variety of sizes — 16×7.5–8 and 
18×8.5–10 on the front and 24×12–
12 and 26×12–12 on the rear — de-
pending on scope of accessories. 

Grapevine, Texas-based Kubo-
ta, a subsidiary of India’s Kubota 
Corp., produces tractors at a plant in 
Gainesville, Ga., and also imports 
equipment from India. 

Titan said it has expanded the 
R-14’s size range to 18 sizes, includ-
ing both standard and Low Sidewall 
Technology options, from four pre-
viously. 

Titan said its R14 tire offers performance versatility. 

Goodyear R14 tire

Global headquarters in Hanover expected to open in 2021

http://www.arisuntires.com
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Memorializing heroes
of the past and future

As I sit and write this, my wall calendar 
screams at me in big, red letters. The 
week ahead marks Memorial Day, the 

traditional time of year when the weather turns 
hot and the grill turns hotter.

It is a day traditionally set aside to 
remember those who have died while 
serving in the military. Many of us 
not only pay tribute to those fallen 
heroes on this day, but also remem-
ber those members of our friends and 
family who have passed away.

This year, I remember two such men 
myself who died recently: Pat Smith, 
a tire dealer from Oklahoma who be-
friended me during one of my trips, and 
Bob Weir, a longtime friend from London, On-
tario, and former auto worker at the Ford Motor 
Co. They both left the world a better place.

I met Pat — owner of Pat’s Tire & Auto Repair, 
Tire Pros — at the Tire Pros Dealer Conference 
in 2017, held in New Orleans. I spent much of 
one evening talking all things tires with Pat and 
his wife, Julie — that is, when we weren’t talking 
about the National Basketball Association and 
the Smiths’ beloved Oklahoma City Thunder. We 
had seen each other several times since.

Pat died unexpectedly last September.
Bob, on the other hand, has been a dear friend 

— kind of a second father — whom I have va-
cationed with and � shed alongside for more than 
two and a half decades in Northern Ontario. He 
told many stories from his days as a foreman at 
the Ford plant in Oakville, Ontario, during an era 
when Ford ruled the North American auto market.

They celebrated Bob’s life May 27 during a 
funeral Mass.

Memorial Day, however, isn’t just about me-
morializing the dead.

It’s also about remembering those of us living 
and working hard in our communities, the Pats 
and the Bobs all around North America, who 
continue to make an impact in the lives of others.

Chance are, you probably know several tire 
dealers who do just that: They give tirelessly 
to their community, working hard to raise the 
quality of life for as many as they can.

They don’t do it for the notoriety. They do it 
because it’s the right thing to do.

If you know someone like that, perhaps it’s 
even you, yourself, I call your attention to our 
Tire Dealer Humanitarian Award.

Each year, we at Tire Business honor an in-
dependent tire dealer or retreader who is mak-
ing signi� cant contributions to the betterment 
of his or her community through charitable 
acts or public service work. It is an honor that 
we believe goes beyond just about any other 
accolade a tire dealer can receive.

I have had the honor to chronicle the story of our 

last two Humanitarian Award recipients. I still get 
goosebumps when I consider their contributions.

Last year’s winner, Mark Smith of Midas of 
Richmond, donated so much of his own personal 
time and resources to the Richmond community 
that it was dif� cult to believe he had any left over 
to operate his four dealerships. 

Mark gives so much to so many: He 
spearheads community blood drives; 
he raises money and food for the lo-
cal food bank; he devotes resources to 
Shalom Farms, a regional food access 
and community development project.

The winner receives the Tire Dealer 
Humanitarian Award Medal, as well as 
a $2,500 donation to the charity of his or 
her choice. Last year, Mark turned that 
donation into $10,000 to Shalom Farms.

Here’s how: Mark matched the $2,500 dona-
tion, then used the $5,000 as “challenge mon-
ey,” i.e., challenging other donors to donate and 
match that $5,000. Through Mark’s efforts, 
Shalom Farms received $10,000.

Two years ago, Kent Olson of Olson Tire 
Pros & Automotive Service in Wausau, Wis., 
was named recipient.

Kent is involved in numerous charitable en-
deavors, not the least of which is overseeing the 
Wheels to Work program in which less fortunate 
residents of his area can apply to buy a vehicle — 
at a signi� cantly reduced rate, with a no-interest 
loan — as long as they need the vehicle to get to 
work or to seek employment.

As part of the purchase, clients must agree 
to attend classes that can help keep their lives 
going on the right track.

Talk about two dealers who are memorable.
If you know of another Mark or Kent, take 

the time soon to nominate him or her for this 
prestigious award.

We have simpli� ed the process this year. 
Just go to our homepage at tirebusiness.com. 
Click the Awards button. 

A nomination form will populate. Enter the 
person’s information — again, we welcome any-
one nominating him or herself — and be sure to 
upload supporting materials, such as newspaper 
clippings, support letters and other information, 
to help our independent judges understand the 
humanitarian contributions of your nominee.

The deadline to nominate is July 31. An in-
dependent committee, outside of the tire indus-
try, selects the winner.

The process culminates Nov. 4 when we pres-
ent the 26th Annual Tire Dealer Humanitarian 
Award, sponsored by Tire Business, at the Tire 
Industry Association Honors Night.

Talk about a memorable evening.

Mr. Detore is editor of Tire Business. He can be 
reached via e-mail at ddetore@crain.com; 330-865-
6126; Twitter: @dondetore.

Letters to the Editor
 Tire Business encourages letters to the editor on any 
subject of interest to independent tire dealers. Send a 
letter to: Editor, Tire Business, 2291 Riverfront Pkwy, Suite 
1000, Cuyahoga Falls, Ohio 44221. Letters also can be 
emailed to tirebusiness@crain.com.
 Letters must be signed and may be edited for length and 
clarity. Please include a daytime phone number for veri-
� cation purposes. Letters also may be published on TB’s 
website: www.tirebusiness.com.

Detore

By Don Detore
ddetore@crain.com

In some regards, tire dealers must feel as if they’re un-
der attack. 

Online entities. Wholesale clubs. Car dealerships. 
Traditional brake specialists. Traditional shock and muf-
� er specialists. 

They are all vying for a larger share of the tire business.
It’s similar to the theme of the HBO’s medieval hit fan-

tasy series Game of Thrones (GoT): Tire dealers continue 
to sit on the Iron Throne, ruling the tire industry, as all 
of these other kingdoms are calculating their next move, 
vying for a chance to become the future king.

While all of these businesses grew and prospered by 
selling other products, each sees opportunity for more 
success by selling tires. And lots of them.

It’s enough to drive a king mad.
Word came last week that Monro Inc., the behemoth 

tire and auto service retail chain with nearly 1,200 compa-
ny-operated stores and nearly 100 franchised locations, is 
doubling down on its strategy toward brand consolidation, 
store redesign, acquisitions, product mix and online sales.

Selling tires is a big part of that strategy, and it’s easy 
to understand why: Its service stores — Monro Auto and 
CarX — each generate about $600,000 in annualized sales, 
while its tire stores generate about $1.2 million in sales.

And consider this: Monro recently expanded its footprint 
to the West Coast by acquiring 40 Certi� ed Tire & Service 
Center stores and to Louisiana by acquiring 12 locations of 
Lafayette, La.-based Allied Discount Tire & Brake Inc.

Each location was rebranded as Tire Choice.
Perhaps this is even more telling: Monro not only is 

launching its own online tire-selling presence, it also ex-
panded the scope of its partnership with Amazon.com.

Monro is offering tire installation services to Amazon 
customers at more than 800 Monro stores in 21 states. 
Eventually, plans call for Monro to expand the program 
to all locations, encompassing 30 states.

Monro President and CEO Brett Ponton told investors 
that roughly half of the customers that come from Ama-
zon to Monro for tire installation are new customers.

“So it gives us a great opportunity, I think, to drive traf-
� c and build a relationship with a consumer,” Mr. Ponton 
said. “It allows us to not only convert that tire installation 
to other services when they are at the store, but also al-
lows us to build a long-term relationship with them via 
our CRM platform going forward.”

The program isn’t exclusive to Amazon: Monro also 
offers tire installations for online retailers Tire Rack and 
SimpleTire.com.

“The economics — certainly we don’t sell the tire as it re-
lates to tire installation — but the installation revenue itself 
certainly is high margin given the high labor content and 
low material costs of installation as well as the opportunity 
for us to add on incremental high-margin sales when the 
consumers are at the stores,” Mr. Ponton said.

What does this mean for tire dealers? Perhaps the take-
away is two-fold.

First, there is strength to be gained by collaborating with 
your enemy, much like the Seven Kingdoms of Westeros 
did during its battle against the White Walkers in GoT. Can 
your shop become a certi� ed installer? And if so, can you 
turn those � rst-time customers into regulars?

Secondly, turmoil and disruption is the new norm. 
Keep in mind that the person sitting on the Iron Throne 
of the industry may not be the same two or � ve or 10 
years down the road.

To paraphrase a line on GoT, remember this: “There is 
only one thing to say to adversity: Not today.” 

Fight the battles
to win the war
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Ohio auto student rocks on
SCOTTSDALE, Ariz. 

TechForce Foundation has named 
Jonathon Miranda, an automotive stu-
dent at the Ohio Technical College in 
Cleveland, as the 2019 FutureTechs 
Rock Awards grand prize winner.

The FutureTechs Rock Awards rec-
ognize students’ commitment to and 
passion for the technician profession 
and the transportation industry. The 
awards are part of TechForce Founda-
tion’s FutureTech Success initiative to 
help inspire and support tomorrow’s 
workforce of technicians.

Only 57,000 technician students 
graduate each year, while the work-
force need is 120,000 new entrant techs 
per year just to keep up with demand, 
according to the foundation.

During the week of April 8 People’s 
Choice voting period, TechForce follow-
ers cast more than 25,000 votes among 
10 national �nalists, who were selected 
among more than 160 nominees by a 
panel of judges to represent the different 
segments of the technician profession: 
automotive, diesel, collision repair, mo-
torcycle, motorsports and machining.

Mr. Miranda secured the largest 
number of votes for the grand prize — a 
choice of a $1,000 TechForce Founda-
tion tuition scholarship to apply towards 
his post-secondary technician educa-
tion or a sponsored Snap-on Inc. tool 
voucher of equal value.

Throughout his 18-month automotive 
program, Mr. Miranda has maintained 
perfect attendance, achieved honor roll 
six times and earned all As in his asso-
ciate degree academic classes, which are 
separate from his technical coursework, 
TechForce said. 

He is a member of his school’s Stu-
dent Leadership Council, where he 
serves as a role model and mentor, wel-
comes new students to campus and vol-
unteers for on-campus events. He also 
volunteers as a judge with Hot Rodders 
of Tomorrow, SEMA, and as lead judge 
for Piston Power Show’s high school en-
gine building competition.

Nominations were submitted by in-
structors, school personnel, fellow stu-

dents, youth program directors and 
business and community leaders. 

Nominations were reviewed by a pan-
el of volunteer judges including Julia 
Landauer, NASCAR driver; Tony Molla, 
Automotive Service Association; Bran-
don Eckenrode, Collision Repair Edu-
cation Foundation; Larry Cox, Sunstate 
Equipment; Ken Calhoun, Altec Service 
Group; and Frank Leutz, Desert Car 
Care of Chandler and Wrench Nation.

Each of the 10 national �nalists re-
ceived a tool voucher sponsored by Snap-
on, a gift certi�cate to Cengage’s online 
educational library sponsored by Cengage 
Learning, and a Haynes Online Manual 
sponsored by Haynes North America. 

The nine �nalists included two au-
tomotive high school students — Ryan 
Adkins of Collins Career Center in Ches-
apeake, Ohio, and Angelle Vanderwarf of 
Kankakee Area Career Center in Bour-
bonnais, Ill. — and one post-secondary 
student, Antonio Yepez Cervantes of 
Ventura College in Ventura, Calif.

The other �nalists included: Liam 
Thompson, Delgado Community Col-
lege, New Orleans; Noah Salo, Joliet 
Public School in Joliet, Mont.; Felyciti 
Alvarez, Fallbrook High School, Fall-
brook, Calif.; Aaron Smith, Schuylkill 
Technology Center, Frackville, Pa; Wyatt 
Mote, Wake Forest High School, Wake 
Forest, N.C.; and Riley Prince, Gateway 
Community College, Phoenix.

AutomotiveService 

BETHESDA, Md.
Women in Auto Care, a commu-

nity of the Auto Care Association, 
is accepting nominations for the 
2019 Women of the Year Awards. 

The awards include “Auto Care 
Woman of the Year,” “Female Shop 
Owner of the Year” and “Auto Care 
Woman of Excellence” and highlight 
women who have made a signi�cant 
impact in the auto care industry.

Award recipients will be honored at 
the Women in Auto Care press confer-
ence and reception during the 2019 Au-
tomotive Aftermarket Products Expo 
(AAPEX), Nov. 5-7, in Las Vegas.

The award criteria include:
yy Auto Care Woman of the 

Year — This lifetime achievement 
award is presented annually to a 
leader, mentor and role model who 
has made signi�cant and outstand-
ing contributions throughout her 
career to the auto care industry.
y Female Shop Owner of the 

Year — Presented annually to a fe-
male shop owner who demonstrates 
role model behaviors, leadership and 
commitment to the advancement of 
women.
y Auto Care Woman of Ex-

cellence — Presented annually to 
a Women in Auto Care member 
who has provided recent contribu-
tions to the auto care industry while 

demonstrating role-model behaviors, 
leadership and commitment to the 
advancement of women. She is con-
sidered a rising star in the industry.

“Celebrating the signi�cant ac-
complishments and contributions of 
outstanding women in the auto care 
industry continues to be a strategic 
pillar of the Women in Auto Care 
community,” said Tammy Tecklen-
burg, chair of Women in Auto Care. 
“The Women of the Year award re-
cipients bring fresh, new perspec-
tives and leadership to our industry 
that help us all advance.”

The deadline to submit Women of 
the Year award nominations is July 1. 

For more information about the 
awards, including full entry re-
quirements, visit autocare.org/
women-in-auto-care or contact 
womeninautocare@autocare.org.

Women in Auto Care accepting 
Women of Year nominations

Auto Care Association’s Tammy Teck-
lenburg speaks during the 2018 Wom-
en in Auto Care Awards.

TechForce named Jonathon Miranda as 
2019 FutureTechs Rock Awards winner.

Young tech garners most votes to win FutureTechs Rock Award

http://www.ceatspeciality.com/US
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Shops must focus on 4 areas to improve productivity

With more vehicles on the road and with 
vehicles lasting longer, repair shops 
need to change their old ways of do-

ing business in order to turn a pro�t and survive.
Gone are the days when all a shop had to do 

was �x a car because they didn’t last long — 
changing the oil every 3,000 miles, changing 
out an engine at 90,000 miles or a transmis-
sion at 60,000 miles, Dan Gilley, director of 
RLO Training, told an audience of auto repair 
shop owners at the Automotive Aftermarket 
Products Expo last November.

“You are in the best industry at the best time 
ever — over 100 million vehicles on the road 
with the average age approaching twelve,” he 
said, noting that a vast majority of those vehi-
cles turn to independent repair shops after the 
new-vehicle warranty expires. 

“Just remember three years ago they sold 17 
million cars. Where are they going to show up 
next year? Well, about 80 percent of them are 
going to be in your shops. You are in the right 
business at the right time. What are you going 
to do to take advantage of it? And you cannot 
do what you’ve always done,” he said. “We’ve 
got to change.”

He described four areas where shops can 
improve their productivity: performance bench-
marks, labor inventory management, custom-
er service staff and team/equipment.

Performance benchmarks
He suggested shop owners �rst track shop 

productivity and ef�ciency to determine prob-
lem areas. 

“A lot of shops have a problem with productiv-
ity because they don’t have enough support staff 
for their technicians,” Mr. Gilley said. “So as a 
general rule — two technicians, one advisor. If 
you’ve got some really strong technicians, it goes 
to one-and-a-half to one, because the better the 
technician, the more support they need.

“The technicians are cranking out the labor, 
so you need to keep them working on vehicles.”

The benchmark for productivity is 90 per-
cent, he said, so in an eight-hour day, techni-
cians should be doing income-producing work 
90 percent of the time or 7.2 hours. That is not 
an easy number to hit, he admitted. 

“Most shops are probably running in the 
50-60 percent range, which is kind of scary 
when you think about it. That’s very expen-
sive, talented technicians standing around 40 
percent of the time,” he said. 

Ef�ciency is the technician’s ability to com-
plete the tasks in the times allotted. However, 
if the advisor doesn’t sell the job correctly, the 
technician’s ef�ciency decreases, he said.

He suggested shop owners measure the reve-
nue per hour — typically parts sales and labor 
sales per hour. If a shop charges $100/hour of 
labor and typically sells $80 in parts, that would 
total $180 of revenue per hour. That’s important 
because when a tech does work that doesn’t in-
volved parts sales, gross pro�t goes down. So 
how do you compensate for it?” he asked.

“The parts/labor ratio is a great indicator of 
how well you’re doing selling your labor,” he 
said. If a shop has a 1:1 ratio of parts sales to 
labor sales, it means the shop is not charging 
enough for labor, he said.

Labor inventory
He suggested shops manage their labor in-

ventory by tracking four types of time in order 
to �nd out how to improve:
y Available time — the number of hours 

the technician is available every day, for ex-
ample eight hours/day;
yy Actual time — the amount of time the 

tech spent doing income-producing work in a 
day — for example, the tech actually worked 
on vehicles for six hours;
yy Income time — the amount of time 

billed; and 
yy Expense time — the amount of time 

when the tech was ready, willing and able to 
work on vehicles but they weren’t; for example 
they were waiting for authorization, waiting 
for parts, waiting for a car, etc.

Mr. Gilley said a shop needs to track all 
four types of time so it can �gure out where 
the problems are and what systems can be put 
in place to improve.

“The only way you can do that is tracking 
every minute of the technician’s day,” he said.

A shop owner can do it electronically or 
with time cards, “but you need to know what 
your technician is doing every minute of the 
day in order to �gure out where the problems 
are,” he said.

He encouraged shop owners to establish their 
shop capacity and then implement processes and 
procedures to hit it on a regular basis. 

Mr. Gilley encouraged the automotive re-
pair shops to examine what they charge for 
labor and what they spend on training, payroll 
and equipment.

Based on the company revenue-per-hour 
objective, the shop needs to implement a 
methodology to maintain its desired reve-
nue-per-hour when performing diagnostics 
that do not include parts sales to reach the es-
tablished parts-to-labor ratio.

One of his suggestions was charging for di-
agnostic time so the shop makes a pro�t when 
there is no gross pro�t from parts.

“I’ve got my most expensive technician, my 
highly skilled diagnostic technician (doing di-
agnostics). I’ve got some of the most expensive 
equipment that we own in use. And I’m making 
less money (on diagnostic work). Is this a good 
plan for long-term success?” he said. “And by 
the way, that technician is going to continue to 
need to go to school and we’re going to continue 
to invest in more equipment. …

“So what we suggest is that you make your 
technician 200-percent ef�cient. If I do that, 
then my revenue per hour would be $200, which 
would compare very well to the $180 (for labor 
and parts on a regular repair). ... Why are we 
afraid to charge what we’re really worth?”

One shop owner in the audience worried 
that customers would complain about the di-
agnostic charge.

“If we tell them upfront what they’re go-
ing to spend, and they agree to it, then what 
is there to complain about?” Mr. Gilley coun-
tered, noting that a shop’s customers come be-
cause they trust the shop.

What if a competitor offers free diagnoses? “I 
suggest that just because somebody else is going 
out of business slowly, doesn’t mean we should 
model their business plan,” Mr. Gilley said.

“There really are only two successful re-
tail companies out there anymore, the others 
are all struggling — there’s Nordstrom and 
Walmart. Which one do you want to be? If you 
want to be Walmart, it’s a race to the bottom. 
If you want to be Nordstrom, it’s always a race 
to improve on service,” he said.

“It’s a keystroke (to change prices) and a 
mind change. And you are responsible for the 
mind change (on diagnostic charges),” he said.

Customer service
“We have some terrible service advisors in 

our industry and yet we still are in business. I 
don’t understand it,” Mr. Gilley said.

“In order to hire somebody to be on the 
front counter, the �rst requirement that you 
should be looking for is that they love people. 
It’s a people position. They have to love deal-
ing with people. 

“The second thing is they have to be able to 
sell because it is a sales position. 

“The third thing that I look for is they need 
to be someone who is organized and that is 
sometimes hard to �nd because when they 
are a people-person and they love to sell, they 
sometimes aren’t as organized as we’d like 
them to be. 

“The fourth thing is they need some tech-
nical knowledge, which is the least important 
and the easiest to get. 

“Very few technicians have the personality to 

transition from the rear of the shop to the front. 
They have what we call ‘the curse of knowledge.’ 
They know too much,” Mr. Gilley said.

The curse of knowledge, he explained, is when 
a tech knows a lot more about vehicle mechanics 
than the customer. The customer doesn’t neces-
sarily want to know the details of how to �x the 
car, they want to know how much it will cost and 
what will happen if it doesn’t get �xed, he said, 
noting that with all that knowledge, a tech tends 
to give away a lot of diagnosis.

Service advisors also need to have keyboard 
skills and software training, as well as com-
munication skills (translating between the 
customer and the technician and vice versa.)

“We spend all this money on marketing (to 
draw) your customer in and if they come in, 
50 percent won’t come back a second time,” 
he said, quoting industry statistics.

“Of the 50 percent that come back a second 
time, only half of them will come back a third 
time, which is really what it takes to become 
a customer. So if you think you’re spending 
a couple hundred bucks to get a customer to 
come in, you’re really spending closer to a 
thousand to get a real customer. How much is 
that impacted by the whole shop and the expe-
rience and everybody they meet? How import-
ant is the service advisor now?

“If they like the service advisor and there’s 
a problem with the car, there’s a good chance 
they’ll still come back. But you can do the 
greatest job in the world repairing a vehi-
cle and if they don’t like the service advisor, 
they’re not coming back. So why would you 
have anybody on the front counter who wasn’t 
a total Mr. or Mrs. Personality?”

Team and equipment
Mr. Gilley recommended shops invest in 

60-80 hours of technician training per year. 
“Have you budgeted? Have you charged 

enough to get your gross pro�t so you can afford 
to send them to school?” he asked shop owners.

“How much are we going to have to invest 
each year in technology to keep up? ... We got 
to continue to make money and reinvest in our 
business.”

Investments must be made in equipment 
that creates technician ef�ciency, enables the 
shop to expand its service capabilities and will 
provide the shop with a competitive advan-
tage, he said.

He suggested some shops may need to 
charge more for labor to meet their budget and 
investment requirements.

Mr. Gilley noted that in 1995 a repair shop 
was probably charging about a $65/hour labor 
rate. If that rate was adjust ad annually for 
in�ation, that labor rate should be $210/hour 
today.

“So we kind of dropped the ball in the last 
20-some years,” he said.

“If you were at $210, could you pay your 
technicians more? Could you buy more equip-
ment? Could you invest in more training? So 
why aren’t we there?” he asked.

“I just want to suggest that perhaps we 
should really reexamine where we’re at and 
what we’re charging for what we do.”

He quoted a study that determined that 
HVAC technicians are probably the best qual-
i�ed candidates to recruit and transition into 
the automotive repair industry. 

“The problem is, there is no monetary in-
centive to move,” he said, since they usually 
are paid more than automotive technicians.

“I would suggest that automotive vehi-
cles are a whole lot more sophisticated and a 
whole lot more challenging to work on than an 
HVAC system.”

Mr. Gilley noted that a plumber can charge 
more than $200/hour; a copier repair person 
can charge as much as $300/hour — “And we 
get all squeamish at $120? So where is the dis-
connect?”

By Kathy McCarron
kmccarron@crain.com

Dan Gilley addresses the audience at the Automotive Aftermarket Products Expo.

‘A lot of shops have a problem with 
productivity because they don’t have 

enough support staff for their technicians.’
Dan Gilley, director of RLO Training

Shops tend to have productivity problems be-
cause they don’t have enough support staff.
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Dan can be reached via e-mail at tirebusi-
ness@crain.com. His previous columns are 
available at www.tirebusiness.com.
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Industry challenges stubbornly persist decades later
By Dan Marinucci

tirebusiness@crain.com

Solving major industry issues re-
quires more ongoing effort than 
tire dealers and service shop op-

erators may realize.
Revisiting an earlier commentary 

served as a cold reminder of how 
long some challenges have faced the 
automotive repair industry.

By “challenges,” I mean four issues 
that never seem to fade, let alone die. 
These are:
y Recruiting new technicians;
yy Retaining experienced techs;
y Upgrading the quality of vo-

cational education; and
y Improving the auto repair in-

dustry’s overall image.
I began reporting on this industry 

in 1976 and these four issues were hot 
topics at that time. Four decades lat-
er, they’re still big challenges for tire 
dealers and service shop operators.

Interestingly enough, I often hear 
owners and managers of auto repair 
businesses talking as if these topics 
are new. 

I may sound like a cranky, old 
know-it-all, but history offers valu-
able lessons. Plus, it’s revealing that 
bosses are �ghting the same battles 
I observed four decades ago.

While combing through some 
�les, I came across an article I wrote 
38 years ago. (I was technical editor 
of a national trade journal serving the 
professional auto repair industry.)

The theme of that issue was the 
future of the automotive aftermar-
ket. Herewith are some excerpts of 
my reportage in November 1981.

First, I commented that: “The man-
power shortage problem is still with us 
and will remain with us for the fore-
seeable future. It’s nearly impossible 
to raise wages and overhaul the image 
of this entire industry overnight.” 

That assessment sounds like some-
thing I wrote yesterday. 

Second, I predicted an exodus from 
the auto repair ranks. “Unfortunate-
ly, the kids coming out of vo-tech 
will continue taking jobs at the mill 
down the street rather than learn 
carburetors and transmissions at your 
shop,” I observed. 

Sure, carburetors are long extinct. 
Likely, transmission specialists are 
the only ones digging deeply into 
tranny repairs.

But the overall sentiment seems 
to be current: Younger folks get a 
taste of auto repair and then leave 
for other jobs — those that seem to 
be greener pastures than “wrench-
ing” on cars. (Yes, fewer mills are 
operating today.)

Third, I said, “If there are any sim-
ple, snappy solutions to this problem, 
we aren’t aware of them. In the long 
run, though, we’ll need thousands of 
individual commitments from shop 
owners, jobbers, WDs and manu-
facturers. They’ll have to commit 
themselves to taking advantage of 
whatever apprenticeship programs 
are available to them.” 

Fourth, I predicted, “No (train-
ing/recruitment) program will work 
without thousands of unheralded, un-
thanked individual efforts by the good 
guys in this business. 

Make your best effort at keeping 
an eager young guy in the business 
— even if you do have to show him 

everything yourself.”
Now, consider how vital vaccina-

tions have nearly eliminated certain 
diseases. When I was very young, 
many of us knew families affected 
by polio. Consequently, it was a big 
deal when we kids lined up for the 
polio vaccine. Today, polio is rela-

tively rare. 
Unfortunately, no one’s developed 

a quick, easy inoculation against the 
four industry “ailments” I cited. If 
conquering these challenges was so 
easy, everyone in the auto repair busi-
ness would have done so long ago. 

During the nearly three decades 
I have worked this page, I have 
stressed that changes usually occur 
slowly, incrementally. It requires sol-
id effort from all service personnel 
— not just the bosses. 

If everyone does nothing else, 
diagnose and repair each job cor-
rectly the �rst time. Repeat this 
success day in, day out. Eventually, 

this cumulative effort boosts your 
business’ credibility and customer 
loyalty.

What’s more, these successes help 
bosses create the work atmosphere 
that attracts and retains competent, re-
liable employees — as opposed to auto 
repair’s proverbial “guns for hire.”

Last but not least, involve yourself 
in vocational schools’ operation. 

If you don’t, then don’t complain 
about the prospective hires the 
schools generate.

Dan Marinucci 
is a freelance 
automotive 
service writer and 
former editor of 
two automotive 
service magazines.

The labor shortage still remains a prob-
lem in the automotive service industry.

http://www.maxxisaccelerate.com
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Latin Tyre Expo
set for Panama
PANAMA CITY, Panama

More than 200 exhibitors are ex-
pected at the 10th annual Latin Amer-
ican & Caribbean Tyre Expo, which 
will be held June 26-28 at the Atlapa 
Convention Center in Panama City.

The show runs 10 a.m. to 5 p.m. 
on June 26; 10 a.m. to 6 p.m. on 
June 27; and 10 a.m. to 4 p.m. 
on June 28. The open-
ing ceremony is 
set for June 26 
from 5 to 7 p.m.

“The Latin Tyre Expo is the most 
important and largest tire show in Latin 
America,” according to Gustavo Lima, 
CEO of the Latin Expo Group L.L.C.

“Panama is a strategic venue that 
allows for the con� uence of tire dealers 
from Latin America and exhibitors from 
all around the world to come together,” 
Mr. Lima said. “Exhibiting at the expo is 
the most cost-effective manner to reach 
vetted tire dealers in Lat-Am .”

Organizers of the expo have put to-
gether an educational conference that 
comprises seven speakers from around 
the world. The conferences will be 
held June 27 from 11 a.m. to 2 p.m.

The educational conference speak-
ers and their topics are: 

• Heriberto Romero, director of 
Hules Banda S.A. de C.V. — “How 
to Activate the Retreading Market”;

• Jean Barros, commercial manager 
Mexico and Central America, Vipal 
S.A. de C.V.— “Retreading in Latin 
America”;

• Kevin Rohlwing, senior vice 
president of training, Tire Industry 

Association — “Tire Repair Safety”;
 • David Shaw, CEO, Tire Industry 

Research — “China’s Tire Industry 
and the State of the Global Tire In-
dustry and Outlook”; 

• Dave Zielasko, publisher and 
editorial director, Rubber & Plas-
tics News, Tire Business, European 

Rubber Journal — “Disruption 
in the Tire Industry”; 

• Milton Alberto Lo-
pez Tang, vice presi-

dent, sales, Max-
am Tire Lat-Am 
L.L.C., and Tim 
Good, radial OTR 

sales manager, Maxam Tire NA — 
“OTR Tires”; 

• Greg Smith, publisher, Modern 
Tire Dealer, “How Future Trends in 
North America Will Affect the Tire 
Industry in Latin America”;

• Leesong Lee, PCR products 
manager, Triangle Tyre Co. Ltd., 
“Globalized Triangle, Driving En-
thusiast”; and

• Jan Svoboda, director of RFID 
business development, FineLine 
Technologies — “The Use of RFID 
within the Tire Industry.”

For more details, visit: latintyre-
expo.com. 

Next year’s event is slated to be 
held at the 635,000 sq.-ft. Amador 
Convention Center, which is sched-
uled to be completed by September. 

According to Mr. Lima, the Latin 
Tyre Expo and the Latin Auto Parts 
Expo will co-locate at the $197-mil-
lion facility in July 2020.

Tire Business Special Feature

Gustavo Lima addresses attendees during the 2018 Latin American & Carib-
bean Tyre Show. This year’s event is set for June 26-28 in Panama.

NEW YORK
In what is sure to be music to the ears of his U.S. deal-

ers, Volkswagen Group of America CEO Scott Keogh 
said recently the brand will have a pickup strategy. He’s 
just not yet sure what it will be.

Mr. Keogh, who assumed the top job at Volkswagen 
Group of America six months ago after leading VW’s 
Audi brand, said he believes there is space for VW in the 
crowded and highly competitive U.S. pickup market. For 
the second consecutive year, Volkswagen showed a con-
cept pickup, the Tarok, at the New York auto show.

The Tarok was developed by VW in South America 
and is built on the auto maker’s MQB platform. It has 
two full rows of seating and a small, squarish bed with 
an innovative drop wall and folding seats that make for 
a bed length of more than 8 feet with the tailgate down.

If a pickup like the Tarok gets the green light, it would 
be built in Puebla, Mexico, where Volkswagen builds 
MQB-platform vehicles and could ship it to North and 
South America.

With Golf production shifting back to Germany from 
Puebla, Mr. Keogh said “there’s room” to build it.

Mr. Keogh said the brand has three options with a 
pickup: 

• Homologate a Ranger-derived, body-on-frame mid-
size pickup from Ford Motor Co. that will be sold as a 
replacement for the Amarok throughout the rest of the 
world. 

• Develop a unibody midsize lifestyle pickup based 
on the Atlas crossover, similar to the Tanoak concept 
VW showed at the 2018 New York auto show.

• Build a car-based, A-segment unibody pickup like 
the Tarok using the MQB platform in Mexico to keep 
costs down and import it to the U.S., where it might ap-
peal to consumers who don’t want to spend more than 
$30,000 for a body-on-frame midsize pickup.

The Tarok, Mr. Keogh said, “will be made for the 
South American market (in 2020). The question we have 
is, ‘Could something like this make sense, with modi� -
cations, in the U.S. market?’”

VW’s history in the U.S. with small, unibody pickups 
may provide an answer. Forty years ago, the brand used 
its then-popular Rabbit as the basis for a small, bedded 
vehicle it simply called the Pickup.

The utilitarian, front-wheel-drive pickup sported 
a single row of seating ahead of a 6-foot bed and was 

identical to a Rabbit from the doors forward.
Sales from its 1979 debut to 1984, after the end of U.S. 

production in 1983, were 77,512 vehicles, all produced 
at Volkswagen’s former plant in Westmoreland, Pa. No-
tably, the design lived on in Europe into the 1990s and 
in South Africa into the mid-2000s.

While the Tarok concept of today and the Pickup of 
old have little in common, VW’s bosses may � nd the 
trucks � ll similar needs. For the Tarok, Mr. Keogh said, 
“the theory is quite straightforward: It’s an A-segment 
sized vehicle. There’s no pickup truck in the U.S. market 
that is quite that size at all.”

While that means there’s nothing similar that lets the 
company gauge potential sales, “there could be a space 
here,” he said. “This is what life’s all about.”

If Mr. Keogh approves a pickup for the U.S. — Volk-
swagen Group CEO Herbert Diess told Automotive 
News in October that the decision is Mr. Keogh’s to 
make — entering a segment abandoned by the Detroit 3 
may have an appeal.

“The positioning could be, when you extend the bed, 
in terms of what you can do with the second row, plus 
what you can do with the tailgate itself, you basically 
get the length of a B-segment pickup,” Mr. Keogh said.

“So we kind of like this application where you have 
the everyday size of an A-segment in terms of parking 
and driveability and fuel economy — all those types of 
things — and for the 4 or 5 percent of the time that you 
engage it in a lifestyle, smart packaging to bring to the 
vehicle,” he said.

Because the Tarok is based on the MQB platform, 
VW has “a whole host of engines that we could put in 
there” — up to 300-hp V-6s — so, “I don’t think drive-
train is an issue,” Mr. Keogh said. 

Would a Tarok-like pickup be a gamble? Certainly, 
Mr. Keogh said, but that’s � ne.

“At the end of the day, there is no 100-percent deci-
sion in the world,” he said. “That’s the market receptive-
ness side of the equation. The other side is, of course, 
the business model. What does it take to produce it? 
What’s the price point we can hit? What’s the capacity? 
What’s the utilization? What’s the investment? How do 
we depreciate the investment?

“We think we can make that work, from our initial 
study. Now we’ve got to see what the market says.”

Larry Vellequette is a reporter with Detroit-based 
Automotive News, a sister publication of Tire Business. 

VW’s pickup strategy
will begin in Mexico

More than 200 exhibitors expected

This concept unibody lifestyle pickup 
was on display at the New York auto 
show, speci� cally aimed at measur-
ing consumer reaction to a bedded 
vehicle from Volkswagen.

By Larry Vellequette
lvellequette@crain.com
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Pirelli consolidating operations in Brazil
MILAN, Italy

Pirelli C. & S.p.A. is planning to 
relocate motorcycle tire production 
in Brazil to a car tire plant near Sao 
Paulo, a move that the company is 
supporting with $136 million in in-
vestments over the coming two years.

The “reorganization of produc-
tion structure” would involve trans-
fering motorcycle tire production 
to Pirelli’s plant in Campinas, Sao 
Paulo — which produces car tires 
only — from its plant in Gravataí, 
Rio Grande do Sul, thus creating 
an industrial hub for car, moto and 
motorsport tires to serve the Latin 
American markets.

The move likely would result in 
the idling or closing of the 43-year-
old Gravataí plant, which manufac-
tures motorcycle tires only and em-
ploys 900. The transfer of production 
is expected to take until 2021. 

The Italian tire maker said it is 
committed to �nding an agreement 
with unions to mitigate the social 
impact of the transfer of operations.

The move is expected to create 
300 jobs at the 49-year-old Campi-
nas factory, which Pirelli said is in 
a “favorable position closer to the 
production of facilities of car and 
motorcycle makers.”

Employment at Campinas stands 
at 2,160. 

The company also said it is in 
talks with Prometeon Tyre Group 
S.r.l.— the former Pirelli industrial 
tires business that operates a truck 
and farm tire plant in Gravataí on 
property adjacent to the motorcycle 
tire factory — to “evaluate actions 
aimed at mitigating the effect on 
employment.”

Pirelli said the $136 million in 
investments will go toward mod-
ernizing and converting production 

to high value-added tires from stan-
dard products over the coming two 
years at the Campinas and Feira de 
Santana, Bahia, plants. 

The investment, according to 
Pirelli, is in addition to $365 million 
Pirelli has invested in Brazil during 
the 2013-18 period.

Grupo Industria Brasil Ltd. —
Prometeon’s Brazilian subsidiary 
— employs an estimated 1,420 at its 
plant in Gravataí, a municipal dis-
trict near Porto Alegro in southern 
Brazil, some 700 miles south of Sao 
Paulo, as well as 2,140 at a second 
truck, farm and OTR tire plant in 
Santo Andre. 

Pirelli and its majority sharehold-
er, China National Chemical Corp., 
disclosed the creation of Prometeon 
in early 2017, hiving off Pirelli’s in-
dustrial tire assets and combining 
them with some of ChemChina’s in 
the process. 

Sumitomo adds TBR capacity
FAZENDA, Brazil

Sumitomo Rubber Industries Ltd.’s 
(SRI) Brazilian subsidiary has initiat-
ed production of radial truck and bus 
tires at its plant in Fazenda following 
a $133 million, three-year expansion 
project. 

SRI initially disclosed plans in 
2016 to add truck tire capacity at its 
then three-year-old plant in Fazenda 
Rio Grande, then doubled the scale 

of the expansion last year to 1,000 
units a day to meet “steadily grow-
ing” demand for truck/bus tires in 
Brazil.

Previously, Sumitomo Rubber do 
Brasil Ltda. imported truck and bus 
tires for sale in Brazil. 

With the start of local production, 
the �rm is better able to ensure a 
steady supply of truck/bus tires in 
Brazil, where experts expect the 

market to grow by 2 percent to 3 
percent per year for the foreseeable 
future. 

SRI opened the 5.38-million-sq.-
ft. plant in Brazil’s Parana State, 
southwest of Sao Paulo, in late 2013 
after an investment of $345 million. 

Adding capacity for truck tires 
necessitated a physical expansion of 
the plant by about 144,000 square 
feet, SRI said.

This aerial photo shows both Pirelli’s motorcycle tire plant and Prometeon 
Group’s truck/farm tire plant in Gravataí, Brazil. The truck/farm tire plant 
previously was operated by Pirelli.

Sumitomo has added TBR capacity to its plant near Sao Paolo, Brazil. 

European Rubber Journal

Tire maker completes $133M expansion project in Brazil

CEAT 
bolsters
reach
CHARLOTTE, N.C.

CEAT Specialty Tires Inc. has 
begun building a sales distribution 
network in Latin America, start-
ing with the hiring of tire industry 
veteran Carlos 
Acosta as business 
development man-
ager for Central 
America, Mexico 
and the Caribbe-
an. 

Mr. Acosta, 
who has worked 
in the past for 
Taray Internation-
al Corp. and Myers International, is 
tasked with �nding distributors in 
key Central American countries and 
Mexico, CEAT said. 

He brings 28 years of professional 
experience in tires and retreading to 
the job, according to his LinkedIn 
pro�le. He is based in Naples, Fla. 

For the time being, Latin America 
is handled directly by CEAT Tyres 
Ltd., which markets both the CEAT-
brand agricultural tires along with 
the �rm’s Altura associate brand, 
which covers industrial tires as well 
as farm. 

Acosta

http://www.tirebusiness.com/events
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A look at the changing 
Lat-Am trucking industry 

I f you’re like most Americans, 
you don’t know much about 
things in other countries outside 

of the U.S. 
You most likely don’t know that 

the capital of Canada is Ottawa, On-
tario, and you probably don’t know 
that the full name of Mexico is the 
United Mexican States.

In this issue of Tire Business, we 
are looking south of our border to 
Latin America. 

Latin America consists of the coun-
tries of Argentina, Bolivia, Brazil, 
Chile, Colombia, Costa Rica, Cuba, 
Dominican Republic, Ecuador, El 
Salvador, Guatemala, Haiti, Hondu-
ras, Mexico, Nicaragua, Panama, Par-
aguay, Peru, Uruguay and Venezuela, 
so this is a lot of territory to cover. 

The largest players are Argenti-
na, Brazil, Chile, Mexico, Colombia 
and Peru, so when I write about the 
trucking industry in Latin America 
(Lat-Am), I am focusing primarily 
on these countries.

As you know, the trucking industry 
in the U.S. lives and dies by the econ-
omy. This is true in all countries, so 
a look at the overall economy in Lat-
Am is necessary to understand exactly 
what is going on down there. 

Latin America’s overall economy 
has been in the dumper in recent 
years, plagued by high in�ation (7.6 
percent in March) and unemploy-
ment, slow economic growth, and 
political uncertainty. 

This year, it is improving due to a 
faster recovery in Brazil as a result of 
a more strategic monetary policy and 
a smaller drag from Argentina, whose 
in�ation rate hovers around 50 per-
cent but which received $10.8 billion 
in �nancing from the International 
Monetary Fund in April to help pro-
tect the peso and revive its economy. 

Mexico is struggling with uncer-
tainty over domestic policy, softer 
dynamics in the U.S., �oundering 
oil output and contracting industrial 
output.

Colombia is dealing with sliding 
oil prices, a decline in coal produc-
tion, soaring unemployment and 
downbeat consumer sentiment that 
weighs on household consumption.

Despite all of these drags on the 
economy — as well as increasing 
trade coming from China — the 
Latin American economy is project-
ed to grow 2.1 percent in 2019 and 
2.5 percent in 2020, which is creat-
ing a boom for the trucking industry 
and increasing truck sales.

It is expected that annual sales of 
commercial vehicles throughout the 
region will top 200,000 units by 2023. 

The trucking industry in this re-
gion is highly fragmented, with pro-
viders ranging from owner-opera-
tors (about one-third of the industry) 
to sizable �eet operators and expe-
rienced freight forwarders who may 
not own any trucks at all. 

It also is very outdated and inef-
�cient since it uses old technology 
such as faxes and pen and paper to 
organize shipments that result in 
slow-moving freight, miscommu-

nication between the shippers and 
freight haulers, and low productivity. 

For example, Brazil has an excess 
of 300,000-350,000 trucks running 

40 percent empty all of the time. 
Packages can take as long as 45 to 60 
days to reach their destination, and 
transportation costs in the region are 
high, averaging about 15 percent of 
the cost of sold merchandise.

Volatile prices
For many consumer goods com-

panies, their largest single cost line 
item, after labor, is logistics. Further 
getting a quote for freight shipments 
is dif�cult as rates are not available 
online and prices �uctuate greatly.

The World Bank reported that in 
2016, no Latin American country was 
in the top 25 percent of the Logistics 
Performance Index global rankings. 
Panama is on the top-ranked Lat-Am 
country for logistics and shipping, 
yet it came in 40th; Chile was next at 
46th, Mexico was ranked 54th, and 
Brazil came in at 55th.

But technology and e-commerce 
are disrupting the trucking industry 
in this region. Latin American �eets 
are looking at advanced services such 
as driver behavior management, video 
safety and prognostics that telematics 
companies offer.

However, low internet network 
penetration in the region presents a 
problem for these �eets. 

Despite this challenge, OEMs 
such as Daimler Trucks, Volkswagen 
Truck (MAN & Scania), Paccar (Ken-
worth, DAF) and Volvo Trucks are 
expected to invest heavily in telemat-
ics solutions to develop the truck-as-
a-service (TaaS) model, in which the 
truck operator, instead of owning the 
truck, pays the OEM per use. 

The OEM owns the truck and 
uses telematics and digital connec-
tivity to manage the risk and main-
tenance of the truck while the �eet 
operator is responsible for the fuel 
and driver costs. 

Under this model, the �eet “hires” 
the use of the truck, including all 
service and maintenance, for a �xed 
period, with a maximum anticipated 
mileage parameter. Any miles above 
that, the operator pays as he goes. 

Some OEMs also offer an “up-
time guarantee” that puts the re-
sponsibility on the OEM to ensure 
that the customer never loses reve-
nue due to a broken-down truck. 

They may also provide �eets with 
access to telematics data on driver 
behavior, with the option for a driver 
training program to help drivers im-
prove their skills in ways that boost 
fuel economy, put less wear and tear 
on the truck and keep the drivers 
safer on the roads.

Another obstacle to overcome is 

the lack of proper infrastructure, 
which affects the broad penetration 
of alternative fuels and powertrains, 
such as natural gas and hybrid ve-
hicles, which in the mid-term are 
focused on niche market segments.

However, Latin America is one 
of the fastest-growing regions in the 
world for e-commerce. This year 
Lat-Am e-commerce is expected to 
grow approximately 20 percent to 
$118 billion from 2018 with 151 mil-
lion people in this region purchasing 
goods online. 

Online customers are demanding a 
level of service that is faster, cheaper, 
more customer responsive and more 
traceable than logistics has operated 
in the past. 

This great opportunity has been 
recognized by OEMs that are fo-
cusing on vehicle platforms for last-
mile deliveries that encompass new 
body designs with superior volume 
and payload as well as cab-overs 
with better turning radius and tech-
nology availability. 

The last-mile delivery is the great-
est cost of e-commerce operations. 
In Latin America logistics companies 
spend a great deal of time �nding 
unloading areas and identifying un-
named streets, as well as sitting in 
traf�c. 

As a result, the �rst and last mile 
of freight transportation are becom-
ing increasingly “Uber-ized” as many 
Uber-type companies are popping 
up with networks of drivers and ve-
hicles to deliver goods. 

Currently these companies are 
small but as they grow they will 
force vertically integrated �rms and 
third-party logistics (3PL) compa-
nies to drop their pricing.

In addition several shipping and 
logistics startups are determined to 
bring greater transparency, speed and 
truck capacity optimization to the 
industry because without it, e-com-
merce growth will be hindered. 

They are focused on bringing down 
costs and accelerating service speed 
in the most inef�cient stages of the 
supply chain by employing produc-
tivity enhancing technologies such as 
arti�cial intelligence (AI), machine 
learning, big data and the Internet of 
Things (IoT) technology, Uber-iza-
tion of labor-intensive activities and 
the use of market places to level the 
playing �eld for competitors. Their net 
impact drives down costs and disrupts 
the outdated trucking industry. 

According to a report by ASIL Inc., 
it often takes up to 32 days to import 
goods into Latin America. For 28 of 
those days, on average, these materi-
als are sorted through in-country cus-
toms and customs brokers. 

As a result, inventory builds up and 
customs costs can be excessively high 
which frustrates customers as their 
goods often take too long to arrive.

Companies on the move
Logiety Technology Sapi de C.V. 

is a Mexican startup company that 
uses machine learning to streamline 
the international customs and taxing 
process by classifying and sorting 
products for import and export by 

material, size and weight. 
Previously humans did this task 

by basing their decisions on years of 
expertise and by taking a lot of time. 
However, a simple mistake can cost 
thousands of dollars in �nes depend-
ing on the country, so delays were 
constant.

Logeity uses a combination of 
images, natural text and data from 
international trade agreements to 
create its algorithm and highly ac-
curate sorting system for tariff clas-
si�cation that is 98 percent accurate. 
Today, Logiety has optimized and 
accelerated work�ows in 49 cus-
toms centers in Mexico, which are 
processing 10,000 operations a day.

A Uruguayan startup, gurucargo.
com, is making it easy for anyone 
in the logistics industry to look up 
a price quote. It created an online 
platform that aggregates cargo ship-
ping costs simply and transparent-
ly, enabling freight companies to 
cross-reference price quotes. 

Now importers from all over the 
world use the online quote system to 
make sure they are getting the right 
price for their shipment.

CargoX Transportadora is a Bra-
zilian trucking startup that has dis-
covered a way for businesses to ship 
goods with truckers that have extra 
capacity. Its business reduces the 
number of empty trucks, increases 
revenue for truckers and reduces 
costs for freight owners, which are 
key obstacles facing the industry. 

Despite owning no trucks, Car-
goX is one of Brazil’s �ve largest 
shipping companies with more than 
USD $200 million in revenue.

ShipNow in Argentina lowers costs 
for e-commerce retailers by acting as 
a shipping gateway. It matches any 
order with the best carrier for that 
order so shipping rates are more com-
petitive.

This enables smaller freight haul-
ers to compete better and retailers 
to provide better tracking for their 
packages.

Shippify Inc., located in Brazil, 
connects e-commerce retailers with 
veri�ed urban shippers, bikers, mo-
torcycle delivery boys and taxi driv-
ers to send their packages. 

This company also enables retailers 
to track and manage their packages in 
real time. This reduces the time to de-
liver packages a short distance, which 

before was days, and drastically re-
duces the cost, which previously was 
excessively expensive.

The founders of Chazki, a Peru-based 
startup, realized that many companies 
already were outsourcing their logis-
tics and delivery to third parties, but 
that these companies were not partic-
ularly ef�cient or reliable. 

The lack of transparency and reli-
able deliveries put a hold on e-com-
merce sales as customers are often 
worried that their packages will 
not arrive on time, if at all. Chazki 
developed a platform that allows 
customers to track their packages 
in real time using a mobile app and 
became a pioneer of same-day de-
livery in Latin America.

Logsitics startups are at the fore-
front of the movement to capitalize 
on the opportunity in Latin Ameri-
ca to power logistics networks with 
IoT. (IoT is the interconnection via 
the internet of computing devic-
es embedded in everyday objects, 
enabling them to send and receive 
data.) 

The possibilities for using IoT 
to improve logistics include �eet 
management through predictive an-
alytics to reduce costs, warehouse 
management using connected pack-
aging, smart containers that auto-
matically register when stock is run-
ning low, and many others. 

Low Power Wide Area Networks 
(LPWAN) that allow long range 
communications at a low bit rate 
among connected objects, such as 
sensors operated on a battery, are 
required to power logistics networks 
with the IoT. LPWAN now reaches 
more than half of Latin America’s 
territory and since 2012, IoT im-
plementation in Latin America has 
grown 333 percent. Using these IoT 
solutions to improve logistics in Lat-
Am is just over the horizon.

Latin America is a challenging 
but growing opportunity for trans-
portation related companies.

Certainly startups are already cap-
italizing on the opportunities that 
advanced technologies can have on 
an antiquated industry and are drag-
ging the industry into the 21st centu-
ry kicking and screaming. But when 
all the commotion dies down, the 
transportation industry in this re-
gion will be bigger, more pro�table 
and globally competitive.

Peggy Fisher 
is president of 
TireStamp inc. 
and is based in 
Troy, Mich.

By Peggy J. Fisher
tirebusiness@crain.com
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Goodyear’s Venezuelan tire factory shut 
VALENCIA, Venezuela 

Goodyear’s Venezuelan subsidiary, CA 
Goodyear de Venezuela, ceased production in 
late 2018 at its 62-year-old factory in Valencia, 
citing economic conditions and the negative 
effects of U.S. sanctions on Venezuela. 

Goodyear “deconsolidated” this company 
in 2016, stating at that time that “evolving 
conditions” in Venezuela — including curren-
cy exchange control regulations and continued 
reductions in access to U.S. dollars — had re-
stricted the company’s ability to pay dividends 
and royalties and to settle liabilities.

Bridgestone Corp. and Pirelli & C. S.p.A., 
the other companies with tire plants in Venezu-
ela, made similar moves at about the same time. 

Goodyear said the �rm’s goal “had been to 
maintain its operations, but economic condi-

tions and U.S. sanctions have made this im-
possible.”

The company thanked the Goodyear-Ven-
ezuela employees for their contributions and 
commitment “under very dif�cult conditions.”

Goodyear said it has complied with local le-
gal obligations covering social bene�ts, sala-
ries, bonuses and bene�ts for workers, includ-
ing an “extraordinary additional payment” 
available until Dec. 20 and 10 tires for each 
employee. 

At last report, Goodyear employed 1,200 
in Venezuela. The Valencia plant was rated at 
12,000 car, light and medium truck tires a day. 

In a statement posted locally, Goodyear cau-
tioned that “nobody is authorized to produce 
any of the Goodyear brands” in Venezuela. 

Goodyear’s operations in Venezuela ac-
counted for one-third of Goodyear’s Latin 
American revenue and contributed $119 mil-

lion in segment operating income as recently 
as �scal 2015.

Goodyear reported a tax bene�t worth $88 
million in its �scal 2018 fourth-quarter �nan-
cial results related to the “worthless stock de-
duction” related to the subsidiary.

Pirelli ceased operations at its plant in 
Guacara in early 2018 and divested the unit’s 
assets in September to a consortium of inves-
tors led by Sommers International Ltd., a Brit-
ish Virgin Islands-registered �nancial holding 
company. 

Pirelli did not disclose any �nancial infor-
mation about the divestment, but did say the 
disposal would have no �nancial effects on the 
group. The agreement calls for the “continuity 
of employment” at the 28-year-old factory, but 
it’s unclear what has happened in the interim.

Bridgestone divested its business unit in 
Venezuela — Bridgestone Firestone Venezola-

na C.A. — in 2016 to Corimon Group, a Ven-
ezuelan corporation dedicated to the produc-
tion and commercialization of a wide variety 
of industrial products related to the world 
of paintings, chemical products and �exible 
packaging.

Corimon Group renamed the business Alice 
Neumaticos de Venezuela C.A. Its operating 
status is unknown, but the company lists pric-
es for Firestone-brand tires on its website, al-
ice.com.ve, valid as of February. 

By Bruce Davis 
bdavis@crain.com

St. Angelo steps down as CEO 
of Toyota’s Latin American unit

Automotive News

TOKYO 
Steve St. Angelo, the American 

production guru who rose through the 
ranks at Toyota Motor Corp. to become 
CEO of its Latin American and Carib-
bean operations, has stepped down.

Toyota announced the move in March 
as part of a companywide personnel 
shuf�e, and it was effective April 1.

Masahiro Inoue, formerly Mr. St. 
Angelo’s deputy, has assumed the 
position.

In a separate email, Mr. St. Angelo 
said he will be retiring from Toyota 
and returning to the U.S.

Mr. St. Angelo, 63, joined Toyota 
in 2005, after years at General Motors 
Co. The Detroit native became presi-
dent of Toyota Motor Manufacturing, 
Kentucky, in 2006 and a managing 
of�cer at the Japanese parent company 
in 2009, on the eve of the car maker’s 
unintended acceleration crisis.

He rose to prominence during the 
recall scandal when President Akio 
Toyoda tapped him as the American 
voice on a global quality committee 
charged with �nding the root causes of 
the problem and devising ways to �x 
them so they would never be repeated.

Mr. Toyoda was so impressed with 
the kaizen-devoted American that he 
dispatched Mr. St. Angelo to South 
America in 2013 to revitalize Toyota’s 
�ailing Latin America business.

Mr. St. Angelo revamped Toyota’s 
production footprint and sales network 
to buttress Toyota against the region’s 
roiling economy. In the �rst nine months 
of the current �scal year ending March 
31, Toyota’s wholesale volume in Cen-
tral and South America rose to 351,000 
vehicles, from 335,000 the year before.

Toyota expects sales there to total 
450,000 vehicles for the full �scal year. 

That would be up from 445,000 vehi-
cles last year and up from 364,000 in the 
year before Mr. St. Angelo took over.

Conti reports dip in PLT sales in S.A.
HANOVER, Germany

Sales of passenger and light truck 
tires in South America dropped 5.6 
percent last year to 67 million units, 
according to Continental A.G.’s 
assessment of global markets pub-
lished in its 2018 annual report.

Conti cited data from LMC In-
ternational Ltd. along with its own 
estimates for its assessment of the 
various regions. 

Conti noted that the “temporarily 
uncertain political situation” in Bra-
zil led to “considerably subdued” 
demand for replacement market car 
and light commercial vehicle tires 
in the second half of last year. 

The drop in sales in South 

America was in contrast to other 
regions, Conti noted. Worldwide, 
sales rose 1.3 percent to 1.22 bil-
lion units. 

The volume sold last year was 
slightly ahead of 2016 and 2015, 

Conti’s �gures show. 
By contrast, sales of medium 

and heavy-duty commercial vehicle 
tires in South America increased 
2.1 percent to 14.8 million units, ac-
cording to Conti’s assessment. 

Conti cited growing demand for 
truck tires in Brazil for the region’s 
growth. 

Continental also noted that the 
production of cars/light trucks and 
medium/heavy trucks in South 
America grew about 3 percent and 
41 percent, respectively, last year 
to 3.4 million and 155,000 units. 

Conti noted the commercial ve-
hicle growth was compared with a 
“very weak” prior-year basis.

Steve St. Angelo, shown in a 2016 photo, revamped Toyota’s production foot-
print and sales network in South America to buttress Toyota against the re-
gion’s roiling economy.

http://www.tirebusiness.com/podcasts
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Jury still out on new Canadian scrap tire program
By Miles Moore
mmoore@crain.com

HILTON HEAD ISLAND, S.C.
Extended producer responsibility 

for scrap tires is here to stay, accord-
ing to Glenn Maidment, president of 
the Tire and Rubber Association of 
Canada (TRAC).

But the jury is still out on individ-
ual producer responsibility (IPR), 
Mr. Maidment told his audience at 
the 35th Clemson University Global 
Tire Industry Conference, held re-
cently in Hilton Head.

Under a directive from the Waste-
Free Ontario Act of 2015, tire manufac-
turers and importers in Ontario of� cial-
ly closed out Ontario Tire Stewardship 
(OTS), their industry-funded recycling 
organization, in January 2019.

In its place, they established a new 
system in which individual manu-
facturers and importers are directly 
responsible for the management and 
recycling of end-of-life tires, on pain 
of harsh penalties.

“They cannot assign their respon-
sibility to anyone else,” Mr. Maid-
ment said.

OTS began operations in 2009, 
under the authority of Ontario’s 
Waste Diversion Act of 2002. The 
tire industry was only one of several 
industries covered under the Waste 
Diversion Act.

The Ontario Parliament passed the 
Waste-Free Ontario Act partly be-
cause the Waste Diversion Act creat-
ed recycling monopolies, and partly 

because of low waste diversion rates, 
according to Mr. Maidment. However, 
low waste diversion rates were never a 
problem with OTS, he said.

At the end of its operations, OTS 
achieved a recycling rate of more 
than 100 percent, because it cap-
tured all the waste tires generated in 
Ontario annually and also reduced 
scrap tire stockpiles, according to 
Mr. Maidment. 

OTS also steadily reduced the 
per-tire fees on new tires to pay for 
waste diversion during the years of 
its operation, he said. 

“By any measure, it was a pretty 
successful program,” he said. 

Mr. Maidment expressed frustra-
tion with some aspects of IPR. For 
example, OTS offered community 
grants, research and development 
funding, manufacturing incentives 
and public education. IPR provides 
for none of these things, he said.

The Waste-Free Ontario Act also 
contains a provision that producers 
recycle 85 percent of the materials 
they collect. But fabric comprises 
15 percent of every tire, according 
to Mr. Maidment.

“There’s no really good home for 
fabric, so we’re obliged to recycled 
100 percent of the rest of the tire,” 
he said. “We will have gone through 
this great gyration — for what?”

Nevertheless, TRAC and the Ca-
nadian tire industry have cooperat-
ed every step of the way with the 
creation of IPR, according to Mr. 

Maidment. 
TRAC began its commitment to 

IPR early on, he said. In February 
2017, it created a new organization, 
eTracks Tire Management Systems, 
to implement the requirements of IPR.

Although TRAC is the sole mem-
ber of eTracks, the organization has an 
independent CEO and board of direc-
tors, according to Mr. Maidment. Most 
TRAC members and all vehicle man-
ufacturers operating in Ontario have 
joined eTracks, which now is contract-
ing with tire haulers and processors 

to collect and recycle enough tires to 
meet its clients’ obligations, he said.

eTracks handles about 80 percent 
of the scrap tire volume in Ontario, 
and has about 40 clients, according 
to Mr. Maidment.

As per the directives of the 
Waste-Free Ontario Act, eTracks 
has several competitors in the IPR 
tire management sector, according 
to Mr. Maidment.

“Originally there were six organi-
zations,” he said. “There are now four, 
and that probably will be down to two 

in the next 24 months,” he said.
In its next stage, scrap tire manage-

ment in Ontario will likely return to a 
free-market system, backed by trade-
able compliance certi� cates used to 
record and identify waste materials 
received for recovery or recycling. 

This system already exists in Eu-
rope for waste materials such as pa-
per, plastic, glass, aluminum, steel 
and wood, he said.

“Once government has achieved 
regulatory compliance, they will 
never just allow a free market, un-
less it includes performance guaran-
tees or compliance certi� cates,” Mr. 
Maidment said. “The operant prin-
ciple is, ‘Trust but Verify.’”

Mr. Maidment gave his “wish list” 
for scrap tire management, including:
  A dedicated, visible scrap tire 

fee at retail, used solely for scrap 
tire management including market 
stimulation for a circular economy;
  Use of recognized industry 

product de� nitions to identify mate-
rials designated in regulations;
 Diversion targets negotiated 

with government to re� ect local and 
regional operating conditions; and
  A ‘shared responsibility’ clause 

recognizing that all participants in 
scrap tire diversion and management 
have regulatory obligations.

“Industry should demand a level 
playing � eld,” Mr. Maidment said. 
“We’ll be after the authorities to en-
sure all producers are meeting their 
obligations.”

Challenges remain for recycling tires
HILTON HEAD ISLAND, S.C.

Tire recycling is a well-established indus-
try by now, but challenges and pitfalls remain 
in � nding productive end-uses for scrap tires.

“In an ideal world, there would be no 
tradeoffs,” John Sheerin, director, end-of-life 
tire programs for the U.S. Tire Manufacturers 
Association (USTMA), said. 

But the very nature of tires, with the con-
tradictory demands of recyclability versus 
performance, makes tradeoffs necessary, Mr. 
Sheerin told his audience at the 35th Clemson 
University Global Tire Industry Conference 
held recently at Hilton Head.

Issued for the � rst time last year, the UST-
MA’s Sustainability Report lists as a guiding 
principle the goal that all scrap tires enter 
sustainable end-of-life markets, Mr. Sheerin 
said.

As of 2017, 81.4 percent of scrap tires 
found such markets, he said, but advances in 
tire technology present new problems for tire 
recyclers and perhaps even threaten the indus-
try’s continuation.

“Could there be a completely new para-
digm for what a tire is?” Mr. Sheerin asked.

In the ideal circular economy, he said, a 
continuous � ow of technology and materials 
creates perpetual value circles. While the tire 
industry is working its way toward that ideal, 
there won’t be 100 percent ef� ciency in every 
loop, he said.

Furthermore, what constitutes a tire may 
well change.

“The tire industry could be disrupted, and 
current materials could be replaced,” he said, 
citing the change from books to Kindles and 
the transition from LPs to CDs to MP3s.

Tires are designed to optimize multiple 
parameters, some of them contradictory as to 
the properties and materials they require, he 
said. 

They not only are complex and made of 

many mixed materials, but the fuel-economy 
mandates of vehicle makers force tire produc-
ers to make their products as light as possible, 
Mr. Sheerin said. 

This complicates recycling, which man-
dates heavy, simple, easily separated and seg-
regated materials, he said.

Different end-markets for scrap tires use 
different properties of tires and tire materials, 
and some offer bene� ts that others don’t, ac-
cording to Mr. Sheerin. 

“Someone has described rubber mulch as a 
seven-year reprieve from the land� ll,” he said, 
“but crumb rubber synthetic turf can be reused.”

Technological advances in tire design have 
solved many of the performance tradeoffs in 
tires, such as the use of silica in tread com-
pounds that yield long tread life and enhanced 
wet traction, but what future technological 
advances will mean to tire recycling have yet 
to be seen, he said.

“Pneumatic tires will be distribut-
ed at least 10 to 15 more years, and 
the end of life happens � ve years 
after that,” he said. “For the fore-
seeable future, we’ll be generating 
hundreds of millions of pneumatic 
tires. But the decisions made in tire 
technology will affect recyclability.”

At the same time, retreaded truck 
tires are a key element in recycling, ac-
cording to Clif Armstrong, president and CEO 
of Marangoni Tread North America (MTNA), 
another speaker at the Clemson conference. 

Mr. Armstrong was MTNA vice president 
of business development when he delivered 
his speech at Hilton Head. After the confer-
ence, he was named the company’s president 
and CEO to succeed the retiring Bill Sweat-
man, effective May 1.

Retreading a commercial tire requires sev-
en gallons of oil, as opposed to 22 to manu-
facture a new tire, Mr. Armstrong said. On 
that basis alone, he said, retreading reduces 
the use of oil by some 217.5 million gallons 

annually in the U.S., based on an annual pro-
duction ticket of about 14 million retreads. 

Despite this, the market for retreaded com-
mercial tires has declined slightly, and there 
have been several reasons for this, he said. 

One is the surge in low-cost truck and bus 
tires from China. The United Steelworkers 
union petitioned the International Trade Com-
mission (ITC) in 2016 for relief, and initially it 
appeared the U.S. government would intervene. 

“In 2017, we thought we’d have duties,” Mr. 
Armstrong said, referring to the ITC’s prelim-
inary � nding of dumping. But an understaffed 
ITC reversed itself on the � nal determination. 

It took a remand from the Court of Interna-
tional Trade in late 2018 — in response to a 
USW challenge of the ITC’s ruling — for the 
ITC to � nally vote in favor of duties in February 
2019, Mr. Armstrong said.

The duties now apply to every truck and bus 
tire imported from China, and this 
will add as much as 80 percent to the 
cost of a $125 tire, he added, depend-
ing on manufacturer. 

Even with reduced competition 
from low-cost Chinese imports, the 
proliferation of said imports up to now 
has meant fewer retreadable casings 
in the U.S. market, Mr. Armstrong 
pointed out.

“Casings have to be well manu-
factured and have integrity,” he said. 

The largest truck � eets in America put high 
value on retreadable casings and retread them 
multiple times.

“So why are low-cost imports doing so 
well?” he asked. “Because medium-sized 
� eets are looking at the right-now costs in 
making their purchasing decisions.”

Mr. Armstrong suggested in his conclu-
sion that Canada and Mexico also will have 
to consider tariffs on commercial tires from 
China to ensure the � ood of low-cost, unre-
treadable tires is stopped for North American 
retreaders. 

By Miles Moore
mmoore@crain.com

Armstrong

John Sheerin (left), director of end-of-life tire programs for the U.S. Tire 
Manufacturers Association, along with TRAC President Glenn Maidment, 
address attendees recently at the 35th Clemson Conference.
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Pyrolyx approves 
2nd tire pyrolysis 
plant in Indiana

European Rubber Journal
MUNICH, Germany 

Recovered carbon black (rCB) producer Pyro-
lyx A.G. is moving ahead with plans for a second 
plant in the U.S., to be built adjacent to one under 
construction in Terre Haute, Ind. 

Pyrolyx — which is in the process of moving 
its headquarters to Terre Haute from Munich — 
said it expects the new plant to be “substantially 
similar” to its � rst U.S. tire pyrolysis unit, which 
is nearing completion. 

The plant under construction has a rated an-
nual capacity of nearly 13,000 metric tons of 
carbon black, which translates to about 4 mil-
lion tires recycled a year. 

Construction on the unit is expected to start in 
the third quarter.

The company has raised $2.3 million from the 
sale of equity capital in Pyrolyx A.G. and has ac-
cess to a $4.5 million loan facility from Pyrolyx 
USA Inc. for funding. 

Pyrolyx recently disclosed a non-binding � ve-
year agreement to supply up to 15,000 tons of 
rCB a year — the equivalent of 4 million scrap 
tires — to tire maker Continental A.G. from its 
plants in Stegelitz, Germany, and Terre Haute. 
If a � nal deal is signed, it calls for the devel-
opment of additional Pyrolyx manufacturing 
capacity in eastern Eu-
rope by late 2021.

The parties may 
increase the scale 
of the contract be-
yond the initially 
stipulated annual 
tonnage, Pyro-
lyx said, should 
demand rise over 
time. 
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Future of tires: Company touts green technology
By Miles Moore
mmoore@crain.com

MINNEAPOLIS
The rubber industry’s drive toward sustainabil-

ity and green technology is drawing favorable at-
tention to NorthStar Elastomers L.L.C.’s patented 
Tirecycle technology, according to executives of 
the Minneapolis-based company.

“There’s a lot more activity surrounding 
Tirecycle,” said Jim Judson, director of sales for 
NorthStar Elastomers, which began life in the 
mid-1960s as Rubber Research Elastomerics.

 “The attractiveness of recycled materials has 
grown a lot recently, but especially in Europe, 
where the emphasis on green manufacturing 
and sustainability is driven by regulations with-
in the European Union.”

Tire and rubber product manufacturers in Eu-
rope and elsewhere are expressing interest in 
Tirecycle, not just as a way to use recycled rubber, 
but also as a superior technology that enhances 
the performance of rubber products when blended 
with virgin rubber, according to Mr. Judson.

“They’re looking at it as upcycling, rather 
than simply recycling,” he said.

The green manufacturing factor is important 
to the future of Tirecycle, according to NorthStar 
President Terry Korupp. In recent years, the low 
prices of virgin rubber have made it dif�cult for 
recycled materials to compete on price alone.

“You can make a beautiful product, but your 
clientele doesn’t necessarily want to spend an 

extra 50 cents,” Mr. Korupp said.
According to the NorthStar website, Tirecy-

cle has a long list of applications, including tire 
treads, shoe soles, hoses, grommets, conveyor 
belting, rubber sheets, mining and automotive 
components, agricultural equipment, 
waterproo�ng and roo�ng.

Tirecycle has been tested and 
used in standard tread compounds 
for most types of truck, passen-
ger and off-the-road tires for 
more than 30 years, according to 
NorthStar’s summary of support 
data on the material.

It is a fully reactive crumb rubber 
compound derived from high-speci�cation 
cured tread rubber that blends readily into NR/
SBR/BR base masterbatches and cures identi-
cally, the company said.

According to Mr. Judson, Tirecycle can be 
blended into virgin rubber at levels of 25 to 
87.5 percent. NorthStar claims bene�ts from 
the use of Tirecycle including:
yy A 15-percent increase or greater in tread 

life when used at a 50-50 ratio;
yy A reduction in rolling resistance, show-

ing up as higher MPG and lower heat gain;
yy Improved safety;
y No rejects from blisters;
yy A measurable increase in both wet and 

dry traction; and
yy A reduction of as much as 30 percent in cur-

ing time, along with lower curing temperatures.
NorthStar is also getting encouraging results 

in its tests with graphene, an atom-thin carbon 
material that is 200 times stronger than steel.

Various studies have shown that graphene 
improves both the durability and trac-

tion of tires, according to Mr. Ko-
rupp. And NorthStar’s own studies 
show that Tirecycle and graphene 
are very compatible, he said.

“We’re looking at whether we 
should put graphene in our own mix, 
or if we should just look at the rub-

ber that comes to us down the road,” 
Mr. Korupp said. “A lot of it will be cer-

tain to contain graphene.”

A long history
NorthStar elastomers began life as Rubber 

Research Elastomerics, a producer of custom 
polymers mainly for the adhesive and sealant 
market. 

At its peak in the 1980s, according to Mr. 
Judson, Rubber Research Elastomerics had 
250 customers worldwide, including Australia 
and Europe.

“We sold 3 million shoes soles to Reebok in 
the mid-’80s,” he said. “A number of tire com-
panies also used our product on taxi �eets.”

Tirecycle technology grew out of Rubber 
Research Elastomerics’ custom polymers busi-
ness, Mr. Judson said. Unfortunately, the com-

pany eventually went into decline.
“The owner kept too many things close to 

the vest,” he said. “There was some corruption 
involved.”

Minnesota Elastomers purchased the com-
pany in 2012. Not long afterward, Mr. Judson 
said, a group of investors, including Mr. Ko-
rupp, bought the �rm.

“Now Terry is running the show,” Mr. Jud-
son said.

While Tirecycle has a long list of potential 
uses, it is best suited to those applications that 
require durability, such as tire treads, shoe soles, 
hoses and conveyor belts, Mr. Korupp said.

“A grommet doesn’t have the same kind of 
wear factor as a shoe sole or a tire,” he said.

It will be some time before NorthStar can an-
nounce any new contracts, despite the increased 
interest from companies interested in green 
manufacturing, according to Mr. Judson.

“It takes six months to two years to get a 
sale,” he said.

Nevertheless, NorthStar’s future looks bright-
er than at any time in the past several years, ac-
cording to Messrs. Judson and Korupp.

“Tirecycle is a valid technology, and it’s now 
a matter of getting it out there,” Mr. Judson said.

“I got control of the company at a time when 
everything tanked,” Mr. Korupp said. “Now, 
we’re getting a lot better response, because our 
products do some things better, and we’re hap-
py to work with our customers.”

PADOVA, Italy
Pirelli Tyre is reviving produc-

tion of bias-ply tires for classic car 
owners who are after the look and 
feel of tires used originally on their 
decades-old cars but built with mod-
ern materials and techniques for en-
hanced performance and safety. 

Urged on by manufacturers such 
as Ferrari S.p.A. and its renowned 
Classiche department, Pirelli reached 
into its past and resurrected the 
“Stella Bianca” name for a range 
of bias-ply tires for its “Collezione” 
family of vintage tires. 

Pirelli �rst used the Stella Bianca 
name in 1927 and continued using 
it into the 1950s, when it gave way 
to the Pirelli Stelvio line. Along the 
way, Pirelli said, it scored one major 
race win, the Italian Grand Prix at 
Monza with Alberto Ascari at the 
wheel of the Ferrari 500.

While the tread pattern of the 
new Stella Bianca is identical to that 
of the original, it features modern 
technology inside, Pirelli said. The 
compounds used re�ect the best of 
Pirelli’s technology to guarantee 
ef�ciency, safety in wet conditions 
and respect for the environment.

The tire construction remains bi-
as-ply, helping to guarantee the dy-
namic originality of the cars it will be 
�tted on, Pirelli said. The decision to 
make it bias-ply meant workers at the 
company’s factory in Izmit, Turkey, had 
to re-learn the techniques of the past.

The Pirelli logo and sidewall mark-
ings also have been recreated using 
Pirelli archives. The tire launches in 
one size, 6.00-16, which is the most 
common size for classic sports cars, 
while the tread echoes that of the orig-
inal Corsa variant, Pirelli said, offering 
optimal grip and resistance to stress. 

Pirelli noted that in 1927, Europe 
was recovering from World War I 
and technical research was enter-
ing a new era, helped by the eco-
nomic recovery seen throughout the 
“Roaring ’20s.”

Most of the cars operating in Eu-
rope at that time were either luxury or 
sports cars, most of which are among 
the most collectible models today, 
such as the Alfa Romeo 20-30, Diatto 
Tipo 30, Itala 61, Lancia Lambda, OM 
Superba or Fiat 525SS. 

The “gems” of the Italian auto in-
dustry needed tires that were capable 
of coping with their high performance, 
Pirelli said, leading to the launch 
of Stella Bianca. The product was 
still being �tted to cars such as the 
Ferrari 166 or Jaguar XK120 in the 
1950s, re�ecting its technological 
integrity, Pirelli said. 

Pirelli revives bias-ply 
production for vintage tires 

Pirelli creates platform 
to show NR cultivation
MILAN, Italy 

Pirelli & C. S.p.A. has created a digital platform 
dubbed “Being Fast Takes Time” that chronicles the ef-
fort it takes to turn rubber latex into a tire with emphasis 
on natural rubber cultivation in Indonesia and Thailand. 

The platform features 30 black and white images 
from Italian writer/photographer Alessandro Scotti, 
videos and other elements, including Mr. Scotti’s log-
book of his journey through Indonesia and the planta-
tions in the province of Chonburi in Thailand.

The project seeks to help viewers understand how 
precious the natural equilibrium is and follows the path 
on which Pirelli embarked in 2017 with its Sustainable 
Natural Rubber Policy.

That decision arose out of the ongoing multi-stake-
holder dialogue conducted by the company to govern 
the sustainable and responsible supply of natural rubber 
along the entire value chain. 

The platform — which consists of seven sections: 
the project, the journey, natural rubber, the communi-
ty, nature and fauna, our commitment and from block 
to white — documents the meticulous process of la-
tex extraction (taking three hours to �ll half a coconut 
shell). It also follows the long wait for it to solidify — in 
harmony and respect of nature’s times and rhythms — 
through to the �nal product, the tire.

These distant but connected realities illustrate the 
steps that separate the work and rhythms of the farm-
ers from those of the technological world and industrial 
production.

The reportage documents the role of women; the 
life of the farmers, whose sustenance depends on these 
trees; the complex tapping technique; and the wildness 
of nature, where people live alongside elephants, orang-
utans and crocodiles. 

“Pursuing sustainable development means always 
looking ahead to tomorrow, keeping it clear that econom-
ic, environmental and human capital are interdependent 
and should be managed as such,” Pirelli Executive Vice 
Chairman and CEO Marco Tronchetti Provera said. “We 
have always worked to create enduring value, based on the 
passion and skill of our people, and this approach is also 
found in our sustainable natural rubber policy.” 

Pirelli — which does not have its own plantations and 
therefore implements its sustainability strategy through 
partnerships with its suppliers — said it places people 
and the environment at the center of its policy.

Pirelli cannot do without natural rubber in the pro-
duction of tires, according to Filippo Bettini, chief sus-
tainability and risk governance of�cer, “so it is of funda-

mental importance to us that the processes involved in its 
cultivation and extraction are carried out in a sustainable 
way, respecting people and the ecosystem in the key pro-
ducer countries like Indonesia and Thailand. 

“Only with a responsible approach can we contribute 
to ensure the future of such a precious raw material and 
to the local populations that draw their sustenance from 
rubber.” 

The key elements of the project are the people and 
their 360-degree involvement along the entire chain: 
from suppliers to employees to local processors, the 
company said. 

In his logbook, Mr. Scotti writes: “At the heart of this 
story are Sofyan and Maimunah, who are the �rst cul-
tivators that I meet. They live in a stilt house immersed 
in the deafening sounds of the forest, a tranquility that 
bursts with action: silence of human activity and the im-
petuous din of invisible activities. 

“It is the rhythm of nature. To synchronize you need 
to slow down. And do it in a determined fashion, to al-
low the time of nature to become the time of men.”

As for Pirelli’s natural rubber policy, in 2018 it pro-
duced an Implementation Manual based on active 
stakeholder involvement and published a Roadmap 
2019-2021, which details the activities the company is 
undertaking to support its supply chain with the imple-
mentation of the policy. 

Activities planned for 2019 include training activities 
to facilitate the implementation of Pirelli’s policy along 
the supply chain, partnerships with strategic suppliers 
to enhance the productivity of their plantations and 
mapping of socio-environmental risks and of forest ar-
eas to be protected.

Pirelli has created a digital platform called ‘Being 
Fast Takes Time’ to show rubber cultivation in Indo-
nesia and Thailand.

Pirelli Stella Bianca

A Pirelli retro poster features a 
vintage tire.
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Rhee named CEO of 
Hankook Canada
BRAMPTON, ONTARIO

Hankook Tire Co. Ltd. has pro-
moted In Hyuk Rhee, a 26-year Han-
kook Tire veteran, to president and 
CEO of Hankook Tire Canada Corp. 

Hankook said Mr. Rhee’s vast ex-
perience within Hankook Tire has 
equipped him with a diverse exper-
tise and knowledge of both the orga-
nization and the global tire industry 
as he takes on the role of leading the 
company’s presence in Canada.

During a career that began in 1993, 
Mr. Rhee has served as manager of 
the motorsports team at Hankook 
Global as well as manager of market-
ing strategy for Hankook Europe. 

Cox assumes new 
ContiLifeCycle post
FORT MILL, S.C.

Continental Tire the Americas 
has named retread industry veteran 
John Cox to the newly created posi-
tion of head of global technical ser-
vices to enhance process technolo-
gies for its ContiLifeCycle retread 
partners worldwide. 

Mr. Cox has 
more than 20 years 
of experience in 
the North Ameri-
can retreading in-
dustry, both at the 
supplier level and 
in retread manu-
facturing.

He also sup-
ported the development of IT software 
solutions for retread manufacturing, 
ensuring that Continental’s systems 
will continue to support the needs of 
ContiLifeCycle partners, the com-
pany said. 

Conti supplies nearly 60 Conti-
Tread retread shops worldwide, in-
cluding 30 in the U.S. and Canada.

Accuride taps Kendrick 
as president, CEO
EVANSVILLE, Ind.

Accuride Corp. has elevated board 
member Robin Kendrick to president 
and CEO, effective June 1.

Mr. Kendrick joined the Accu-
ride board of directors in March 
2018 as an independent director and 
will continue as a member of the 
board as part of his new role.

He comes to wheel producer Accu-
ride from BorgWarner Inc., where 
most recently he was president and 
general manager of that �rm’s Tur-

bo Systems business after serving 
as president and general manager 
of BorgWarner’s Transmission Sys-
tems business. 

Jason Luo, who has been interim 
president and CEO since January, 
also is a senior adviser to Crestview 
Partners, the majority owner of Ac-
curide. 

He will take on the role of chair-
man of Accuride’s board of di-
rectors, replacing Crestview Co‐
Founder Thomas S. Murphy Jr., who 
will remain a member of the board.

TGI hires Wheeler as 
national sales VP 
MIAMI

Tire Group International L.L.C. 
(TGI) has hired tire industry veteran 
Rick Wheeler as vice president of na-
tional sales, a newly created position. 

Mr. Wheeler brings 25 years’ ex-
perience with Goodyear, Michelin 
North America/TCi Tire Centers and 
Kumho Tire USA Inc. to his new po-
sition, where he’ll be responsible for 

sales, marketing, 
and customer ser-
vice teams for the 
North American 
market.

Known pri-
marily for dis-
tributing tires 
throughout Cen-
tral America 
and the Carib-
bean, TGI start-

ed stepping up its U.S. presence a 
few years ago with the opening of 
a sales of�ce in Tampa to support 
business with customers along 
Florida’s Gulf Coast. 

Tirescanner.com taps 
Friedman as sales VP
MIAMI

Online tire sales facilitator Tire-
scanner.com Inc. has hired Scott 
Friedman, formerly director of mar-
keting for Jack Williams Tire Co. 
Inc., to be its vice president of sales. 

In addition to a three-year run at 
Jack Williams Tire, Mr. Friedman 

worked in start-
ups and was di-
rector of client 
services for Phil-
adelphia-based 
marketing agen-
cy Stream Com-
panies for four 
years, with a 
focus on deliv-
ering brand and 
digital marketing solutions for au-
tomotive and tire industry clients. 

Tirescanner President Mike Welch 
launched Tirescanner.com in late 
2018 to support mid-sized and small-
er retailers. 

ASA/Fog promote 
Belanski, Vogel
MERRIMACK, N.H.

Fog Software Group, parent of 
ASA Automotive Systems Inc., 
has promoted ASA President Marc 
Belanski and Executive Vice Pres-
ident Dave Vogel to new positions. 

Mr. Belanski has been promoted 
to portfolio manager – automotive 
at FOG Software, while Dave Vogel 
now is general manager in charge 
of leading all business operations 
of ASA, including an expanded role 
of managing the TireMaster prod-

uct line, sales 
and marketing. 
He will report to 
Mr. Belanski.

In his new role, 
Mr. Belanski will 
oversee ASA, 
Pace Software 
and Megabus, spe-
ci�cally assisting 
the general man-
agers with the 

organic growth of these companies. 
He also will lead the merger and ac-

quisition activity to continue to grow 
the automotive vertical at Fog Soft-
ware, the company said.

ASA provides software for inde-
pendent tire and auto service dealers.

Brembo names Nissan 
exec to CEO post
TURIN, Italy

Italian brake system specialist 
Brembo S.p.A. has hired former 
Nissan Motor Co. executive Dan-
iele Schillaci to become its new 
CEO. His priority will be to double 
the size of the supplier.

Mr. Schillaci, Nissan’s executive 
vice president for global marketing 
and sales as well as zero-emissions 
vehicles, is returning to Europe af-

ter four years at the Japanese auto 
maker’s global headquarters in Yo-
kohama, Japan.

Mr. Schillaci, 54, will become 
Brembo’s new CEO on July 1, the 
day after current CEO Andrea Ab-
bati Marescotti leaves the company 
“to pursue new professional proj-
ects and activities,” Brembo said.

“(Mr.) Schillaci’s broad interna-
tional management experience, the 
deep knowledge on hybrids he gained 
while at Toyota and on electric ve-
hicles at Nissan, will help Brembo 
strengthen its business and make ac-
quisitions that grow our activities,” 
Brembo Executive Vice Chairman 
Matteo Tiraboschi told Automotive 
News Europe.

Mr. Tiraboschi said Brembo, 
despite being the No. 1 supplier 
of high-performance braking sys-
tems, needs to grow substantially.

Howat, Greene join 
Auto Care Association
BETHESDA, Md.

The Auto Care Association (ACA) 
has named Scott Howat as the as-
sociation’s business development 
executive and Sara G. Greene as di-
rector of membership. 

In his new role, Mr. Howat will 
focus on establishing long-term 
strategic goals, building customer 
relationships, identifying business 
opportunities and maintaining ex-
tensive knowledge of current mar-
ket conditions.

He has held multiple leadership 
roles in marketing, product man-
agement, sales and communi-
cations, most recently working at 
Syndigo, a data and analytics com-
pany. 

He previously served as vice 
president of product and marketing 
for Nivel Parts and Manufacturing 
and was director of sales and mar-
keting with Gates Corp.

Mr. Howat also has been active 
with the ACA, serving on the as-
sociation’s marketing and commu-
nications committee, automotive 
communications council and hav-
ing chaired the events committee.

In her new role, Ms. Greene will 
be responsible for providing leader-
ship and strategic direction for the 
association’s member recruitment 
and retention efforts.

She will work with the associa-
tion’s strategic development depart-
ment to provide recommendations 
for growing key member segments, 
while creating and supporting the 
association’s goals, researching new 

trends and implementing strategies 
to increase member engagement, di-
versity and retention. 

Ms. Greene previously spent near-
ly 14 years with the National Retail 
Federation where she held numerous 
membership-speci�c roles, including 
most recently as senior director of 
member engagement and strategic 
partnerships. 

Menegaux assumes 
helm at Michelin
CLERMONT-FERRAND, France

Michelin CEO and Managing 
Chairman Jean Dominique Sen-
ard has passed the reins of leader-
ship to Florent Menegaux, ending 
a dozen years as Michelin’s top 
executive. 

Mr. Menegaux, a Group Miche-
lin executive since 1997, assumed 
the roles May 17 at Michelin’s an-
nual general meeting, held at Mi-
chelin’s Clermont-Ferrand head-
quarters. 

Mr. Senard 
was hired in Janu-
ary as CEO of the 
Renault–Nissan–
Mitsubishi Alli-
ance following 
Carlos Ghosn’s 
scandal-tinged 
resignation as 
president of Re-
nault.

Mr. Menegaux, who joined Mi-
chelin as commercial director for 
truck tires in the United Kingdom 
and Ireland in 1997, was picked by 
Michelin’s board of directors in Feb-
ruary 2018 to succeed Mr. Senard, 
whose term as CEO was due to ex-

pire in 2019.
Mr. Senard 

joined Michelin 
in 2005 as chief 
�nancial of�cer 
and took over as 
managing part-
ner of the group 
in May 2007, 
following the 
death of Edouard 
Michelin.

Mr. Menegaux has served in var-
ious positions within the French 
group, including head of Afri-
ca-Middle East Zone and executive 
vice president for the group’s global 
passenger car and light truck oper-
ations.

In December 2014, he was ap-
pointed chief operating of�cer and 
then senior executive vice president 
of the Michelin Group in 2017.

Senard

Kendrick Friedman

Wheeler

Luo

Cox

Belanski

OnTheMove

Menegaux

disclose data on Kumho’s results. 
Doublestar concluded its acquisi-

tion of a 45-percent ownership stake in 
Kumho last July. 

Yokohama
Despite reporting lower operating 

income in its �rst �scal 2019 quarter, 
Yokohama Rubber Co. Ltd. (YRC) 
revised upward its full-year earnings 
forecast based on projected gains 
from the sale of undisclosed �xed 
assets. 

For the quarter, Yokohama re-
ported a 50.1-percent plunge in 
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Financials business pro�t — roughly equal to 
pre-tax operating income — to $53 
million on 0.2-percent higher sales 
of $1.36 billion. Operating income 
fell 8.4 percent to $117.1 million.

In the tires segment, operating in-
come dropped 81.6 percent to $13.5 
million on 3.9-percent lower sales of 
$910.2 million. 

YRC cited a decline in unit sales 
volume and an increase in produc-
tion costs associated with reduced 
production volume for the drop in 
earnings. 

OE-related sales revenue fell in 
all markets, YRC said, noting the 
impact of product changeovers in 
Japan for multiple vehicle models 

equipped with Yokohama tires and 
a downturn in unit vehicle produc-
tion in China.

Replacement market sales revenue 
also declined. 

The �rm’s ATG segment, which 
includes off-road, farm and industri-
al machinery tires, reported gains in 
both pro�ts and sales, which re�ected 
growth in OE business in Europe and 
in replacement business worldwide. 

Earnings jumped 28.3 percent to 
$22.3 million on 11.6-percent high-
er sales of $171.5 million. 

For the full year, YRC revised its 
forecast for an increase in operating 
pro�t to 21.5 percent from 13 per-
cent.

SEMA LT council expands 
scope to off-road segment

DIAMOND BAR, CALIF.
The Specialty Equipment Market 

Association (SEMA) has renamed 
its Light Truck Accessories Alliance 
as the Truck & Off-Road Alliance 
(TORA) to provide more focus on the 
growing off-road segment.

TORA will continue to represent 
businesses related to traditional pick-
up accessories, such as bedliners, run-
ning boards and caps, but will include 
off-road products such as specialty 
tires, wheels, suspension components 

and nerf bars, in the off-road and 
UTV markets, the association said.

The change was made to provide 
the growing off-road segment with a 
dedicated council, while recognizing 
the crossover from many truck acces-
sory companies, SEMA said.

TORA, like other SEMA councils, 
provides a de�ned segment of the au-
tomotive aftermarket with a forum to 
network, collaborate and address con-
cerns speci�cally to a niche market 
or group, SEMA said. 
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key tire dealers and distributors attending the trip.
They also spoke about the company’s recent 

growth in original equipment �tments in the U.S. 
and addressed supply issues and challenges the 
company is facing at its lone U.S. tire plant, in 
Tonawanda, N.Y., near Buffalo. Parent company 
Sumitomo Rubber Industries Ltd. (SRI) acquired 
the former ammunitions plant, the oldest tire fac-
tory in the U.S., in 2016 when the joint venture 
between SRI and Goodyear ended after a decade. 

The Tonawanda plant is “really import-
ant” to Sumitomo and Falken, Mr. Brennan 
said, “because we’re adding OE, and we are 
growing in this marketplace. And right now, 
we have to order the tires three months in ad-
vance before we sell them. And not everyone 
is really good at looking down the road three 
months on what you need to have in stock to 
�ll every need. 

“So having that Buffalo plant here to make 
stuff, we can make it more when we need 
it, and we can supply the market with what 
it needs without having to have four or �ve 
months of inventory.” 

Sumitomo is investing roughly $80 million 
in the plant to increase manufacturing capacity 
to 15,000 tires per day by 2020, Richard Small-

wood, CEO and president of SRNA, said during 
a hearing last year before the U.S. Department of 
Commerce on the Trump Administration’s pro-
posed tariffs on imported auto and auto parts. 

It eventually plans to more than double U.S. 
production in the coming years. In doing so, it 
is striving to increase the ability of the plant to 
make more tire sizes and types, a complexity 
the facility and its workers never have had to 
do previously.

A year ago, the factory was making 33 siz-
es of passenger and light truck tires and eight 
SKUs of truck/bus radials, Mr. Brennan said. 
Today, the plant has the ability to make 137 
SKUs in passenger and light truck tires and 27 
SKUs in TBR.

In addition it produces motorcycle tires, 
making it the only factory in the U.S. to man-
ufacture passenger, light truck, truck/bus and 
motorcycle tires in one location. 

While progress has been made in expand-
ing capacity and the range of tires the plant 
can produce, the factory has not achieved its 
production goals, and “that’s killed us this 
year — absolutely killed us,” Mr. Smallwood 
said. “It hurt us on the PLT side and the truck 
side. So the Buffalo challenge has to be really 
solved for us to get the supply.”

Mr. Smallwood, who also is an executive of-
�cer of SRI and Falken, said the company has 
two of its best global production people stationed 
full-time at the Buffalo factory. In addition, 35 
ex-pat advisers from around the world are in the 
plant training and working on all the issues.

“So we are making a huge manpower invest-
ment trying to get that plant going,” he said.

Besides producing replacement tires for 
the U.S. market, the Buffalo plant is playing 
an important role in Falken’s growing OE 
business. In 2015, Falken had “zero” OE tire 
�tments on U.S. vehicles, Mr. Brennan said. 
Four years later, that number has grown to 39 
with “�tments of some real premium stuff.” 
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While reviewing the company’s accom-
plishments in the four years since the Good-
year JV ended, Mr. Smallwood said, “We 
went after OE, and we went after it big. We’ve 
done very well getting premium �tments.”

The challenge in OE, he said, is that company 
doesn’t have the capacity to supply the auto mak-
ers with what they want. 

“So we have actually 
had to stop some of the 
OE because, if we give all 
the OE all what they want, 
who else doesn’t get prod-
uct? You guys are going to 
be really unhappy.”

The capacity issue also 
has Falken holding back on 
signing new distribution, 
Mr. Smallwood said. “We 
need to make our current 
dealers happy before we do anything else,” he said.

Despite the supply issues and problems 
in ramping up the Buffalo plant, Falken has 
achieved replacement market shares of 3 percent 
for passengers, 2.9 percent in light truck tires and 
1.4 percent for medium truck tires in the U.S., 
Mr. Brennan said. 

Mr. Smallwood said the company’s growth 
will come from new products. 

For 2019 those products include the Wild-
peak AT/Trail, an on-/off-road CUV tire; the 
Wildpeak H/T HT02, targeted at light trucks 
and pickups; and the Ziex ZE960 performance 
passenger tire.

Falken is targeting the Wildpeak AT/Trail at 
CUV owners who want adventure, Mr. Brennan 
said. These are people who use their CUVs off-
road and are replacing SUVs with CUVs, “but 
they still want that rugged feel. And the consum-
er research we have done shows about 17 percent 
of the current CUV owners would really love to 
have something that makes it feel more rugged, 
even if they never go off road.”

The new AT/Trail will have a more-rugged 
appearance and off-road capability. In ad-
dition, it will be marked with the industry’s 
Three-Peak Mountain Snow�ake symbol for 
winter performance and carries a 65,000-mile 
limited treadwear warranty. 

Falken has secured an OE �tment for the AT/
Trail on the 2020+ Toyota RAV 4 TRD model. 
That tire, in size 225/60R18 100H, will feature the 
same sidewall look as the replacement version but 
will have a different tread design for better rolling 
resistance and lower noise, Mr. Brennan said. It 
will be called the Wildpeak Trail 01AA.

The Wildpeak AT/Trail will be available 

starting in September in 30 sizes, including 
nine replacement OE sizes. Falken is looking 
to price the A/T Trail 5 percent above the cur-
rent Falken Ziex CT60 CUV line, Mr. Bren-
nan said. 

Falken is targeting the Wildpeak H/T HT02 
squarely at light-truck and pickup-truck owners, 

Mr. Brennan said. It will 
replace the HT01 and come 
with a knobby-looking 
tread design that “kind of 
wraps around the shoulder, 
so when you look at it from 
the side it kind of looks like 
a truck.” 

The tire offers 27-per-
cent better treadlife, 20- 
percent more durability 
(especially in LT sizes), a 
19-percent improvement in 

snow traction, 12-percent better wet performance 
and a 5-percent improvement in dry handling 
than the HT01, Mr. Brennan said. 

Unlike the HT01, Falken will focus the new 
tire solely on light trucks, with Euro-metric siz-
es for half-ton and mid-size trucks, and LT sizes 
for three-quarter and 1-ton trucks and some HD 
vans. And unlike the HT01, the HT02 will not 
have any sizes for CUVs. 

The tire will have a bee�er look with solid 
outlined black lettering on the outer sidewall 
and serrated lettering on the inside. 

Falken will offer the tire in 38 sizes, with 
30 made in the Buffalo plant and eight others 
at the company’s factories in Japan and Thai-
land. The LT sizes will carry a 50,000-mile 
treadwear warranty and the Eurometric sizes 
will have a 70,000-mile warranty. 

The HT02 will be available starting in No-
vember and come with road-hazard protection 
and a 30-day ride guarantee on all sizes. De-
sired pricing will be 5 percent higher than the 
HT01, Mr. Brennan said. 

Falken said the size offerings will provide 
95-percent market coverage for the 1/2-ton 
and mid-size pickup truck tire market and 
97-percent market coverage for the 3/4-ton 
and 1-ton truck tire market. 

Ten CUV sizes previously offered in the 
Wildpeak H/T HT101 will be transitioned 
to Falken’s Ziex CT60 A/S crossover-specif-
ic product line and will not be offered in the 
Wildpeak H/T HT02, Mr. Brennan said. 

In addition, the HT02 will feature 10 sizes not of-
fered in the Wild Peak H/T HT01 — LT275/70R18, 
LT245/75R17, LT235/80R17, LT215/85R16, 
LT245/70R17, LT265/70R18, LT265/60R20, 

285/45R22, 255/70R17 and 255/65R17.
The new Ziex ZE960 is the successor to 

the ZE950, a mega tire line with more than 
105 sizes including touring sizes and those for 
CUVs. Falken has redesigned the ZE960 with 
a goal of providing a more-consistent perfor-
mance throughout the tire’s life.

To achieve this performance, Falken has 
built grooves, which it is calling Flask sipes, 
into the tread. These grooves actually widen as 
the tire wears, maintaining good water evacu-
ation. Designers also improved snow traction 
through the use of a dual-sloped groove. 

Overall, the ZE960 has 10-percent better 
wet braking and about 15-percent better wear 
than the 950, Mr. Brennan said. Wet handling, 
dry handling, snow traction and rolling resis-
tance also have been improved, he said, while 
noise, comfort and dry braking are similar to 
the previous tire.

Falken will offer the ZE960 in 53 siz-
es, roughly half the number of the outgoing 
ZE950, starting in September.

“We have been able to enhance the safety 
aspects of the tire, make it a bit more re�ned 
and really focus on sizes where we need this 
type of tire and speed rating and capability,” 
Mr. Brennan said. 

The company will shift former ZE950 siz-
es not carried over to the ZE960 to other tire 
models including the CT60 CUV tire and Sin-
cera SN201 A/S all-season and the Sincera 
SN250 all-season touring tires.

In truck and bus tires Falken is adding four 
new sizes to its product lineup, Mr. Brennan 
said, including 255/70R22.5 for the GI-388 
and size 11R22.5 for the CI-637 truck tires 
designed for use on mixed-use trucks.

In addition, Falken will add size 315/80R22.5 
20-ply to its RI151 regional steer tire and size 
12R.22.5 to its BI850 open-shoulder drive tire.

Shifting to marketing and training, Mr. 
Brennan said the company last year put 1,396 
dealers through its Falken Academy, a two-
day classroom and on- and off-road driving 
experience on the company’s tires. 

“Seventy to 80 percent of the purchase de-
cision is really driven by the guy behind the 
counter, and there is no better way than to get 
him on your product and tell him about it and 
let (him) go try it,” he said. The goal is to put 
2,000 people through the program.

To make the Academy even more bene�cial, 
Falken is continuing to add content. “We’d like 
to make it a one-stop shop for everything you 
need for training,” Mr. Brennan said. “Hands 
on and do it in a �rst-class experience.”

The company also is expanding Digital Falken 
TV, a programming network that features origi-
nal videos from Falken’s on- and off-road racing 
teams in action, product overviews and training, 
general automotive shows and news of interest 
for dealer personnel and retail consumers. 

Launched in 2018, the company now has 
Digital Falken TV in 1,200 dealer and retail tire 
locations, with the programming turned on an 
average of 10-plus hours a day in the sites. 

“We will add content to this to make it more 
meaningful and usable for us to promote our 
product, not only to you but your customers as 
well,” Mr. Brennan told dealers. 

Sumitomo

Rick Brennan, director of marketing, speaks 
at the business meeting.

The 2019 Falken Tires Dealer Invitational was held at the 52-room Chateau Saint-Martin & Spa 
in Vence, France.

Deborah Brundage of Monro Inc. asks a ques-
tion during the business meeting.

American Tire Distributors’ Stuart Schuette, 
left, visits with Bill Decker of Dealer Tire.

Tim and Sandra Myers of Import Export Tire 
Co., Latrobe Pa.

‘We have been able to  
enhance the safety aspects 

of the tire, make it a bit 
more re�ned and really  
focus on sizes where we 
need this type of tire and 

speed rating and capability.’
Rick Brennan, SRNA’s director of marketing
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HELP WANTED

HELP WANTEDHELP WANTED

EQUIPMENT FOR SALECOMMERCIAL TIRESBUSINESS FOR SALE

USED TIRES FOR SALE

USED TIRES FOR SALE

USED TIRES FOR SALE

USED TIRES FOR SALE

USED TIRES FOR SALE

Highlight Your Equipment Supplies & Business Tools HERE Call 330-865-6117 for details and program offers.

MAKE YOUR 
ADVERTISEMENT

POP WITH COLOR

USED TIRES & CASINGS
ALL SIZES

Passenger, Lt. Truck, Lg. Truck
Since 1957

Emanuel Tire, LLC
800-445-1887

Email: demanuel@emanueltire.com

Quality used tires
Customizable Mixes

Domestic & International Shipping
14”-24” Passenger Car, SUV, UHP & LT sizes

Lakin Tire West
(800) 488-2752

Lakin Tire East
(800) 368-8473

www.lakintire.com

Looking for a company to purchase all or most of our quality used 
tires and casings. Need a consistent buyer that is capable of 
handling a large volume of car, light truck, and semi tires.

2000+ Passenger and light truck tires and 400+ semi per week. 
You must visit our facility and sort your own tires. We’ve been in 

business for 25+ years and are very reputable.
Contact Dave at 701-319-0777

VIETNAM COMERCIAL TIRES MANUFACTURER
drctiresusa@gmail.com • Sonny Tran: 702-302-6636 • Sonnybosco.com

DRC -USA exclusive distributor 

Experienced Sales Manager Wanted

Top Ten International Tire & Rubber Mfg. specializing in import TBR 
& commercial products seeking. Self-motivated, goal oriented, 

proven leaders for regional sales manager positions-Middle West.
 Qualified candidates will have:
 • Commercial TBR related experience
 • Factory direct-import container sales knowledge 
 • College degree and or, equivalent education-experience
 • Business computer skills-excel proficient etc. 

Competitive salary and commission program-paid travel expenses
Please send complete resume & contact information to:

 tiresalesrecruit@gmail.com if interested.

Sumitomo Rubber North America, Inc. is dedicated to providing value 
in the Falken High Performance Tire brand through a sustained commit-
ment to advanced technological achievement, innovative products, a 
heightened level of environmental consciousness and the belief that 
sound business practices lead to successful partners. SRNA, Inc. services 
the United States and Canada through six (7) Distribution Centers in 
Fontana, CA - Joliet, IL - Portland, TN - Grand Prairie, TX Jacksonville, FL 
Robbinsville, NJ and Buffalo, NY

FALKEN TIRES NOW HIRING!!

Warranty Tire Technician – Grand Prairie, TX 
Warehouse Associate/Local Delivery Driver – Robbinsville, NJ
Class A Driver – Robbinsville, NJ
Bene�t Package Includes:
     • Medical/Dental/Vision/Life Insurance
     • 401K w/ Company match 
     • PTO - Vacation/Sick/Holiday
     • Tuition Reimbursement Program
     • Employee Tire Discount

Interested candidates apply online:
https://falkentire.prevueaps.com/jobs/

Sell it in
TIREBUSINESS

Pro�table Upstate NY Tire & Auto Shop
Owner Retiring - Annual Rev

$8.0MM+ Business Price
$3,950,000 RE Available to
buy/lease 972-999-9287

info@powersportslistings.com       

SALES MANAGER
With design and manufacture up to 32 inch UHP tire and 30 inch MT tire 
(the world’s �rst made 44x16.50R30LT), TRI-ACE tire USA company is looking for Sales 
Manager to develop sales of TRI-ACE brand UHP, Light Truck tire and MARK MA brand 
Light Truck tire in the U.S.
Must travel and have history of success in growing sales and providing excellent
customer service to dealers as well as wholesalers.
Territory: Southeast, Northeast, Southwest & North Central. We offer 
competitive salary and bene�ts. Must have 5+ year experience in sales of UHP and Light
Truck tire. 

E-mail resume to: HR@TRI-ACETYRE.COM
TRI-ACE WHEEL & TIRE CORP. • www.tri-acetireusa.com      

The World’s Next
Leading Brand 

A hallmark for quality and reliability

866.457.1523
atlasautoequipment.com

Isn’t it time you moved to Atlas Platinum..?

It’s all too easy to stick with a brand of equipment just 
because you always have

ATLAS PLATINUM. A Premium quality 
product, without paying a premium.

For friendly, expert advice, call

But would you agree that many of those ‘famous’ brands barely 
resemble the build quality and longevity of those machines you 
bought all those years ago? And are you probably paying for 
an ‘aftersales support’ that fails to live up to its promise, or has 
long since been superseded by more efficient, speedy and cost-
effective methods of support that the 21st Century has to offer?
Our Tire Equipment, created by industry experts who have 

designed some of the best-selling machines for many of those 
‘famous’ brands, is the ideal solution for the tire professional who 
is looking for value without compromising on quality or support.
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Miles Moore
mmoore@crain.com

The store “refresh” began with 31 
pilot stores in the Rochester, N.Y., 
market in the third quarter and will 
be extended to about 50 stores in the 
South during the �scal �rst quarter.

Mr. Ponton said “the completion 
of our stores reimaging has led to 
a sequential improvement in traf�c 
and comparable store sales trends at 
these stores from the third quarter to 
the fourth quarter of �scal 2019.”

The modernized store layout is 
on track to be rolled out across the 
company’s remaining markets and 
store formats over the next three to 
�ve years, he said.

Acquisitions
“We continue to actively capi-

talize on acquisition opportunities, 
which remain a core pillar of our 
growth strategy,” Mr. Ponton said,

Monro recently expanded its 
footprint to the West Coast with the 
acquisition of 40 Certi�ed Tire & 
Service Center stores and one dis-
tribution center in California, which 

have been rebadged as Tire Choice.
Also during the �scal �rst quar-

ter, Monro closed the acquisition 
of Lafayette, La.-based Allied Dis-
count Tire & Brake Inc., enabling 

CONTINUED FROM PAGE 1

Monro to move into the Louisiana 
market. The 12 locations were re-
badged as Tire Choice.

Monro built three locations in the 
fourth quarter, for a total of 21 green-
�eld store openings in �scal 2019.

The new stores added $17.7 mil-
lion in revenue, including $14 mil-
lion from recent acquisitions in the 
quarter.

“Overall, acquisitions announced 
and completed in �scal 2019 collec-
tively represent an expected $132 
million in annualized sales, or 11 
percent of annualized sales and our 
M&A pipeline remains robust with 
over 10 NDA (non-disclosure agree-
ments) signed with opportunities 
ranging from �ve to 40 stores,” Mr. 
Ponton said.

Monro extended its revolving 
credit facility to fund consolidation 
opportunities and the continued 
execution of its “Monro Forward” 
initiatives launched a year ago to 
standardize in-store operating pro-
cedures and brand standards which, 
Mr. Ponton said, “will position us to 
more effectively and ef�ciently inte-
grate these and other acquisitions.”

Tire brands
Monro said it is continuing to 

boost its “good-better-best” product 
and service packages and introduced 
new Tier 2 tire brands, including the 
Cooper brand, to optimize tire as-
sortment in the fourth quarter.

Monro also carries BFGoodrich, 
Dunlop, Falken, General, Goodyear, 
Hankook, Kelly, Laufenn, Michelin 
and Pirelli, as well as the Pantera 
private brand.

Tires are Monro’s largest catego-
ry, representing half of its sales, Mr. 
Ponton said.

In the service and repair cate-
gories, Monro said it continues to 
capitalize on a strong demand for 
brakes, which was Monro’s stron-

gest performing category in the 
fourth quarter.

“Similar to previous quarters, our 
optimized ‘good, better, best’ brake 
package pricing combined with 
higher brake transaction volume 
contributed to gross margin expan-
sion this quarter,” Mr. Ponton said. 
“In our remaining categories adjust-
ed for days, comparable store sales 
were up slightly for alignments and 
�at for maintenance, while front-end 
shocks declined year-over-year.”

He noted the “good, better, best” 
product assortments are driving 
higher in-store conversion, in-
cluding an increase in demand for 
brakes during the past four consecu-
tive quarters. 

“As we continue to optimize our 
tire assortment, we are focused on 
becoming the number one destination 
for tires at any price point,” he said.

“To that end, we are leveraging 
our scale and choosing suppliers for 
optimum brand and pricing assort-
ment to create the best value for our 
customers and for Monro. Specif-
ically, we have identi�ed opportu-
nities to expand our Tier-2-branded 
tires assortments, as we want to of-
fer great value for our customers at 
any price point.

“Therefore in the fourth quarter, 
we introduced new branded tires, 
rounding our assortment mix, while 
optimizing branded tire margins. 
As you may know, our private label 
tires continue to represent approxi-
mately 40 percent of tire units and 
remain a key competitive differenti-
ator, allowing us to provide our cus-
tomers signi�cant value at opening 
price point levels.”

Online sales
With plans to launch its own on-

line sales presence, Monro recently 
doubled the scope of its partnership 
with Amazon.com, offering tire in-

stallation services to Amazon cus-
tomers at more than 800 of Monro’s 
stores in 21 states.

Monro announced the partnership 
last July initially in the Baltimore 
area and then expanded it to 300-
plus stores in October. The program 
eventually will extend to all Monro 
locations in 30 states.

Mr. Ponton said about half of the 
customers who come to Monro via 
Amazon.com are new to Monro.

“So it gives us a great opportuni-
ty, I think, to drive traf�c and build 
a relationship with a consumer. It al-
lows us to not only convert that tire 
installation to other services when 
they are at the store, but also allows 
us to build a long-term relationship 
with them via our CRM platform 
going forward,” he said.

“The economics — certainly we 
don’t sell the tire as it relates to tire 
installation — but the installation 
revenue itself certainly is high mar-
gin given the high labor content and 
low material costs of installation as 
well as the opportunity for us to add 
on incremental high-margin sales 
when the consumers are at the stores.

“So we still think that this is a net 
accretive strategy for our company, 
and we’ll look to expand relation-
ships with Amazon as we progress 
throughout the year as well as col-
laborate with other online retailers 
going forward.”

Monro stores also offer tire instal-
lations for customers of online retail-
ers Tire Rack and SimpleTire.com.

“Our preferred tire agreements with 
online retailers are a key initiative for 
our omni-channel strategy. And this 
expanded collaboration underscores 
the strong progress we have made 
as we continue to develop our online 
presence,” Mr. Ponton said.

“Following the modernization of 
our retail and corporate websites in 
�scal 2019, we expect to complete 

the �nal phase of our omni-channel 
build-out in the second half of �s-
cal 2020. Once fully rolled out, our 
customers will be able to view and 
purchase tires online and seamless-
ly schedule an appointment for in-
store installation.”

Marketing
During �scal 2019, Monro said it 

repurposed its marketing budget to 
invest in data-driven customer re-
lationship management (CRM) and 
customer acquisition campaigns.

“Following the rollout of our new 
data analytics-based CRM platform, 
we have focused our customer reten-
tion efforts on delivering tailored mes-
sages and service recommendations to 
our customers based on their speci�c 
vehicle needs,” Mr. Ponton said.

“The initial results show that le-
veraging customer data and insights 
leads to a notable increase in cus-
tomer visits, giving us con�dence 
that this strategy will allow us to in-
crease the overall lifetime value of 
our customers.”

Monro recently launched da-
ta-driven campaigns to acquire new 
customers by leveraging market 
segmentation of demographic data 
speci�c to geographic areas sur-
rounding Monro locations.

Staff app
Internally, Monro plans to im-

plement a cloud-based data-driven 
store staf�ng and scheduling system 
to improve store staf�ng ef�cien-
cies by more accurately rebalancing 
the level of technical skills in each 
store.

The system is expected to help 
stores recruit technicians with the 
required skill levels and be sup-
ported by a mobile app that allows 
employees to pick up shifts and give 
them the �exibility to increase hours 
and earnings, the company said.

Monro

investment,” Mr. Ross said.
“As we celebrate this success and look forward to 

the rati�cation and implementation of the U.S.-Mexi-
co-Canada Agreement, the future could not be brighter 
for the economies of our three great nations,” he said.

The Alliance for American Manufacturing 
(AAM), which supports the Section 232 tariffs, 
echoed Mr. Ross’ comments.

“This administration’s steel trade enforcement 
action has stabilized the domestic industry to a 
point where it believes alternative arrangements can 
be made with Canada and Mexico,” AAM President 
Scott Paul said.

More than 12,000 new jobs have been created in 
the domestic steel industry since the tariffs began, 
and the U.S. manufacturing unemployment rate is 
only 3 percent, Mr. Paul said. 

The Motor & Equipment Manufacturers Asso-
ciation (MEMA), which opposed the tariffs from 
the beginning, applauded the removal of the tariffs 
from Canadian and Mexican imports.

“Today’s action is the right thing to do, and we 
urge the Congress to quickly pass the U.S.-Mexi-
co-Canada Agreement,” MEMA CEO & President 
Bill Long said.

While the U.S. Tire Manufacturers Association 
(USTMA) had no immediate statement about the 
tariff action, it has long been on record as oppos-
ing all tariffs on imported steel. The proper grade of 
steel for tire manufacturing is not made in the U.S.

“We (U.S. tire manufacturers) have enjoyed years 
of sustained growth and economic impact, and yet 
this action today has the real potential of deceler-
ating these positive trends,” USTMA President and 
CEO Anne Forristall Luke said at the time the Ca-
nadian and Mexican tariffs were instituted.

CONTINUED FROM PAGE 1

TariffsOpposition mounts as Trump 
delays decision on auto tariffs
WASHINGTON 

Even as the Trump administration opted to 
delay implementation of tariffs against import-
ed autos and auto parts, nearly 170 members of 
Congress sent a letter urging the administra-
tion to reconsider those tariffs.

The White House was supposed to decide 
May 17 on whether to levy tariffs on autos 
and auto parts under Section 232 of the Trade 
Expansion Act of 1962, but President Trump 
instead decided to delay the decision for six 
months pending further trade negotiations 
with the European Union and Japan.

Administration spokespersons said the tariffs 
could interfere with those talks, as well as with 
trade talks with China and congressional approv-
al of the United States-Mexico-Canada Agree-
ment (USMCA), Mr. Trump’s replacement for 
the North American Free Trade Agreement.

Section 232 investigations, conducted by 
the U.S. Department of Commerce, determine 
whether imports of any given product threaten 
the national security by harming a U.S. industry.

Commerce began its Section 232 investiga-
tion of autos and auto parts in May 2018, two 
months after President Trump levied Section 
232 tariffs of 25 percent on imported steel 
and 10 percent on imported aluminum.

The agency completed its auto investi-
gation in February. So far, the report on the 
investigation has not been made public, but 
the White House has said it contains evidence 
that imports of certain autos and auto parts 

threaten national security.
The impending Section 232 decision 

prompted 89 Republican and 79 Democratic 
members of Congress to draft a letter to Law-
rence Kudlow, director of the National Eco-
nomic Council within the Trump administra-
tion, saying that Section 232 tariffs on autos 
and auto parts would harm the auto industry 
and the U.S. economy.

“We support efforts to increase manufac-
turing jobs and our manufacturing base here 
in America,” the letter said.

“However, we are convinced that the prod-
ucts hard-working Americans in the auto sector 
design, build, sell, and service are not a threat to 
our national economy,” it said.

The auto sector accounts for nearly 4 percent of 
U.S. private industry jobs, according to the letter. 

“However, if tariffs were to be implemented, 
new vehicle prices will likely increase, threaten-
ing hundreds of thousands of jobs,” it said.

“We are also concerned that vehicles out-
side of the intended scope of the investigation 
will be subject to tariffs,” the letter said.

“Parts used in passenger vehicles may 
overlap with motorcycles, recreational ve-
hicles, construction equipment, heavy-duty 
trucks, farming equipment, powersports ve-
hicles and others,” it said.

The Motor & Equipment Manufacturers As-
sociation (MEMA) — which represents motor 
vehicle and mobility suppliers and parts man-
ufacturers and remanufacturers in the U.S. — 
issued a statement May 10, saying its concerns 
about Section 232 tariffs were identical with 

those stated in the letter, which was sponsored 
by Reps. Terri Sewell, D-Ala.; Jackie Walorski, 
R-Ind.; Ron Kind, D-Wis.; and Drew Ferguson, 
R-Ga.

“MEMA has argued that these broad, uni-
lateral and import-restrictive measures, if 
imposed, could jeopardize the 871,000 vehi-
cle supplier jobs in the U.S., harm the global 
competitiveness of the U.S., and diminish in-
vestment in the U.S.,” it said.

The U.S. Chamber of Commerce also 
weighed in, calling the threat of imposing tar-
iffs on autos a “misuse of the administration’s 
trade authorities.” 

“The importation of passenger cars and 
auto parts is not a threat to national security, 
...” Neil Bradley, executive vice president and 
chief policy of�cer, U.S. Chamber of Com-
merce, said. 

“The continued threat of tariffs on cars 
and auto parts only creates more uncertainty 
weakening our economy.”

The Section 232 investigation is different 
from the 25 percent import tariffs the Trump 
administration levied on May 10 on $200 bil-
lion worth of Chinese goods under Section 
301 of the Trade Act of 1974. Section 301 
gives the president authority to take remedial 
action against countries that commit unfair 
trade practices against U.S. goods.

President Trump has 
decided to delay the 
decision on auto and 
auto parts tariffs.
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