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T he North American market for ultra- 
high-performance (UHP) tires may be 
changing, but demand remains strong, 

according to representatives of tire companies 
with a strong UHP presence.

Demand patterns for UHP tires 
are � uctuating, according to An-
drew Briggs, vice president of mar-
keting and product management for 
Yokohama Tire Corp.

“UHP as a category has actually 
grown — even as the vehicle trends 
continue to move towards CUVs — 
but this has actually come at the ex-
pense of more broad-line passenger 
car products, which have allowed 
both UHP and LTR to grow,” Mr. Briggs said 
in response to questions for Tire Business’ 
mid-year tire report.

With the increase in OE speed-rating de-
mands, all-season UHPs are driving growth 

in that market, according to Mr. Briggs. 
Figures taken from the U.S. Tire Man-

ufacturers Association (USTMA) and the 
U.S. Department of Commerce show strong 
growth for HP tires in both original equip-
ment and replacement markets.

H-rated tires, approved for speeds 
of up to 130 mph, nearly tripled in 
OE demand between 2010 and 2017 
to 16 million units from 5.9 million.

Demand for V-rated tires, approved 
for speeds of up to 149 mph, also 
showed strong OE growth between 
2010 and 2017, increasing more than 
5% a year to 6.2 million units from 
4.5 million. Z-rated tires, approved at 
149 mph and above, were shipped in 
more modest numbers but still grew 

impressively at nearly 17.5% a year to 3 mil-
lion units from 900,000. 

High-performance growth also was brisk in 
the replacement market between 2010 and 2017. 
H-rated replacement tire shipments increased 
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UHP demand remains strong
Loyal customer base still drives steady sales in OE, aftermarket

By Miles Moore
mmoore@crain.com

from 30.5 million to 48.8 million in those years; 
V-rated, from 13.1 million to 25.8 million; and 
Z-rated, from 12.1 million to 17.4 million.

Michelin North America Inc. said it is see-
ing a trend toward larger vehicles in the UHP 
segment.

“While the performance vehicle mar-
ket might be shrinking in terms of vehicle 
launches, we continue to see the volume dif-
ference offset by an increase in performance 
CUVs and SUVs,” Michelin said. 

Briggs

SEE  UHP, PAGE  22

Sentury’s U.S. plant 
on hold ‘inde� nitely’
LAGRANGE, Ga.

China’s Qingdao Sentury Tire 
Co. Ltd. has put on hold inde� nitely 
plans to build a car and light truck 
tire plant in the U.S., according to 
various sources close to the project. 

The company — which sells tires 
under the Delinte, Groundspeed, 
Landsail and Sentury brand names 
— had disclosed plans in September 
2016 to invest $530 million to build a 
plant in Troup County, Ga., capable 
of producing 12 million car and light 
truck tires a year at full capacity. The 
project represented up to 1,000 jobs. 

Sentury originally projected the 
plant would be operating by 2018 
but to date only minor site prepara-
tion work has been carried out, local 

sources indicated. 
An of� ce set up by Sentury Tire 

North America (STNA) in LaGrange 
has closed, and Rami Helminen — a 
former Nokian Tyres P.L.C. execu-
tive who was hired in 2017 to head 
up the project — is now working in 
the U.S. for Finrenes Oy, a Finnish 
biomass-to-fuels company. 

Late last year the company consoli-
dated separate U.S. sales organizations 
— one attached to the Georgia plant 
project and one reporting directly to 
the parent company in China — under 
Miami-based Sentury Tire USA Inc. 

The Development Authority of 
LaGrange posted a statement on its 
Facebook page on May 22 stating that 
the “project is on inde� nite hold” until 
the company can secure the � nancing  

SEE  SENTURY, PAGE  22

By Bruce Davis 
bdavis@crain.com

McCarthy Tire Service to acquire 
13 GCR outlets, 3 retread plants 
WILKES-BARRE, Pa.

McCarthy Tire Service is buying 13 GCR Tires & Ser-
vice stores and three retread plants in North Carolina, 
South Carolina and Virginia from Bridgestone Americas 
Tire Operations L.L.C. (BATO) in a deal that will solidi-
fy the Wilkes-Barre-based company as one of the nation’s 
� ve largest commercial deal-
erships and retreaders. 

The transaction — McCa-
rthy Tire’s second purchase 
of GCR assets in the past 
couple of years — will ex-
pand its commercial business 
holdings to 60 service loca-
tions and 10 Bandag-system 
retread plants in eight states along the Eastern Seaboard 
stretching from New York to Georgia. 

The acquisition includes seven service locations in Vir-
ginia, four in South Carolina and two in North Carolina. 
Two of the retread plants are co-located with service cen-
ters, in Richmond, Va., and Easly, S.C. The third plant is 
a stand-alone location in Roanoke, Va.  

The deal is expected to close in mid-August; � nancial 
terms were not disclosed. 

“We are excited to expand our service network in the 
Carolinas and Virginia,” McCarthy Tire President John 
D. McCarthy Jr. said. 

“The addition of 13 stores and three retread plants will 
allow us to respond more quickly to our customers’ needs, 
minimizing downtime and keeping their businesses moving.”

The deal will double McCarthy Tire’s footprint in Virginia 
and South Carolina to 13 and seven locations, respectively.  

Family-owned and -operated McCarthy Tire was the 
� fth largest independent commercial tire dealership in the 
U.S. in 2018, with sales of $346 million, and the seventh 
largest commercial tire retreader based on tread rubber 
consumption, according to Tire Business research. 

The company also has sev-
en retail-only outlets among 
its holdings.

Specializing in � eet care, 
McCarthy Tire provides tires 
and service for commercial 
trucking, industrial and off-
the-road customers.

“This transaction is an im-
portant step in Bridgestone’s ongoing effort to evolve our 
commercial tire distribution strategies to better meet the 
needs of � eet customers,” Scott Damon, president, Com-
mercial Group, U.S. and Canada, BATO, said “Partnering 
with McCarthy Tire will strengthen our distribution net-
work along the East Coast and drive further growth for 
Bridgestone products and � eet solutions.”

McCarthy Tire and the GCR stores included in the 
sale will conduct business separately until the transaction 
closes, the companies said.

The deal is Bridgestone Americas’ third this year in-
volving its GCR subsidiary. It comes a few months after 
Southern Tire Mart signed a deal to buy 46 GCR   stores 
and six retread plants in the southern U.S. and Parkhouse  

SEE  MCCARTHY, PAGE  22
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Introducing the ALL NEW CrossContact™ LX25 and TerrainContact™ H/T

July 1 - August 31, 2019**VISIT CONTINENTALTIRE.COM/OFFERS FOR COMPLETE DETAILS.

*The Continental Tire Visa Prepaid Card is issued by MetaBank®, Member FDIC, pursuant to a license from Visa U.S.A. Inc. No cash access or recurring payments. Can be used everywhere Visa debit cards 
are accepted. Card valid for up to 12 months; unused funds will forfeit after the valid thru date. Card terms and conditions apply.

QUALIFYING
TIRES

TerrainContact™ A/T
TerrainContact™ H/T$100

4x4Contact™

4x4SportContact™

CrossContact™  LX
CrossContact™  LX  Sport
CrossContact™  LX20   

CrossContact™  LX25

CrossContact™  UHP
SureContact™ LX
VancoFourSeason™

VikingContact™ 7

$70

with the purchase of 4 qualifying light truck/SUV Continental Tires!**

CrossContact™ LX25 TerrainContact™ H/T TerrainContact™ A/T

Consumer Promotion

http://www.continentaltire.com/offers
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HUMANITARIAN AWARD: Nominate a charitable tire dealer or retreader. 
PHOTO GALLERY: Check out photos from Nokian Tyre’s expansion in 
Finland as well as the Nexen Tire dealer meeting in Napa, Calif. 

Jiffy Lube franchisees expand 
HOUSTON 

A pair of Jiffy Lube franchisees have opened three Jif-
fy Lube Multicare service centers in Florida, expanding 
the number of Jiffy Lube locations in the Sunshine State 
to more than 105. 

The new stores are in the Orlando, Tampa and Miami mar-
kets, according to Jiffy Lube, a subsidiary of Shell Oil Co.

Jason Thomas and Leif Oskarsson, franchisees for the 
past 25 years, opened four-bay Multicare service centers 
in St. Cloud (Orlando area) and Largo (Tampa), expand-
ing their business to 31 locations throughout southwest, 
central and northeast Florida. Messrs. Thomas and Os-
karsson are partners in South Bay Lube. 

The St. Cloud store is a green� eld construction, while 
the Largo shop — operating previously as a Fast Lube & 
More — was acquired. Financial terms of the deals were 
not disclosed. 

“I’m excited about our growth over the past several 
years,” Mr. Thomas said. “We are always looking for op-
portunities to grow our footprint to better serve consum-
ers in the community.”

Multicare stores offer brakes, tires and engine diagnostics 
in addition to the Jiffy Lube “Signature Service” oil change.

The new Miami store was opened by Atlantic Coast 

Enterprises L.L.C. (ACE), a Norwalk, Conn.-based fran-
chisee with 63 locations in Florida, Massachusetts and 
South Carolina, including 26 in South Florida. 

“Jiffy Lube is dedicated to providing fast, convenient 
automotive maintenance services, while working to pro-
vide every customer with an outstanding experience fo-
cusing on 12 essential services to extend the life of your 
car,” ACE CEO Al Chance said. 

ACE President Steve Allison added, “We strive to pro-
vide the services consumers want and need.  Our goal is to 
be the community’s trusted automotive service provider.”

WASHINGTON
This year’s Tire Manufacturing Ambassadors’ pro-

gram, which was held in Washington, June 24-25, 
featured the most diverse group of participants in the 
event’s history, according to U.S. Tire Manufacturers 
Association (USTMA) President and CEO Anne For-
ristall Luke.

“We have people from Des Moines, from Texarkana, 
from California and New York — literally the length 
and breadth of America’s tire industry,” Ms. Luke said.

“There’s diversity of age, ethnicity and position,” she 
said. “We have senior industrial engineers, tire engineers, 
tire builders, people from customer service and global 
trade compliance. This year’s group really demonstrates the 
breadth and diversity of our industry.”

Personnel from 11 tire companies, all members of the 
USTMA, participated in the third annual Tire Manufac-
turing Ambassadors’ program sponsored by the USTMA.

All of the ambassadors were hand-picked by USTMA 
members, based on criteria the association provided, to 
go to more than 25 congressional of� ces with USTMA 
of� cials and meet with elected of� cials and their staffs.

All the elected of� cials represented states and districts with 
strong manufacturing presences, according to Ms. Luke.

“As in past years, we were looking for ambassadors 
with leadership ability, a dedication to safety and to the 
industry and a history of community service,” she said.

The ambassadors discussed issues of importance to 
tire manufacturers, as well as the economic contribu-
tions tire manufacturing brings to national, state and 
local economies.

Perhaps the most important issue this year was the new 
Congressional Tire Caucus, which was founded in June 
by Reps. Joe Wilson, R-N.C., and Jim Cooper, D-Tenn.

The ambassadors discussed the caucus and urged other 
of� cials to join, Ms. Luke said. Several members of Con-
gress have expressed interest, she said, but so far the only 
one to con� rm his membership in the caucus is Rep. Mike 
Bost, R-Ill.

The U.S. tire manufacturing industry accounts for 
more than 737,000 jobs, both directly and indirectly, at 56 
tire plants in 17 states, generating more than $27 billion 
in annual sales. The industry directly supports more than 
a quarter-million jobs representing almost $20 billion in 
wages, it said. 

This year’s tire ambassadors were:
 Jennie Baldwin, global trade compliance, Miche-

lin North America Inc.
 Nelson Beato, corporate headquarters, Kumho 

Tire U.S.A. Inc.
 .Wesley Billups, components prep TT, Goodyear.
  Johnny Densmore, � nishing coordinator, Pirelli 

Tire North America Inc.
  Dwight Hansen, senior technical customer ser-

vice, Toyo Tire Holdings of America Inc.
  Jay Johnson, logistics technology lead, Continen-

tal Tire the Americas L.L.C.
  Bryan Lawson, tire building division manager, Yo-

kohama Tire Corp.
  Jared Lo� and, area business manager, DSM-Cur-

ing, Bridgestone Americas.
  Queenie Edwards Miller, industrial engineer, Cooper 

Tire & Rubber Co.
  Tony Quarles, senior tire engineer, Giti Tire 

(U.S.A.) Ltd.
  Alexander Stojanovski, continuous improvement 

specialist, Sumitomo Rubber Industries Inc.
Hankook Tire America Corp. did not send a represen-

tative,  Ms. Luke said, but intends to in the future. 

Jiffy Lube Mulitcare expands in Florida with three locations.

Diverse group participates in USTMA Ambassadors’ program
By Miles Moore
mmoore@crain.com

This year’s USTMA Ambassadors visit Washington. East Bay Tire facing suit 
on overtime pay, bene� ts
SAN FRANCISCO 

A San Francisco employment law 
� rm has � led a class-action lawsuit 
against Fair� eld, Calif.-based East 
Bay Tire Co., alleging the company 
undercalculated employee overtime 
pay deliberately and withheld other 
bene� ts.  

The � rm, Blumenthal Nordre-
haug Bhowmik De Blouw 
L.L.P., � led the complaint 
June 14 before the Solano 
County, Calif., Superior 
Court, on behalf of Rod-
win Valentino and other 
East Bay Tire employees. 

East Bay Tire declined 
to comment on the case.

According to the complaint brief, 
East Bay Tire violated the Private At-
torney General Act, which — accord-
ing to the California state government 
website — is a state law that allows 
employees to � le lawsuits to recover 
civil penalties on behalf of themselves, 
other employees and the State of Cal-
ifornia for state labor-code violations.

The suit describes Mr. Valentino 
as an hourly employee of East Bay 
Tire from 2013 to July 2, 2018. 

According to the complaint, East 
Bay Tire:

• Failed to provide employees prop-

er credit for all the hours they worked;
• Failed to properly record and 

provide legally required meal and 
rest periods; and

• Failed to pay wages when due.
“(This) thereby gives rise to statu-

tory penalties as a result of such con-
duct,” Blumenthal Nordrehaug said in 

a June 23 press release.
The suit seeks a permanent 
injunction against East Bay 
Tire, payment of all wages 
and bene� ts the company 
allegedly withheld, and 
compensatory damages, 

among other relief.
The suit claims the “amount 

in controversy” for the aggregate 
claim of California class members is 
“under $5 million.”

East Bay Tire is a family-owned 
commercial tire distributor, retreader, 
wholesaler and private brand distribu-
tor with operations in Arizona and Ha-
waii, in addition to those in California.

“East Bay Tire Co. is committed to 
holding our organization to the high-
est standards of business operations 
and management practices,” Mr. Pe-
hanick said. “This has always been 
our benchmark for performance in 
our family-owned business now over 
70 years strong.”

Seeking Capitol gains

‘Humanitarian’ deadline is July 31
AKRON 

Nominations are due July 31 for 
the 2019 Tire Dealer Humanitarian 
Award, which recognizes an inde-
pendent tire dealer or retreader who, 
during the past year, has made signif-
icant contributions to the betterment 
of his or her community through 
charitable or public service work.

The winner, selected by 
an independent com-
mittee outside of the 
tire industry, will re-
ceive the Tire Dealer 
Humanitarian Award 
Medal and a $2,500 
donation to the charity of 

his or her choice.
The 26th annual award, spon-

sored by Tire Business, will be 
presented during the 2019 Tire In-
dustry Association Honors Night on 
Nov. 4, prior to the opening of the 
Specialty Equipment Market Asso-
ciation (SEMA) Show, Nov. 5-8, in 
Las Vegas. 

Mark Smith of Midas of 
Richmond was the 2018 

recipient.
To nominate a worthy 

tire dealer, go to tirebusi-
ness.com. Click on the 

awards tab and supply the 
pertinent information.

Drugs in Ford spare tires 
are not a factory option
TORONTO

A logistical mistake by smugglers appears to be responsible for 
the arrival of large shipments of illegal methamphetamine from 
Mexico to 13 Ford dealerships in Canada.

Authorities said they believe the drugs, found in vehicles in De-
cember and January, were never intended to reach dealerships in 
Ontario, Quebec and New Brunswick. Police intercepted about 400 
pounds of meth, with a street value of about $3.4 million, packed 
into spare tires and hidden in the trunks of Ford Fusion cars built in 
Hermosillo, Mexico.

The drugs were discovered by dealership staff in four Ontario lo-
cations. Police then located 14 other Fusions from that shipment and 
found more drugs in nine of them, all wrapped in packages inside 
nonspec spare tires. In another shipment stopped at the border, 12 of 
14 Fusions contained spare tires stuffed with drugs.

“An error” appears to have been made by those responsible for 
putting the drugs in the cars, Ontario Provincial Police Detective 
Inspector Rob Henderson said, indicating the smugglers failed to  

Automotive News Canada
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charitable or public service work.
The winner, selected by 

an independent com-

Medal and a $2,500 
donation to the charity of 

Las Vegas. 
Mark Smith of Midas of 
Richmond was the 2018 

recipient.

tire dealer, go to tirebusi-
ness.com. Click on the 

awards tab and supply the 
pertinent information.

The � rm, Blumenthal Nordre-
haug Bhowmik De Blouw 
L.L.P., � led the complaint 

East Bay Tire declined 

a June 23 press release.
The suit seeks a permanent 
injunction against East Bay 
Tire, payment of all wages 

compensatory damages, 
among other relief.
The suit claims the “amount 
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LONDON
Michelin is the world’s most valuable tire brand 

for a second straight year, according to a ranking 
by Brand Finance Group, a London-based busi-
ness valuation and strategy consultancy.

Michelin was rated No. 1 despite an 8.8% 
drop in brand value, to $7.23 billion from 
$7.93 billion. Brand Finance did not elaborate 
on its reasons for rating the brand No. 1 in its 
Automotive Industry 2019 report. 

In general, the group de�nes brand value 
as the value of the trademark and associat-
ed marketing intellectual property within the 
branded business.

Last year, Brand Finance cited Michelin’s 
strong research and development position and 
its successes in motorsports.

Bridgestone and Continental were ranked 
No. 2 and No. 3 for the second straight year, 
although both brands’ value dropped versus 
2018. Bridgestone was the No. 1 brand in 2017. 

Brand Finance rated Dunlop as more valu-
able than Goodyear, reversing their positions 
from the 2018 rankings, based on a 1.4% in-
crease in Dunlop’s brand value and a 10.4% 
drop in Goodyear’s. Goodyear controls rights 
to the Dunlop brand in most tire categories 
in the Americas and Europe, while Sumitomo 
Rubber Industries Ltd. controls those rights 
throughout Asia, Oceania and most of Afri-
ca/Middle East. 

Brand Finance Group’s ratings show seven 
of the 10 brands rated have lower brand val-
ues this year versus 2018, including a 28.3% 

drop by the Continental brand. 
In general, Brand Finance said the indus-

try’s rating suffered signi�cantly, a trend it at-
tributed to market uncertainties and a “drastic 
change” in customer demands.

Italy’s Pirelli and Japan’s Sumitomo are the 
two other tire brands whose values increased 
— up 6% to $1.6 billion and 33% to $801 mil-
lion, respectively — last year. 

Brand Finance said the Pirelli and Sumitomo 
brands’ strong performances were driven by 
their commitment to diversi�cation and efforts 
to differentiate their brands from competitors. 

Michelin also is rated by Brand Finance 
as the “strongest” brand — a separate rating 
based on a brand’s performance on intangible 
measures, relative to its competitors — and 
is the only tire brand with Brand Finance’s 
“AAA+” brand strength rating.

Michelin was rated No. 1 ahead of Pire-
lli, Bridgestone, Continental and Goodyear. 
Conti jumped into the Top 5 from No. 6 last 
year. 

Brand Finance rated Mercedes as the most 
valuable car brand ahead of Toyota, Volkswa-
gen, BMW and Porsche. 

Michelin rated most valuable tire brand

Fury Off-Road Tires is relocating its headquarters and warehouse into 
a 75,000-sq.-ft. facility in Irving, Texas.

Fury Off-Road to move 
into larger facility
IRVING, Texas

Off-road tire brand marketer Fury Off-Road Tires is relocating 
its headquarters and warehouse into one facility, a recently con-
structed 75,000-sq.-ft. structure in Irving that will house sales, op-
erations and warehousing.

Fury Off-Road Tires is in the process of consolidating three 
warehouses it now operates in Coppell, Texas, by moving them into 
the new facility. The new location gives Fury the capacity to have 
more than 30,000 tires in stock.

The company said the expansion will allow it to provide custom-
ers “even better, faster service than before.” Fury Off-Road said 
the location will allow it to deliver tires to customers within two to 
three days in the continental U.S.

Fury also said the new location allows for continued growth of 
its product offering and will spur development of new lines and tire 
technology for multiple applications.

Fury Off-Road Tires, which started business in 2016, focuses on 
niche sizes and new offerings, providing tires with rim diameters 
ranging from 17 to 30 inches for the off-road truck and Jeep market.
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Nexen partnership 
to propel tire tech
SUNNYVALE, Calif.

Nexen Tire America Inc. has formed a partnership with 
Plug and Play L.L.C., a Silicon Valley-based innovation plat-
form and startup accelerator, to help connect with up-and-
coming tire and auto technology development companies.

The partnership, Nexen said, allows the company to “re-
alize its ‘open R&D’ philosophy, offering collaboration and 
partnerships, especially to �rms in the tire technology �eld.”

The tire maker and accelerator announced the partnership 
June 13 at Plug and Play’s Sunnyvale headquarters where the 
company hosted its Summer Expo, welcoming more than 
500 attendees representing top-tier auto suppliers, original 
equipment manufacturers and venture capitalists.

“Nexen Tire is pleased to announce the partnership with 
Plug and Play, one of the world’s leading accelerators,” Don 
Lee, executive director of Nexen Tire America Technical 
Center, said. 

“We hope to utilize this opportunity to build a stronger 
global presence in terms of technology and business, and 
transform into an innovative corporation while also contrib-
uting to the start-up ecosystem as a whole.”

The partnership represents another step toward Nexen’s vi-
sion of establishing itself as a leader in tire and automotive 
technology.

During a recent dealer appreciation event hosted in Napa 
Valley, Calif., the Seoul, South Korea-based tire maker em-
phasized its goal to grow its market share throughout North 
America and around the world. It noted that technology will 
be a key factor in achieving that goal. 

Nexen has backed that idea with a $178-million investment 
in a global research and development hub. The R&D cen-
ter, dubbed UniverCity, is located in Seoul and combines re-
sources that support product design and development in the 
U.S., Europe and China.

Plug and Play, which was among the �rst investors in pro-
grams such as PayPal, Lending Club, Dropbox and SoundHound, 
formed in 2006 and since has expanded its reach globally to part-
ner with more than 280 of�cial corporate partners.

Cooper recalling 24,000+ 
multi-branded touring tires
WASHINGTON

Cooper Tire & Rubber Co. is recalling 
24,459 touring tires, size 235/65R18, sold 
under various Cooper, Mastercraft, Big O 
and Dean Tire brand names, because of a 
potential manufacturing “distortion.” 

The tires, built in Cooper’s Findlay, Ohio, 
plant in July through October 2018, may 
have been manufactured with a ply-cord 
distortion, Cooper said, that can result in a 
“�ex-related anomaly” in the lower sidewall 
bead area. 

The distortion may cause parting of the 
lower sidewall compounds extending to the 
cord material, increasing the risk of tire fail-
ure and a crash, Cooper said. 

The tires being recalled are:
y Big O Big Foot A/S, built between 

July 22 and Sept. 8;
y Cooper Adventurer H/T CUV, built 

between July 29 and Oct. 20, 2018;
y Cooper Discoverer SRX, between Sept. 

23 and Oct. 20;
y Cooper Discoverer HTF, between Aug. 

19 and Oct. 20, 2018; 
y Cooper Evolution R/T, between July 

22 and Oct. 20;
y Dean Tires Back Country QS3 Tour-

ing HT, between Sept. 16 and Oct. 20; and 
y Mastercraft Courser HSX Tour, be-

tween July 22 and Sept. 8.
 The tires’ DOT sidewall ID begins with 

UPLM1D3 and ends with a date code indi-
cating which week they were manufactured.

Cooper said it has noti�ed owners, and 
dealers will replace the tires free of charge. 
Owners may contact Cooper customer service 
at 800-854-6288; the recall number is 172.

In addition to Cooper dealers and Big O 
franchisees, Les Schwab Tire Centers and 
Pep Boys – Manny, Moe & Jack are listed as 
part of the recall process, covering the Back 
Country QS3 Touring HT and Adventurer 
H/T CUV line, respectively. 

Les Schwab owns the Dean Tire brand 
name, and the Cooper Adventurer H/T is 
sold exclusively through Pep Boys.

TBC to offer Tire America 
Drive credit card
PALM BEACH GARDENS, Fla.

TBC Corp. again is partnering with Citi 
Retail Services to provide a consumer credit 
card, this time tied to its Tire America on-
line sales platform. 

Tire America L.L.C. is TBC’s direct-to-con-
sumer online tool, offering sourcing, purchas-
ing and installing tires and related products. 
The site allows consumers to access an installer 
base of more than 4,800 locations nationwide.

The Tire America Drive Card provides cus-
tomers with 24/7 online account management, 
�exible payment terms, zero �nancial liability 
on unauthorized purchases and free additional 
cards, among other features. Consumers may 
apply at tireamerica.com/�nance.

Trial production under way 
at Nexen’s Czech plant
ZATEC, Czech Republic

Trial production has started at Nexen Tire 
Europe’s car and light truck tire plant in Za-
tec, three-and-a-half years after construc-
tion began on the $1 billion factory in the 
country’s northwest region. 

An of�cial opening ceremony will be 
held “later this year,” the company said.

Start-up of the �rst phase of the factory, 
producing roughly 15,000 units a day, orig-
inally was scheduled  for 2018. Nexen plans 
to increase production at the facility to more 
than 12 million units a year.

Zatec is Nexen’s second plant outside of 
South Korea; the other is in Qingdao, China.
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TRAIL BLADE BOSS CUTS LIKE A HOT KNIFE  
THROUGH MUD

The Trail Blade BOSS features a fierce Quartermaster knife blade tread design that cuts through mud, gravel and sand like a 
samurai sword. It’s even dominated in two of the most grueling off-road races, so it’s got serious off-road cred. Conquer whatever 
comes your way, from a tire company that always lets you Go Your Own Way.

ATTURO.COM/BOSS or email DEALER@ATTURO.COM
For more information visit 

GET BETTER TRACTION FOR ALL YOUR OFF-ROAD ACTION.

TRAIL BLADE BOSS

GET BETTER TRACTION FOR ALL YOUR OFF-ROAD ACTION.

K&M Tire to acquire Cadillac Wholesale of Michigan
DELPHOS, Ohio 

K&M Tire Inc. is growing again, agreeing to buy 
Cadillac Wholesale Tire Inc. of Cadillac, Mich.

The purchase will be effective July 15. Terms 
of the deal were not disclosed.

Delphos-based K&M Tire called Ca-
dillac Wholesale one of Michi-
gan’s leading distributors of 
passenger, light truck, truck 
and farm tires. K&M said 
it plans to service its new 
customers from Cadillac 
Wholesale’s existing warehouse, a 
25,000-sq.-ft facility located in Cadillac. 

“This acquisition helps the independent deal-
ers accessibility to a larger proliferation of 
SKUs and opens up the door to a vast array of 
tools to help the dealers with their own commit-
ment to continuous improvement,” K&M said in 

a statement.  
K&M said it will offer Cadillac Wholesale 

employees the opportunity to stay with K&M 
after the deal is closed. 

K&M said it will integrate the new warehouse 
into its inventory/logistics sys-

tem, allowing for same day 
and/or next-day service 
from multiple K&M dis-
tribution centers (D/Cs).
K&M said both companies 

have “similar cultures of quality, 
service and continuous improvement.” 

Cadillac Wholesale customers, K&M said, 
will be better serviced because of K&M’s addi-
tional warehouses and products, while dealing 
with the same people at Cadillac Wholesale.

K&M declined to identify Cadillac Whole-
sale Tire’s owners. 

Once the acquisition is complete, K&M Tire 
will operate 30 wholesale distribution locations 
serving customers in 27 states. 

The Cadillac facility will be K&M’s third 
D/C in Michigan.

“Our vision is to be the leading and most trust-
ed provider of tires and services in all of our geo-
graphic markets,” K&M said.

“Adding a third D/C to the state of Michi-
gan exempli� es our dedication to continuous 
improvement and will help by providing our 
customers with quality products at competitive 
prices with fast, friendly service.”

K&M will celebrate its 50th anniversary next 
year. 

In 2018, the wholesaler registered sales 
growth of nearly 15%, marking the � fth-straight 
year of double-digit growth, according to K&M 
President Cheryl Gossard.

5 tire � rms 
earn top GM 
supplier honors
DETROIT 

General Motors Co. has named 
Bridgestone Americas Inc., Cheng 
Shin Rubber/Maxxis, Goodyear, Han-
kook Tire America Corp. and Mi-
chelin North America as suppliers of 
the year for 2018.

The � ve tire makers are among 
133 suppliers to earn the recognition, 
which GM presented recently in De-
troit during its 27th annual Supplier 
of the Year awards ceremony. 

GM selected suppliers from 15 
countries to receive the award for 
going “above and beyond GM’s re-
quirements,” providing customers 
with the most innovative technolo-
gies and delivering quality vehicles.

“We hold our suppliers to a high 
bar,” Steve Kiefer, GM senior vice 
president, global purchasing and 
supply chain, said. “They went above 
and beyond to deliver the innova-
tions and quality that will help us 
earn customers for life.”

For Bridgestone, the recognition 
is its fourth consecutive award and 
17th overall.  

“ ... (T)his award is a testament to 
the hard work and dedication of our 
teammates globally to design best-in-
class products that meet and exceed 
the needs of our customers,” Shannon 
Quinn, president, original equipment 
sales, U.S. and Canada, Bridgestone 
Americas Tire Operations, said. 

Fred Wei, vice president of OE 
sales for Maxxis International – USA, 
said: “Maxxis is ... proud that [GM] is 
pleased with our service, and we look 
forward to continuing to work with 
GM in maintaining the highest stan-
dards for its vehicles and their original 
equipment.”

This was Maxxis’s third straight 
award. 

Mike Dwyer, Goodyear’s chief 
customer of� cer, North America, 
said: “Goodyear values our rela-
tionship with original equipment 
customers like GM ... because they 
challenge us to take technology and 
innovation to the next level.”

Hyunjun Cho, head of Hankook 
Tire’s OE division, said; “We val-
ue our partnership with GM and 
believe (earning) this award three 
years in a row is a testament to our 
strong partnership and continued 
growth together.”

Supplier-of-the-year-award win-
ners are chosen by a global team of 
GM purchasing, engineering, quality, 
manufacturing and logistics execu-
tives. Winners were selected based on 
performance criteria in product pur-
chasing, global purchasing and manu-
facturing services, customer care and 
aftersales, and logistics.

GM honored 133 suppliers with Sup-
plier of the Year awards.

http://www.atturo.com/boss
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One more hand for Dave Z

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.

By the time you read this, Dave Zielasko 
will have worked his last day at Crain 
Communications Inc.

Even though everybody knew that day was 
coming — working nearly 35 years for any busi-
ness, let alone one in this industry, is quite an ac-
complishment — his retirement from the publish-
ing business marks the end of an era, not only for 
Tire Business, but for the entire Akron-area of� ce.

This issue will be the last we publish that will 
contain the Zielasko name in the masthead, the 
column on the right of this page that lists names 
and contact information of our employees. 

You see, the Zielasko name has 
been appearing in every issue of our 
publications since 1971, when Dave’s 
father, Ernie Zielasko, co-founded 
Rubber & Plastics News, our sister 
publication. Crain purchased RPN 
from Ernie in 1987, retaining the el-
der Zielasko to run the magazine.

Ernie also founded Tire Business for 
Crain in 1983, then wisely rehired his 
son Dave two years later as a copy ed-
itor for RPN.

A few months later, Dave joined Tire Busi-
ness, and over the next three-plus decades, he 
served as editor, publisher and editorial di-
rector of TB, RPN and/or European Rubber 
Journal. He has been the face, as well as the 
editorial voice, for this publication ever since 
he became editor in 1987. I was honored to 
succeed him as editor in January 2017.

Dave and Bruce Davis, our veteran reporter who 
helped to design TB from the outset, have forgotten 
more about the tire industry than most people know.

What sets Dave apart from most any other 
boss is his demeanor. Not only is Dave natu-
rally pleasant and cheerful, he can talk with 
anyone, at any time, on just about any topic.

Dave could talk the carbon black out of a tire.
It was just two years ago at the SEMA Show 

when Dave and I were starting our morning on 
the crowded Las Vegas monorail. Clinging to 
a pole for balance, knowing the dif� culty of 
the day ahead, I kept my head down, alone in 
my thoughts.

Dave, meanwhile, began talking to a gentle-
man he was pressed up against. One thing led to 
another, and it turned out the man was a friend 
of Roy Little� eld, the longtime CEO of the Tire 
Industry Association (TIA). In the mass of hu-
manity that is the Specialty Equipment Market 
Association Show, only Dave could stumble 
upon a stranger with whom he shared a friend.

Dave, by the way, will be working alongside that 
friend in his new role in the industry: Vice presi-
dent of marketing and communications at TIA. 

Dave leaves quite a legacy. Since I’ve worked 
on both Akron-based publications — I spent my 
� rst four years with RPN — I know � rst-hand 
that TB and RPN are well respected in the in-

dustry. Each has built a solid readership, main-
taining high editorial standards and are both 
must-reads for those within their respective in-
dustries. And that’s because of Dave’s leadership.

The sign of any great leader is to leave his or 
her workplace better than how he or she got it. As 
I sit in our beautiful new of� ce in Cuyahoga Falls, 
Ohio, I can see the Cuyahoga River � owing in the 
distance. Our new facility is a testament to how 
hard Dave worked to � nd an of� ce space better 
than the one we had before.

But perhaps Dave’s most enduring legacy is 
a hand. Or more accurately two hands. Those 
hands, about to embrace in a handshake, rep-
resent the Tire Business Tire Dealer Humani-

tarian Award, given annually to a tire 
dealer or retreader who, during the 
past year, has made signi� cant contri-
butions to the betterment of his or her 
community through charitable and/or 
public service work. 

I have been involved with the award 
for just two of the past 25 years, but it’s 
been enough to show me how signi� -
cant the award is, how much it means 
to the recipients and most importantly, 

how much it is respected in the tire industry.
Here’s just one example: Last year, I had the 

privilege of presenting the award to Mark Smith 
of Midas of Richmond (Va.). Before my speech, 
one of my tire industry colleagues half-joked that 
my speech had better be short as he had a dinner 
reservation at 8. He said he didn’t want to miss it.

I explained that I needed my allotted time, 
or maybe a little more, to fully explain how 
much this tire dealer meant to his community, 
particularly how his work impacted the hun-
gry schoolchildren in his area.

After my speech had ended, the man sought 
me out. “You were right,” he told me. “Those 
stories needed to be told.”

Tire Business is known industrywide for 
that prestigious award. And that is all because 
of Dave Zielasko and his passion and support 
of the Humanitarian Award. 

Dave’s mark — or I should say his hand — 
will forever be part of this award. One hand 
depicted on the Humanitarian Medal is Dave’s. 
The other hand belongs to Chuck Slaybaugh, 
who worked alongside Dave for more than a de-
cade as Tire Business’ executive editor. 

In a way, Dave will be continue to be immor-
talized each year as we present the Humanitarian 
Award. It is yet another example of Dave leaving 
behind something better than how he found it.

So how do you replace a man with 35 years 
of industry knowledge, 35 years of profession-
alism, 35 years of representing Crain with 
class, character and dignity? You don’t.

You just learn from the example he set. 

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

Detore

By Don Detore
ddetore@crain.com

The U.S. replacement and original equipment 
markets for ultra-high-performance (UHP) 
tires remain strong, but like all segments of 

the automotive business, they are undergoing rapid 
change.  

What’s driving this, largely, is the shift in vehicle 
preferences by consumers to sports utility and cross-
over utility vehicles and away from passenger sedans, 
a trend that’s been accelerating in recent years. 

The movement has become so pronounced that 
in 2018, SUVs, CUVs and light trucks accounted 
for 69% of new vehicle sales in the U.S., with pas-
senger cars making up the remaining 31%. In three 
years, when those vehicles start needing replace-
ment tires, the shift to these higher-riding vehicles 
will truly become apparent.

But that doesn’t necessarily mean a decline is 
imminent in high-performance and UHP tire sales. 
On the contrary, it is likely sales of UHP  tires will 
grow. They just will be found on more non-tradi-
tional sports vehicles and in some rather uncon-
ventional sizes. 

Some industry executives interviewed for this 
issue’s Ultimate Performance Tire Guide think the 
traditional UHP tire customer — the high-perfor-
mance vehicle enthusiast — will remain a strong 
market segment. We agree. The enthusiast vehicle 
market remains steady.

In addition, more and more basic commuter ve-
hicles, like the Toyota Camry, are being � tted at 
the factory with UHP tires. 

The real growth in UHP tires is likely to come as 
a result of a rede� nition of what is a sports vehicle.

As more consumers gravitate to larger SUVs 
and CUVs, the demand for higher performance 
and larger engines is likely to increase, and better 
gripping tires will be an essential part of the mix. 

The auto industry has seen the trend. Tradi-
tional sports car companies, such as Porsche and 
Maserati, now offer their own high-performance 
SUVs and CUVs, while even high-end auto mak-
ers Bentley and Rolls Royce are introducing their 
own models for this segment. You can bet those 
vehicles aren’t coming equipped with H-rated or 
lower speed-rated tires.

All of this change is creating confusion in the 
marketplace as to what constitutes a performance 
vehicle and correspondingly what are the proper 
tires to � t when replacing them.  

This confusion plays right into the hands of the 
independent tire dealer. Even with information 
readily available online about tires, it is still con-
fusing to most vehicle owners as to which products 
will work best on their vehicles. 

As the tire professional in his or her local com-
munities, dealers can guide their customers into 
making the right tire choice at an acceptable price. 

As confusion and change impact the auto and 
tire industries, it will be the independent tire deal-
er whom consumers seek to make sense of it all.

UHP tires to ride 
SUV/CUV coattails
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Replacing automatic trans-
mission � uid is both a vital 
maintenance as well as a 

potentially useful diagnostic step. 
Here’s why service personnel should 
never underestimate the value of 
fresh � uid.

The overwhelming majority of 
vehicles on the road are equipped 
with automatic transmissions. Auto-
matic transmission � uid, commonly 
called ATF, is the lifeblood of these 
complicated devices.

Now, motor oil’s primary job is lu-
bricating moving parts. It also cools 
those parts to some extent. Obvious-
ly, coolant cools the engine.

But ATF arguably works harder 
than these other � uids because it 
does more than just lubricate and 
cool. You see, ATF transfers power 
from the engine to the transmission 
and activates components such as 
bands and clutches.

To grossly simplify, work equals 
heat. Heat eventually takes its toll 
on any automotive � uid — especial-
ly ATF.

What’s more, ATF typically con-
tains a lot of cleaning agents that are 
crucial to the longevity of the trans-
mission. (Many technicians refer to 
these as “detergents.”)

On the one hand, we could be dis-
cussing a simplistic, fully mechani-
cal, two-speed automatic transmis-
sion from the 1960s. 

Or we may be talking about a com-
puter-controlled, six-speed modern 
marvel of a gearbox. Whether the de-
sign is basic or advanced, worn-out 
and dirty ATF has been a common 
cause of premature automatic trans-
mission failures. 

What’s more, ATF maintenance 
largely has been out of sight, out of 
mind to a typical motorist.

For years, trusted sources have told 
me that most motorists don’t request 
an ATF replacement nearly as often 
as an oil change — if they ever ask 
at all. So, it’s likely that service per-
sonnel will have to actively promote 
the value of this seemingly forgotten 
maintenance.

Experience shows that some au-
tomotive service facilities sell trans-
mission services more effectively 
than others do. Sadly, some tire deal-
ers and service shop operators don’t 
bother to sell any ATF replacements 
whatsoever.

Mind you, some automatic trans-
missions manage to endure miles’ 
and years’ worth of use and abuse. 

On the other hand, many transmis-
sions do not survive. It’s been a reveal-
ing exercise to look over the shoulder 
of a trans specialist as he or she “au-
topsies” a series of failed automatic 
transmissions. 

For one thing, you often see ATF 
that was neglected so long that it’s 
turned dark brown to black — basical-
ly, burned beyond recognition. Typi-
cally, it emits a telltale, rancid odor, too.

For another thing, abused ATF 
may not drain from a failed trans-
mission; it creeps out of it. 

The reason is that abuse has oxi-

dized the ATF into something the 
consistency of thick varnish or mo-
lasses. Imagine that gooey mess try-
ing to operate complicated hydraulic 
circuits and intricate valves inside 
the trans!

Before I wrap up this column, let 
me emphasize a perspective that many 
motorists — not to mention some ser-
vice salespeople — don’t grasp. 

Namely, replacing an automotive 
transmission in a modern vehicle 
easily may cost $4,000 to $4,500 or 
more. Knowing that, some people 
appreciate preventive maintenance 
for the bargain that it really is.

Last but not least, the best time to 
replace ATF is long before an auto-
matic transmission develops symp-
toms. After all, replacing the � uid is 
a preventive maintenance step and 
not a � x-it maneuver.

Be sure to catch my next column, 
because I’ll continue this discussion 
of ATF replacement at that time. 

Dan Marinucci 
is a freelance 
automotive service 
writer and former 
editor of two 
automotive service 
magazines.
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Replacing ATF is vital for 
preventive maintenance

By Dan Marinucci
tirebusiness@crain.com

Positioning an Accord transmission for installation.

Dan can be reached via e-mail at tirebusi-
ness@crain.com. His previous columns are 
available at www.tirebusiness.com.

The overwhelming majority of vehicles on the 
road are equipped with automatic transmissions. 
Automatic transmission � uid, commonly called 

ATF, is the lifeblood of these complicated devices.
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incentive program. Order more and get packing!
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Northwood U. 
scholarship 
honors Mault
BETHESDA, Md. 

The Automotive Aftermarket Advi-
sory Board of Northwood University 
has established a scholarship to hon-
or the career of Warren Mault, senior 
advancement director of the Midland, 
Mich.-based university. 

A graduate of Northwood Univer-
sity, Mr. Mault began his professional 
Northwood career in 1980 as an ad-
ministrative assistant to the co-founder 
of the university, Arthur E. Turner.

Throughout his 39-year career at the 
academic institution, he has held sever-
al positions, including assistant to the 
president; national alumni director; di-
rector of annual giving, planned giving; 
and his current role of senior advance-
ment director. 

The Warren Mault Honorary Scholar-
ship will be awarded to a student planning 
a career in the automotive aftermarket. 

Quali� ed candidates must be enter-
ing or attending a full-time, post-sec-
ondary program at an accredited two-
year or four-year college or university or 
an ASE/NATEF-certi� ed automotive 
vocational school.

“Warren Mault is synonymous with 
Northwood University and its after-
market program,” Rick Guirlinger, 
chairman of the Automotive After-
market Advisory Board, said. 

“Without question, Warren has 
been an integral part of the growth of 
Northwood, so it is only � tting that we 
establish this honorary scholarship to 
recognize his 40 years of excellence at 
Northwood.”

Mr. Mault also serves as a mem-
ber of the selection committee for the 
Northwood University Outstanding 
Alumni Achievement Award and the 
Northwood Athletic Hall of Fame.

To support the Warren Mault Honor-
ary Scholarship program administered 
by the University of the Aftermarket 
Foundation, visit UofAFoundation.com, 
or send a check made payable to the Uni-
versity of the Aftermarket Foundation, 
to 7101 Wisconsin Ave., Suite 1300, 
Bethesda, Md. 20814, and indicate that 
the donation is in Mr. Mault’s honor.

Dill Air Controls celebrates 110th anniversary
OXFORD, N.C.

Dill Air Controls Products L.L.C., 
a U.S. manufacturer of TPMS valve 
stems and valve hardware, celebrat-
ed its 110th anniversary in mid-June 
with a carnival-style family day on 
the grounds of its Oxford facility.

Dill was founded in 1909 in Cleve-
land and became a manufacturer of 
valve caps for the Model T and other 
early car models. 

Today Dill employs about 150 
who manufacture products for var-
ious industries, including passenger 
cars, trucks, trailers, aircraft, off-

road, refrigeration and the military.
The Family Day event included 

rides, a photo booth, face painting, 
a classic car show and tours of the 
facility.

The company’s predecessor, Dill 
Manufacturing, began manufac-
turing tire covers for tire valves in 
1915. These covers (known as caps 
today) were used on the Model T 
and eventually other vehicles, the 
company said.

By 1924, Dill produced 4 million 
valve stems and 5.5 million valve 
cores a year as well as several tire 

covers. In 1925, Dill expanded into 
Toronto and, a year later, opened a 
warehouse in Los Angeles.

The company diversi� ed into oth-

er markets and began manufactur-
ing the Dill electric vulcanizer and 
rubber patch repair kits in 1950.

In 1955, Dill began production of 
the rubber snap-in tire valve, the ba-
sic design of which is still used today, 
the company said. 

Eaton Corp. acquired Dill in 1961 
and moved the business to Roxboro, 
N.C., in 1964. The operations be-
came Eaton’s Air Controls Division 
in 1970.

In 2005, the division was sold, 
renamed Dill Air Controls Products 
and relocated to Oxford.

The Dill celebration included a clas-
sic car show.

Guest enjoyed rides during the Dill 
Air Controls Family Day event.

Mault

http://www.doublecointires.com/rewards


   TIRE BUSINESS seeks your help in nominating an independent tire 
dealer or retreader who, during the past year, has made signi�cant 
contributions to the betterment of his or her community through char-
itable or public service work. The person selected as the winner will 
have demonstrated an unsel�sh commitment to the betterment of others.

   Nominations will be judged by an independent committee outside of 
the tire industry. The winner will receive the Tire Dealer Humanitarian 
Award Medal and a $2,500 donation to the charity of his or her choice. 
The award will be presented during the 2019 Tire Industry Association 
convention/SEMA Show Nov. 4, in Las Vegas.

   The award is open to any independent tire dealer or retreader in 
North America, regardless of business size or sales volume. Nominees 
must have an ownership in the business. Self nominations are welcome. 
Nominators are encouraged to renominate candidates if they are not 
past winners. To enter your nominee, complete the online nomination 
form, upload detailed support material and mail as soon as possible.

Support material is important to the nomination and must include:
• A detailed explanation of the charitable organization(s) or public 
service activity(ies) in which the nominee is involved.
• The breadth and depth of the nominee’s involvement in charitable 
and/or public service activities.
• The impact the nominee has had on the charitable and/or public 
service activity.
• Support materials such as newspaper clippings, photographs, 
letters of commendations and previous awards.

Kent Olson
Olson Tire & Auto Service

Wausau, Wisc.

Mark Smith
Midas of Richmond

Richmond, Va.

2017 2018

Nominate an independent tire dealer or retreader 
who is making a difference in his or her community.

Go online to submit your nomination form:
www.tirebusiness.com/humanitarian

                 Entry deadline July 31, 2019

Honoring those who make a difference in their communities.
Please submit your nomination for the Humanitarian Award by July 31.

http://www.tirebusiness.com/humanitarian
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Michelin courting performance 
customers with ‘Track Connect’ tool  
CLERMONT-FERRAND, France 

Group Michelin is offering its 
customers who are serious perfor-
mance enthusiasts the opportunity 
to hone their driving skills through 
Track Connect, a technology it’s 
developed that provides real-time 
feedback to drivers pushing the lim-

it at track days. 
Michelin describes the system — 

available as an aftermarket add-on 
for $499 from Tire Rack and others 
— as like having a “virtual coach” 
to help improve driving skills and 
optimize lap times. 

Track Connect for now is tied to 

the tire maker’s Pilot Sport Cup 2 
Connect tires, which are factory � t-
ted with a sensor that transmits pre-
cise in� ation pressure and tire tem-
peratures. The data are transmitted 
via radio signal to a receptor placed 
in the vehicle, which then transmits 
them to a phone, using Bluetooth, 

Michelin said. 
These data are then processed 

and presented in an “intuitive” way, 
thanks to the interface of the mobile 
application previously installed on 
the Smartphone (iOs and Android). 
There is also the possibility of dis-
playing evolutions in the handling 
of your car — under or oversteer — 
depending on analysis of develop-
ments in pressure balance between 
front and rear tires, Michelin said. 

Michelin is introducing the 
Track Connect system to customers 
through various car clubs, which 
host driving clinics and competitive 
track days. 

The system offers advice before, 
during and after a track day, Miche-
lin said.

• Before: The application recom-
mends the most suitable pressure for 
the vehicle and run conditions: dry 
track, damp track, wet track.

• During: Track Connect gives 
real time information on the pres-
sure and temperature of each of the 
four tires on the vehicle.

• After: The information is stored 
and can be accessed after the ses-
sion. Track Connect then indicates 
the adjustments to make before get-
ting back on the track.

The Pilot Sport Cup 2 is consid-
ered an “ultra-ultra high-perfor-
mance” (UUHP) tire, developed 
in conjunction with prestigious car 
manufacturers, such as Porsche A.G. 
and Ferrari S.p.A., to meet the needs 
of experienced drivers in UHP cars 
who are looking for the ultimate 
performance during track days.

Michelin offers the Pilot Cup 
Sport 2 Connect in 14 sizes rang-
ing from 235/40R18 to P335/25R20, 
designed to � t a diverse range of 
vehicles including Audi, Chevrolet, 
Ferrari, Ford, Mercedes, Porsche 
and Renault.

Michelin’s Track Connect

The Track Connect app shows pres-
sure and temperature data for each 
tire and displays optimal operating 
conditions in green.

http://www.tireco.com


TIRE BUSINESS, July 8, 2019  • 11Visit us on the web at www.tirebusiness.com

Tire Business Special Feature Ultimate Performance TireGuide

Pirelli renews deals with 
Trans Am, SVRA through 2024
ROME, Ga. 

Pirelli Tire North America Inc. 
(PTNA) has renewed and extend-
ed marketing partnerships with the 
Trans Am racing series and with the 
Sportscar Vintage Racing Associa-
tion (SVRA) through 2024. 

The deal with Trans Am Race Co. 
L.L.C. extends Pirelli as the series’ pre-
senting partner and tire supplier, roles it’s 
held since the start of the 2017 season. 

Pirelli also disclosed that it’s begun 
testing 18-inch race tires for the Trans 
Am’s TA class, which may be adopted 
starting in 2020. This would bring the 
cars on the track closer in appearance 
to those on the road, Pirelli said. 

At the same time, Pirelli’s deal with 
the SVRA makes the Pirelli brand the 
“Of�cial Street Tire” of the vintage 
racing organization. Pirelli and the 
SVRA also announced Trans Am and 
the SVRA will share a few weekend 
race events next season as part of their 
“Speed Tour.”

Financial terms of the deals were 
not disclosed. 

“ … (the Trans Am) agreement en-
ables us to reinforce our links with 
iconic American car manufacturers, 
and further enhance the connection 
between road and track with our 
high-technology P Zero products,” 
PTNA CEO Marco Crola said. 

“This same technology is also seen 
in our Pirelli Collezione tires for clas-
sic cars, which combine classic looks 
with modern know-how, underlining 
the importance of the SVRA series to 
our portfolio as well.” 

The Trans Am Series, which dates to 
1966, offers a range of classes covering 
production-based entries all the way up 
to the 850-plus horsepower TA Class 
— which features iconic “pony cars” 
such as the Ford Mustang, Chevy Ca-

maro and Dodge Challenger. 
These relationships complement 

Pirelli’s road-to-track philosophy 
perfectly, the company said, in that 
the lessons learned from competition 
are put into practice on street tires. 

“It’s a pleasure for us to extend the 
partnership with Pirelli, which is an 
extremely popular move among drivers 
and teams as well,” Trans Am Series 
President John Clagett said. “Pirelli is 
an iconic brand that stands for perfor-
mance and style, with a commitment to 
competition and technical excellence 
that �ts in perfectly with our own.”

SVRA President and CEO Tony 
Parella added: “The renewal of the part-
nership with Pirelli is an ideal match for 
SVRA, given our mutual commitment 
to support and promote vintage racing 
by providing our drivers with tires that 
are perfectly suited to the needs of their 
classic cars that are still driven �at-out 
in close competition.”

Southlake, Texas-based SVRA 
touts itself as the “premier” vintage 
racing organization in the U.S. with 
over 2,500 licensed competitors. This 
year it’s staging 13 major race week-
ends at tracks throughout the U.S. 

Pirelli Tire North America of�cals met recently with John Clagett, president, 
Trans Am Series (center), to commemorate their deal extension: (L-R) Frank 
Gunther, head of quality; Danillo Silva, head of manufacturing; Clay Cooper, HR 
director; Ian Coke, chief technical of�cer; Mr. Clagett; Stefano Sbettega, vice 
president, prestige & motorsport; Heather Wilson, motorsport coordinator; and 
Christian Bloom�eld and Ryan Kelly, trackside engineers.

A Powerful new Program to ACCELERATE Profits
With the Maxxis Accelerate program working for you, your business will gain a 
strong competitive edge in a marketplace that rewards value. A brand born of 
performance, Maxxis supports your ability to build profit with a product line  
you can be proud to offer. 

As a Maxxis Accelerate dealer, you will have unlimited access to the support of 
a Global Tire Manufacturing leader. Sign up and accelerate your success today!

www.maxxisaccelerate.com

• Dealer Locator
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Porsche OKs 
Goodyear UUHP 
tire for 911 GT2/3
BRUSSELS 

German sports-car producer Porsche 
A.G. has homologated Goodyear’s 
Eagle F1 SuperSport RS “ultra-ul-
tra-high-performance” tire range for 
use on its 911 GT2 RS and 911 GT3 
RS lightweight street/track cars. 

Goodyear launched the Eagle F1 Su-
perSport at the Geneva Auto Salon in 
February, stating this marks the tire mak-
er’s return to the “supercar” segment. 

The homologation does not indi-
cate an OE �tment, per se, but instead 
means Porsche will be offering “N0”-
marked Eagle F1 SuperSport RS tires 
through its dealer network in Europe 
to owners seeking performance and 
steering precision in dry conditions.

The homologation covers sizes 
265/35 ZR 20 (99Y) XL and 325/30 
ZR 21 (108Y) XL, Goodyear said, for 
the front and rear �tment on the 700 
horsepower, rear-wheel-drive GT2 and 
GT3 RS models. 

“In development of the SuperSport 
RS we have leveraged our talented 
engineering teams and world-class 
development facilities to produce a 
world-beating UUHP tire,” Nick Har-
ley, managing director of Goodyear 
OE in the EMEA region, said. 

http://www.maxxisaccelerate.com
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Yokohama 
adding ‘Fleva’ 
to Advan UHP 
tire lineup 
SANTA ANA, Calif. 

Yokohama Tire Corp. is expand-
ing its Advan ultra-high-perfor-
mance tire line with the Fleva V701, 
a V- and W-speed-rated summer tire 
targeted at car owners looking to “el-
evate” their driving experience. 

Available in the U.S. in 67 sizes 
covering 15- to 20-inch rim diame-
ters, the Fleva V701 offers “superb” 
wet and dry braking, crisp handling 
and a quiet ride, Yokohama said. 

The Fleva — which has been avail-
able in Asia and Europe prior to this 
— is positioned as a “fun to drive” 
tire, much like the S.drive. Among 
the targeted vehicles are sport coupes 
and sedans, such as the Volkswagen 
GTi, Subaru WRX, etc.

According to Duane Sampson, Yo-
kohama product marketing manager, 
the tire features silica-infused com-
pounds combined with tread features 
engineered to provide con� dence in 
both wet and dry conditions while 
keeping road noise to a minimum. 

Other features include: 
• Jagged circumferential grooves 

that resist hydroplaning for shorter 
stops;

• Solid outside ribs that increase 
block stiffness for high-speed stability; 

• “Drop point” grooves that re-
move water from under the tread for 
lateral grip in the wet; and 

• An “offset” directional tread 
pattern that increases stability and 
reduces pattern noise.

The Fleva is one of six Advan 
UHP tires available in the U.S. 
The others are Advan A052; Neova 
AD08R; Sport V105; Sport ZPS; and 
Sport A/S. 

Advan Fleva

Apollo launches Vredestein-brand all-weather UHP tire
BADEN-BADEN, Germany 

Apollo Vredestein B.V. has launched 
a Vredestein-brand tire line it’s call-
ing the � rst all-weather tire designed 
for the ultra-high-performance (UHP) 
segment.

The Quatrac Pro tire will strength-
en the company’s position in the Eu-
ropean all-season segment, of� cials 
said at a press launch near Baden-
Baden.

Available initially in 50 sizes cov-
ering 17- to 21-inch rim diameters, 
the tire offers an “advanced level” of 
handling and braking performance 

in both dry and wet conditions, 
Apollo Vredestein said. 

The company, a subsidiary of In-
dia’s Apollo Tyres Ltd., launched 
the line to North American con-
sumers in May. The tire is aimed 
at high-horsepower premium SUVs 
and sedans, like the BMW X6, 
Porsche Cayenne and Audi Q7. 

Compared with its predecessor, 
the Quatrac 5, Apollo Vredestein 
claims the new model provides more 
than 10% better wet grip and 5% bet-
ter snow handling. The tire carries 
the European snow� ake symbol, in-
dicating compliance with European 

Union winter tire regulations.
Features include wider longitu-

dinal grooves combined with 
diverging grooves in the 
shoulder for enhanced 
water-evacuation during 
high-speed driving on 
wet roads.

The tire compound 
has a high silica- and 
resin-content, which 
ensures “excellent” 
traction on wet and 
snowy roads, Apollo 
Vredestein said.

Of the tire’s 50 sizes, 

29 will be Y-speed rated (for sustained 
speeds up to 180 mph). 

Apollo Vredestein add-
ed that 14 sizes would 
be “absolutely unique” 
in the all-season seg-
ment, including the 
315/35 R20 � tted on 
a BMW X5 (rear 
wheel).

“The introduction 
of the Quatrac Pro 
allows Vredestein 
to take a leading po-
sition in the all-sea-
son segment, with 

the most number of sizes available 
on the European market,” the com-
pany said. 

Apollo Vredestein is producing 
the larger sizes (19-inch rim diam-
eters and larger) of the new tire at 
its plant in Enschede, Netherlands, 
and the smaller sizes at its plant in 
Gyonghyoshalasz, Hungary, with 
some overlap.  

The Quatrac 5 will continue to 
serve as the all-weather tire in the 
smaller size range. 

Apollo is represented in North 
America by Apollo Vredestein North 
America in Atlanta. 

European Rubber Journal

Quatrac Pro

Features include wider longitu-
dinal grooves combined with 
diverging grooves in the 
shoulder for enhanced 
water-evacuation during 
high-speed driving on 

The tire compound 
has a high silica- and 
resin-content, which 
ensures “excellent” 
traction on wet and 
snowy roads, Apollo 

speeds up to 180 mph). 
Apollo Vredestein add-
ed that 14 sizes would 
be “absolutely unique” 
in the all-season seg-
ment, including the 
315/35 R20 � tted on 
a BMW X5 (rear 
wheel).

“The introduction 
of the Quatrac Pro 
allows Vredestein 
to take a leading po-
sition in the all-sea-
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summer road trips or off-road adventures, 
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Dealers say UHP market is strong
By Jennifer Karpus-Romain

tire business@crain.com

The ultra-high-performance  
(UHP) tire segment continues 
to hold its place in the market, 

despite the decline in sales of sedans 
and rising demand in North America 
for light trucks, SUVs and CUVs. 

While some dealers are seeing 
more sales than others, they agree the 
success of UHP tires is tied to their 
position as original equipment, in-
cluding �tments on SUVs and CUVs. 

“The UHP market has been good 
with the increase in demand for 
SUVs and CUVs,” Greg Lopez, own-

er of Denver-based The Tire Store, 
said. “And many are equipped with 
larger diameter wheels and tires.”

Jay Baxter, president at Delaware 
Tire Centers Inc., said: “UHP sales 
have been growing, and we have 
also been focusing more of our mar-
keting resources to attracting these 
customers.” 

Delaware Tire operates two loca-
tions in Delaware and one in Mary-
land.

“We are more of a UHP area be-
ing in the heart of West Los Ange-
les,” Tom Eisenberg, owner/operator 

of Los Angeles-based West Coast 
Tire & Service, said. “We work on a 
majority of higher-end cars that are 
usually leased.  

“So, for us, the UHP market has 
steady growth.

“These days more and more OE 
�tments are lower pro�le and sport-
ier tires,” he added, “so the UHP 
market grows each year with newer 
models.”

In Texas, Tom Ceniglis Jr., owner 
of Abilene-based Tom’s Tire Pros, 
said: “In our particular market, we 
are seeing that the majority of OE �t-
ments on cars are UHP �tments. 

“That being H-rated and up, 
where we used to see more S- and T- 
rated tires. So, in that regard, we feel 
as though this segment is growing 
somewhat, but not near at the pace 

where it was 10 years ago.”
Although UHP tires are popular 

as OE on vehicles, not all consumers 
know that.

“It’s a mixed bag, not sure of the 
percentage, but a lot of customers 
don’t even realize they have UHP 
on their car,” Kim Sigman, partner/
general manager at Community Tire 
Pros in Arizona, said. 

“And some do and want to make 

sure the performance on the replace-
ment tires is the same or better.”

West Coast Tire’s Mr. Eisenberg 
agreed.

“A majority of our clients’ cars come 
stocked with UHP — so we tend not to 
switch toward anything else.”

Most of the customers coming to 
the shop for UHP tires are looking 
for replacement.  

“I think the majority of these cus-

tomers come in not understanding 
what a UHP tire is, and it’s our job 
to educate them on the differences 
and why the tire is needed for the 
vehicle,” Mr. Baxter said.

“For the customers who ask for 
them — they normally come in pre-
pared and have a brand preference 
along with price expectation.”

This is what other dealers are see-
ing as well. Mr. Lopez said typically 
customers are not coming in asking 
speci�cally for UHP tires. 

Delaware Tire’s Mr. Baxter noted 
that “knowledge helps sell UHP.”

“We spend a good amount of time 
with our salespeople training on the 

features and bene�ts of UHP tires. 
If we can be the expert, the consum-
er will have a higher level of con�-
dence buying from us. 

“With that being said, most con-
sumers lean toward price intersecting 
with safety and performance,” he said.

He added that UHP tire sales have 
increased around 6% to 8% over �ve 
years ago.

Mr. Ceniglis said he has seen a 
lot of changes in UHP tires over the 
past 10 years, but not as much over 
the past �ve years. 

“Current UHP sales are down from 
�ve years ago,” Mr. Lopez added.

SEE UHP, PAGE 15

Lopez

Eisenberg

‘The UHP market has been good with the 
increase in demand for SUVs and CUVs.’ 

Greg Lopez, owner of Denver-based The Tire Store.

http://www.federaltire.com
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in my area due to online competi-
tion,” he said.

“The ability to buy tires online is 
easier than ever, the market share is 
declining very quickly. I kind of saw 
that coming though when Tire Rack 
became so popular, then ATD (Amer-
ican Tire Distributors Inc.) started 
TireBuyer and all the manufacturers 
now sell direct to consumers.”

Mr. Eisenberg said he expects to fo-
cus on service and repairs in the next 
�ve years or so and become more of 
an install center for customers who 
get their tires shipped to the store. 

“I believe UHP tires will remain 
relevant in the near future and de�-
nitely have a strong position in the 
tire market,” Mr. Ceniglis said.

“But who knows what will hap-
pen in the tire business over the 

even next �ve years: possibly airless 
wheel-and-tire assemblies (which 
will more than likely be UHP)?”

One increasingly common dis-
cussion in the industry is how the 
growth of the light truck tire market 
affects the UHP market. 

Mr. Lopez thinks there is a place 
for both light truck and UHP tires.

“The consumer wants the perfor-
mance from their SUVs as well, e.g. 
the Cadillac Escalade with its 22-
inch OE size,” he said.

Mr. Baxter said he is seeing simi-
lar trends.

 “There is a transition where custom-
ers have migrated from performance 
sedans into performance SUV/CUV 
and light truck vehicles,” he said.

“They like the extra comfort and 
space these vehicles afford, not 

to mention more �exibility while 
maintaining a high level of power 
and performance.”

Mr. Ceniglis said  he sees both sec-
tors having their place in the overall 
market, but more growth in light truck 

in his area. 
“Where we are seeing growth in our 

market is in all-terrain and off-road tires 
for light trucks and SUVs,” he said.

“More are coming OE with 
all-terrain P-metric tires and the 
ones coming with all-season tires 
are oftentimes getting re�tted with 
all-terrain or even off-road tires.”

“The UHP tire segment de�nite-
ly has its place in this business, es-
pecially in urban areas. But in rural 
areas and Main Street USA the light 
truck tire segment is going to grow 
the fastest, in my opinion,” he added.

With the ability for UHP tires to 
be on SUVs and CUVs, it will con-
tinue to have its place in the market.

“The UHP segment will always 
be relevant,” Mr. Eisenberg said.

 “My SUV has UHP tires on it.”  
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Community Tire Pros’ Mr. Sig-
man has seen the opposite, saying 
UHP tire sales have increased.

Overall, dealers �nd customers care 
about the performance of their tires.

“To me the most important fea-
ture of a UHP tire is performance,” 
Mr. Ceniglis said. “That’s why it is 
called a UHP tire.”

Mr. Sigman agreed.
“It has to be performance, be-

cause in most cases they are more 
money than non-UHP and get fewer 
miles,” he said.

“In a lot of cases when a consum-
er is replacing OE UHP tires, they 
would prefer to spend less money 
and get better mileage by putting a 
lower-performance rated tire back 
on the vehicle. But this is not safe 
for the consumer, so any legitimate 
tire retailer will not do it.”   

Yet, some dealers are seeing price 
being a factor. 

“Price is generally the �rst thing 
the consumer looks for and then 
treadwear next,” Mr. Lopez said.

“Performance is usually a given.”
Several dealers told Tire Business 

they expect growth in this segment, 
in part due to their increasing use as 
OE �tments. 

“I think the UHP market offers 
a good growth opportunity with 
the consumer for their desire for the 
‘look’ of plus sizing,” Mr. Lopez said.

Mr. Sigman shared a similar sen-
timent.

“If the OE trend continues then 

they will be a larger segment of the 
aftermarket,” he said.

“We expect UHP tires to grow a 
bit more due to so many common 
OE �tments carrying UHP tires and 
that these �tments tend to have bet-
ter traction and handling but lower 
wear life,” Mr. Baxter said.

“We have also seen an improve-
ment in the product quality in (Tier) 
2 and 3, and we are now able to offer 
our customers different price points 
and value propositions. 

“We also expect dealers and on-
line purchases to continue to be 
competitive — one for convenience, 
the other for price.”

While UHP has a place in the tire 
market, dealers are seeing varying 
trends affecting their UHP business. 

“We plan to continue improving 
our UHP sales, but our company 
also continues to focus on aftermar-
ket tire and wheels and accessories 
as a growth area, as well as regular 
interval services,” Mr. Baxter said.

Mr. Eisenberg also noted online 
competition factors into his UHP 
and overall tire sales.

“Tire sales are steadily declining 

CONTINUED FROM PAGE 13
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Hankook Ventus S1 UHP tire wins Red Dot Award 
PORTOROZ, Slovenia

Hankook Tire Co. Ltd.’s Ventus 
S1 evo 3 tire recently received the 
Red Dot Award: Product Design 
2019, for high design quality.

Hankook rolled out the third gener-
ation of its top-of-the-line ultra-high 
performance (UHP) tire, earlier this 
year in Europe, but it is not expect-
ed to debut in North America until 
2020.

“We are delighted to be honored 
again at the Red Dot Design Award. 
With the addition of Ventus S1 evo 3 
this year, following previous year’s 
multiple wins from the Red Dot 
Award, Hankook Tire will continue 
the journey to promote our excel-

lence in product design and further 
strengthen our premium brand asset 
around the globe,” Hankook Tire’s 
Hyun Bum Cho said.

The Red Dot Award: Product De-
sign evaluates the designs of some 
of the best products developed every 
year. Its motto is: “In search of good 
design and innovation.”

The criteria for selecting winners 
of the award include degree of inno-
vation, functionality, durability and 
ecological compatibility. Selected 
products are comprehensively eval-
uated on the basis of high design 
quality.

Developed at Hankook’s Europe-
an development center in Hanover, 

Germany, the new tire is made pri-
marily at the company’s 11-year-old 
plant in Rácalmás, Hungary, the 
company said.

At a press event in Portorož to an-
nounce its debut, company of�cials 
said the tire offered improvements 
over the Ventus S1 evo 2 in wet grip, 
handling/steering and rolling resis-
tance, while maintaining the wear 
properties of its predecessor.

The new Hankook �agship tire 
initially is being offered in the Euro-
pean market in 72 versions covering 
17- to 22-inch rim diameters. Tread 
widths will range from 205mm to 
315mm.

Driving characteristics of the Ven-
tus S1 evo 3 have been “optimized” 
for wet and dry roads by using 
“high-performance natural resins” in 
the tread compound, Hankook said. 

This, it said, “not only increases 
the grip level at the peak of perfor-
mance output, the tire also remains 
at this grip level across a signi�cantly 
larger range of temperatures, result-
ing in a very wide threshold range.”

A high-grip full-silica tread com-
pound and a special mixing technol-
ogy were used to enhance distribu-
tion of polymers and �llers in the 
tread compound.

“This results in a clear improve-
ment in brake performance in the 
wet as well as in reducing rolling 
resistance,” the Korean tire maker 
stated.

Meanwhile, a new type of side-
wall compound is said to further 
lower the rolling resistance of the 
Ventus S1 evo 3 by at least an addi-
tional 2.5%.

Driving-stability and wear prop-
erties also have been enhanced via a 
0-degree aramid composite cap ply. 
Hankook said this reduces growth in 
rolling circumference at high speeds 
by up to 60% versus traditional lin-
ear polyamide-based fabrics.

According to Hankook, the rein-
forcement technology gives the tire 
signi�cantly better driving stability 
and a longer life thanks to lower 
heat generation.

The S1 evo 3 is available in an 
adapted version for SUVs with a 
two-ply rayon carcass.

A number of versions already 
have received OE approval from 
German car makers for their latest 
models, Hankook said. 

The tire likely will show up in 
North America next year as OE �t-
ments on imported European mod-
els, Hankook Tire America said.

Hankook has received several 
honors from the Red Dot Award 
since 2001. 

Its studless winter tire I FIT and 
its Dyna SYNC tire were recog-
nized for the Red Dot Award in 2017 
and 2016 respectively. 

Hankook’s Ventus S1 evo 3 earned a Red Dot Award for product design.

Hankook Ventus S1 evo3

http://www.falkentire.com
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%  Autonomous bead breaking & demounting performed without operator

% Eliminate experience gap between techs

% Simplify training

U.S., Canadian tire makers mull regulatory issues
TORONTO 

U.S. and Canadian tire makers face multiple 
challenges on the regulatory front, and it is in-
cumbent on them to know their responsibilities 
under the law.

This was the message three speakers delivered 
at “Driving to the Future,” the 2019 Tire & Rub-
ber Summit held June 12 in Toronto by the Tire 
and Rubber Association of Canada (TRAC).

North American tire makers must deal with 
the Canadian Chemicals Management Plan 
(CMP) and the Toxic Substances Control Act 
(TSCA) in the U.S., according to Sarah Am-
ick, vice president for environmental, health, 
safety and sustainability at the U.S. Tire Man-
ufacturers Association (USTMA).

In place since 2006, the CMP is under the 
aegis of two Canadian ministries, according 
to Ms. Amick — Environment and Climate 
Change Canada and Health Canada.

The goal of the CMP is to evaluate and manage 
substances deemed to be toxic, with some 4,300 
substances to be evaluated by 2021, Ms. Amick 
said. The Phase III list, containing some 1,500 
chemicals  including several substances import-
ant to the tire industry, is being assessed, she said.

The CMP’s draft screening assessment of 
zinc began in April and is due sometime in 
September, and a draft screening assessment 
for benzothiazoles is set to begin in October, 
with completion by March 2020, she said. 

A �nal screening assessment of tetrameth-
ylthiuram disul�de (TMTD) is this summer, 
she said.

The TSCA is the primary federal chemical 
management law in the U.S., according to Ms. 
Amick. An updated version of the regulation 
passed in Congress with bipartisan support in 

2016, and the U.S. Environmental Protection 
Agency (EPA) continues to work on implemen-
tation, she said.

Under the TSCA, she said, the EPA des-
ignates chemicals as being either low or high 
priority for risk assessment; evaluates those in 
the latter category; and imposes restrictions on 
those determined to present an unreasonable 
risk to human health. 

Several substances used in tire manufac-
turing, including formaldehyde and 1,3-buta-
diene, are being evaluated under the TSCA, 
according to Ms. Amick.

The USTMA is responding to these and oth-
er TSCA challenges, she said, by:

• Educating the EPA about tire manufacturing 
and the materials used to make tires;

• Working with other chemical user associ-
ations;

• Working directly with chemical manufac-
turers; and

• Providing data to the EPA about tire materials.
Tire manufacturers also face challenges 

from state regulations, especially in Califor-

nia, according to Ms. Amick.
The USTMA has had to advocate for the 

industry in the case of California stormwater 
laws, she said. Because California municipali-
ties cannot meet their stormwater permit limits 
for zinc, the state has tried to reduce zinc con-
tent in tires under its Green Chemistry law — a 
move that would be both totally ineffective and 
ruinous to tire makers, she said.

On the trade front, the Canada Border Ser-
vices Agency (CBSA) has had its “Trusted 
Trader” program in place since December 
2001, according to Michael Sherbo, director of 
appeals at Dominion Customs Consultants.

The Trusted Trader program, Mr. Sherbo said, 
provides a simpli�ed, expedited clearance pro-
cess for approved importers and carriers who 
ship eligible goods from the U.S. and Mexico.

“Importers can use their own business sys-
tems and processes, which must meet CBSA 
requirements, to account for the imported 
goods and report and remit payment of duties 
and taxes once a month through their own �-
nancial institutions,” he said.

Trusted Traders enjoy reduced scrutiny at the 
Canadian border; access to FAST (Free and Se-
cure Trade) lanes if they use registered drivers to 
transport goods; and various other programs, in-
cluding an expedited clearance option for carriers 
and enhanced accounting and compliance proce-
dures for importers, according to Mr. Sherbo.

Canada also is implementing the CBSA As-
sessment and Revenue Management (CARM) 
project to streamline and simplify the import-
ing process, Mr. Sherbo said.

Once fully implemented, CARM will provide 
a modern interface for importing goods into 
Canada; improve consistency and reduce costs; 
and give importers self-service access to their 
own information via a web portal. 

“Under the future CARM environment, you 
will be able to manage your Trusted Trader 
programs and registration status,” he said.

The �rst release of CARM functionality, in 
fall 2020, will provide Trusted Traders with 
new tools, including the web portal and online 
invoicing and payments, he added. Additional 
CARM functionality is due out with the second 
release in spring 2021.

Canada, like the U.S., is in the process of 
developing minimum tire-fuel-ef�ciency stan-
dards for replacement passenger tires, accord-
ing to Pierrette LeBlanc, senior engineer within 
the Of�ce of Energy Ef�ciency for Natural Re-
sources Canada.

Such standards would be enacted under Cana-
da’s Energy Ef�ciency Act, which has been in ef-
fect since 1992, and were part of the Pan-Canadian 
Framework for Clean Growth and Climate Change 
and Budget for 2017-2018, Ms. LeBlanc said.

“A 10% improvement in rolling resistance 
can lead to a 1% to 2% increase in fuel econo-
my,” she said.

There is no regulatory requirement for testing 
replacement tire fuel ef�ciency in Canada, al-
though the European Union has had one in place 
since November 2018, according to Ms. LeBlanc.

The U.S., through the National Highway Traf-
�c Safety Administration (NHTSA), had a notice 
of proposed rulemaking on tire fuel-ef�ciency 
testing as early as 2009, two years before Natu-
ral Resources Canada �rst consulted with stake-
holders about a fuel ef�ciency standard, she said. 

NRCanada proceeded with a market analy-
sis in 2018 and a cost-bene�t analysis this year.

Canada is working toward harmonizing a 
fuel-ef�ciency standard with the U.S., but the 
rulemaking there has been delayed, she added. 
NHTSA has a new timeline of March 2020 to 
publish a proposed standard, she said.

By Miles Moore
mmoore@crain.com

Pierrette LeBlanc, senior engineer, Of�ce of En-
ergy Ef�ciency, Natural Resources Canada (left), 
and Sarah Amick, vice president, environmental, 
health, safety and sustainability, U.S. Tire Manu-
facturers Association.

http://www.hunter.com
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Industry grapples with raw materials challenges
TORONTO 

Raw materials suppliers face var-
ious challenges in providing tire 
makers with the quality and quantity 
of materials they need, but they are 
more than prepared to meet those 
challenges.

This was the message representa-
tives from three raw materials sec-
tors — carbon black, natural rubber 
and synthetic rubber — had for at-
tendees at “Driving to the Future,” 
the 2019 Tire & Rubber Summit 
sponsored by the Tire and Rubber 
Association of Canada.

The carbon black industry is almost 
unrecognizable from the time carbon 
black was � rst invented in 1891, ac-
cording to Robert Rist, regional direc-
tor, product management, reinforce-
ment materials at Cabot Corp.

“The early process was very dan-
gerous, and not very sustainable,” 
Mr. Rist said. However, both safety 
and quality grew exponentially, es-
pecially after carbon black was � rst 
added to tires in 1912. That addition, 
Mr. Rist said, increased tire life by 
10,000 miles.

Now, there are more than 40 grades 
of carbon black, each offering differ-
ent levels of performance to tire ap-
plications, he said.

Better treadwear, lower rolling re-
sistance, improved processing, lower 
capital expenditures, reduced waste 
and a lower carbon dioxide footprint 
are only some of the advantages car-
bon black offers to tire makers, he said.

However, environmental regula-
tions, impacts on feedstocks and sup-
ply/demand dynamics are all putting 
pressure on carbon black manufac-
turers, he said.

Consent decrees for environmen-
tal cleanup between the U.S. Envi-
ronmental Protection Agency and 
carbon black manufacturers have 
diverted funds from industry expan-

sion, according to Mr. Rist. 
Canada’s carbon dioxide emis-

sions tax program under the Paris 
Accord also will affect carbon black 

makers, as well as Ontario’s pend-
ing limits on sulfur-dioxide emis-
sions, he said.

Carbon black has three major 
feedstocks, according to Mr. Rist: 
decant oil, ethylene cracker residue 
and coal tar. There are environ-
mental and cost pressures on each, 
he said, and the International Mar-
itime Association’s MARPOL 2020 
agreement, sharply cutting sulfur 
limits on fuel oil for tankers, prom-
ises to raise prices for decant oil.

While fuel oil isn’t a feedstock 
for carbon black, he said, MARPOL 
2020 will affect the differentials be-
tween fuel and decant oil. 

The consequence of all this is 
plain, he said: “Tire investment is 
outpacing that of the carbon black 
industry.” 

Seven new tire plants have either 
opened or are about to open in North 
America, with no parallel increase 
in carbon black capacity, he said.

The U.S. carbon black industry 
is operating at 90% capacity with 
no new capacity coming online, he 
said.

Despite the major investments 
needed to keep up with environmen-

tal challenges, the carbon black in-
dustry is primed for innovation in its 
materials, manufacturing and busi-
ness model, according to Mr. Rist.

“Cabot is committed to partner-
ing in innovation for meeting chal-
lenges of performance and sustain-
ability,” he said.

Natural rubber is obviously a vital 
component in a wide range of house-
hold, industrial, transportation and 
medical goods, according to Dennis 
Corson, senior vice president, sales 
and operations at Alan L. Grant 
Polymer.

“Two-thirds of natural rubber 
goes to tires, but many other appli-
cations wouldn’t be possible without 
it,” Mr. Corson said.

This makes the ebb and � ow of 
NR supply and demand especially 
problematic for manufacturers and 
consumers dependent on the mate-
rial, he said.

NR prices reached $6 per kilo-
gram in 2010, prompting growers 
to plant rubber trees, according to 

Mr. Corson. Five to seven years lat-
er, the trees matured, creating an 
oversupply without a corresponding 
increase in demand, he said.

Sagging prices have been a di-
saster for NR smallholders, who 

produce 90% of the world’s rubber, 
according to Mr. Corson. 

There are 1.5 million smallhold-
ers in Indonesia alone, he said. The 
average smallholder in Indone-
sia has a � ve-acre plot of land and 
makes $69 a month versus the av-
erage Indonesian monthly wage of 
$161, he said.

“The natural rubber price envi-
ronment is unsustainable,” he said. 
“Prices have reached a 10-year low 
and are 40% below the 10-year av-
erage.”

Under these circumstances, many 
NR smallholders are turning to oth-
er crops, such as cassava or palm, or 
leaving farming altogether, he said.

Mr. Corson said global NR supply 
will grow slowly to 14.8 million met-
ric tons in 2021 from 14.3 million in 
2019.

NR demand will equal supply in 
those years and the upward trajec-
tory of demand shows little sign of 
slowing down, he said.

“New planting is not suf� cient to 
meet increasing demand,” Mr. Cor-
son said. “Sooner or later there will 
be a shortage.”

Meanwhile, global GDP growth 
in 2020 is projected at 3.6%, he said. 
China has a $1.6 trillion infrastruc-
ture plan in the works and Germany 
has one worth $325 billion, he said.

“I hope the U.S. will get it together 
to � x its roads and bridges,” he said.

Ride-sharing and mobility-as-a-ser-
vice are resulting in more miles driv-
en and a greater need for replace-
ment tires and parts, according to 
Mr. Corson. 

Also, demand for NR sustain-
ability and transparency are chang-
ing the supply chain for NR irrevo-
cably, he said.

“Price and performance are not 
enough anymore,” he said. “There is 
a demand for responsibly produced 
materials.

“Supply disruption is a concern 

due to low prices and a slow replant-
ing rate,” Mr. Corson said. “We 
must make sure farmers are ade-
quately compensated.”

Nearly one-quarter of a new tire 
by weight is synthetic rubber, and 
styrene-butadiene rubber (SBR) is 
one of the major synthetic rubbers 
in tire manufacturing, according to 
Karthina Kizhakke Vellate, senior 
procurement analyst at Beroe Inc.

Seventy percent of SBR produc-
tion goes to tire and automotive ap-
plications, according to Ms. Vellate. 
Nevertheless, the SBR market is over-
supplied, with capacity exceeding de-
mand by nearly 2 million metric tons 
and a compound annual growth rate 

of 2% to 3%, Ms. Vellate said.
Butadiene remains the driving 

factor behind the SBR market, she 
said. The feedstock represents 5% 
of the co-products by volume from 
naphtha cracking, but SBR has com-
petition for the butadiene supply 
from ABS and NBR, she said.

“Butadiene producers decreased 
their dependence on SBR and took 
advantage of the tight supply scenar-
io as demand from ABS and NBR 
grew in 2016 and 2017,” she said. 

Price volatility has been rampant 
in the butadiene market, according to 
Ms. Vellate. 

“The butadiene market looks over-
supplied, but it’s not,” she said.

Tires, some day, could be 
made with recycled plastics
COLOGNE, Germany 

Recycled styrene from plastic waste streams 
has the capability to be upcycled into 
raw materials for tires, according to 
Sandra Hofmann, global technology and 
innovation director, synthetic rubber, 
Trinseo S.A.

“The question (in the tire industry) is 
how to transform from a linear produc-
tion model to something which enables 
the circular economy,” Ms. Hofmann 
said during a presentation at the Future 
Tire Conference 2019, held June 11-12 
in Cologne.

Polystyrene, according to Ms. Hofmann, has 
“a very unique feature” in that it can be readily 
depolymerized to its styrene monomer.

Around 800,000 metric tons of virgin poly-
styrene materials are produced in Europe each 
year, Ms. Hofmann said, noting that the Euro-
pean Plastics Strategy will require that 60% of 
the region’s plastics packaging be recycled by 
2030. That, she said, would generate “a lot of 

feedstock” for the various applications.
“We have a stream of recycled styrene which 

can go to packaging or, in my view, be upcycled as 
feedstock for making tires and SSBR (solution-sty-

rene butadiene rubber),” she added.
The Styrenics Circular Solutions 

(SCS) consortium, a joint industry ini-
tiative launched by polystyrene manu-
facturers, is studying the chemical recy-
cling of polystyrenes in North America. 
Ms. Hofmann noted that the industry 
platform, via a joint venture partnership 
called North America Styrenics, suc-
cessfully has proved that polystyrene 
can be recycled.

In North America, Ms. Hofmann said, “we are 
working together with a company that is active in 
chemical recycling of polystyrene and are at the 
moment at a pilot scale of 10 tons a day of styrene.”

SCS also is establishing another asset with 
the capacity of 50 tons per day in Europe.

A demo plant for recycling styrenic waste is 
expected to be launched by late 2021 and scaled 
up in line with the European Union Plastics 
Strategy through to 2025, Ms. Hofmann said.

By Shahrzad Pourriahi
European Rubber Journal

World natural rubber production 
falls in � rst quarter of 2019
KUALA LUMPUR, Malaysia

World production of natural rubber stood 
at 2.99 million metric tons in the � rst quar-
ter of 2019, down 5.2% from the 3.15 mil-
lion tons reported in the same period in 
2018, according to the Association of Natu-
ral Rubber Producing Countries (ANRPC).

A long winter season and low prices in 
some countries helped cause the decrease, 
ANRPC Secretary General Nguyen Ngoc 
Bich said in the March 2019 issue of 
the ANRPC newsletter, Natural 
Rubber Trends & Statistics.

“The new leaf fall disease 
in South Sumatra might also 
have contributed to the drop,” 
Mr. Nguyen wrote in a letter 
at the beginning of the report.

World consumption of NR 
also fell, but much less, accord-
ing to the ANRPC. Consumption 
fell 0.4% in the � rst quarter, to 3.38 
million tons from 3.39 million the year 
before.

NR prices increased somewhat in the � rst 
three months of 2019 and now hover around 
$1.45 per kilogram, according to Mr. Nguyen. 

On the other hand, concerns over 
U.S.-China trade negotiations have created 
global uncertainty that soon could translate 
into volatility in the NR market, Mr. Nguy-

en said. Price increases for NR 
did not match those in the 
crude oil market, he said.

Production during the quar-
ter fell 17.6% in Thailand, the 

world’s largest NR producer, ac-
cording to the report. Production 

there was 1.02 million tons, down from 
1.24 million.

Malaysia, however, saw a 13.6% increase 
in production, to 187,000 tons from 165,000. 
Other big percentage increases were in Cam-
bodia (up 36.8%) and Vietnam (up 15.9%).

Although NR demand in China rose only 
0.5% in the third quarter, it still accounted for 
nearly 40% of world demand, at 1.33 million 
tons, the ANRPC said.

By Miles Moore
mmoore@crain.com

Karthina Kizhakke Vellate, senior 
procurement analyst, Beroe Inc.

Dennis Corson, senior vice presi-
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terials, North America, Cabot Corp.
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Polystyrene granules (right) may soon be a material used in tires.
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ONTHEMOVE

Kenda taps Schussler, 
Alari as sales managers
REYNOLDSBURG, Ohio

Kenda Tire USA Inc. has hired 
David Alari and Rob Schussler as 
sales managers covering the west-
ern and eastern regions, respectively, 
overseeing business in both consum-
er (passenger, light truck and SUV) 
and specialty tire categories for sales 
to the dealer and distributor channels.

Both men also will be responsi-
ble for growing the Kenda Traction 
program with Kenda’s authorized 
distributors, and both will report to 
Vice President of Automotive Bran-
don Stotsenburg. 

According to Kenda, Mr. Alari pre-
viously worked for Mickey Thompson 
Tires for nine years, managing the 
North American market.

Mr. Schussler previously worked 
for Cooper Tire & Rubber Co. for 
eight years in similar roles and with 
other consumer products companies.

Falken names Klimm 
to commercial post 
RANCHO CUCAMONGA, Calif.

Falken Tire Corp. has promoted Bob 
Klimm to director of sales, commercial 
division, responsible for guiding the 
growth of Falken’s truck and bus radial 

business in North 
America. 

Mr. Klimm, a 
Falken tire employ-
ee since 2009, has 
been TBR division 
director since June 
2015 when Falken 
created the com-
mercial division. 

Falken’s com-
mercial business 

has expanded “signi�cantly” in the 
past four years under Mr. Klimm’s 
leadership, Falken said, allowing 
the business to reach new customers 
and gain market share. 

Darren Thomas, senior vice pres-
ident, sales and marketing, said 
Mr. Klimm has “played an incred-
ibly important role in Falken’s TBR 
channel and product strategy, and 
his dedication to our product and 

serving our many customers make 
this appointment an easy one.”

Mr. Klimm’s 38 years in the in-
dustry include time spent with TCi 
Tire Centers Inc., Treadways Corp. 
and Continental/General Tire. 

CEAT hires Acosta for 
LATAM position
CHARLOTTE, N.C.

Carlos Acosta has joined CEAT 
Specialty Tires Inc. as business devel-
opment manager for Central America, 
Mexico and the Caribbean.

Mr. Acosta, who has a 28-year ca-
reer in the tire industry, previously 
worked as Latin American sales man-
ager for Taray International Corp., 
handling sales of agricultural, off-
road, industrial and other tire types.

CEAT began marketing and sell-
ing a comprehensive line of radial 

and bias ag tires 
in North Ameri-
ca in 2017.

“We’ve made 
rapid progress 
in North Amer-
ica and adding 
Carlos Acosta 
to the team will 
help us expand 
our distribution 
footprint to the 

south,” CEAT General Manager Ta-
rang Srivastava said. “He has excel-
lent experience in ag and OTR tires, 
along with a proven track record in 
helping his customers achieve their 
business goals.”

 In the specialty segment, CEAT 
manufactures farm, port, mining and 
earthmover, industrial and construc-
tion equipment tires, as well as spe-
cial application off-road tires.Alari Schussler

Klimm Acosta
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with a live Q&A.

Not available July 25?   Don’t worry. 
Register now and we’ll send you the replay link to watch at your convenience.
www.tirebusiness.com/live/autoservice 

2019 Exclusive Sponsor

Schrader
TPMS Solutions

Rio Tinto’s 
new alloy 
aims to cut 
wheel weight

LONDON
Rio Tinto Group has devel-

oped an aluminum alloy it claims 
can be used to cut the weight of 
vehicle wheels by as much as 7% 
while retaining the same strength 
characteristics. 

London-based Rio Tinto — 
one of the world’s largest pro-
cessors of aluminum ore — is 
calling the new product “Revolu-
tion-Al” and said it’s part of its 
high-strength 3xx Series Alloys.

Tolga Egrilmezer, vice presi-
dent of sales and marketing, called 
Revolution-Al a “clear example” 
of how Rio Tinto aims to deliver 
responsible solutions to its custom-
ers and the whole manufacturing 
ecosystem. 

“Our new wheel alloy is stron-
ger, allowing designers to make 
a lighter wheel, which, in turn, 
can make cars safer and more 
appealing to end consumers, in 
addition to having reduced CO2
emissions,” he said. 

Rio Tinto claims the new prod-
ucts can provide: 
y Wheel design improvement 

opportunities to enhance visual 
appearance, tire performance, ve-
hicle handling and maneuverabil-
ity as well as reduce CO2 emis-
sions and tire wear;
y 15% to 20% more strength  

than traditional wheel alloy A356.2 
(which allows the wheel weight re-
duction); and
y An easy and cost-ef�cient 

manufacturing solution, including 
a seamless transition with exist-
ing casting processes and a two-
hour shorter aging cycle versus 
A356.2.

The company did not elabo-
rate on the process it’s using to 
achieve the improvements nor on 
how much it would cost versus 
conventional aluminum. 

“As we partner with custom-
ers, we’re seeing an increasing 
demand for specialized alloys 
and other products to meet their 
speci�c needs,” Rio Tinto Alu-
minium CEO Alf Barrios said.

Bridgestone selling polymer plant to Lion Elastomers
ORANGE, TEXAS
Bridgestone Corp. has agreed to sell a sty-

rene-butadiene copolymer plant in Orange oper-
ated by its Firestone Polymers L.L.C. subsidiary 
to synthetic rubber producer Lion Elastomers 
L.L.C.

Once completed, the deal will put the Bridge-
stone Corp. subsidiary out of the non-tire synthet-
ic rubber supply business. 

Bridgestone will, however, continue to operate 
an SBR plant in Lake Charles, La., along with a 
pilot plant in Akron. 

Financial terms were not disclosed. 
The Firestone plant produces SBR compounds 

under the Stereon, Diene and Duradene trade 
names. Lion said these products are complemen-
tary to its portfolio.

This is Lion Elastomer’s second strategic ac-
quisition in less than �ve years, and is in line with 

what the �rm called its initiative to expand its 
business and provide greater value enhancement 
to its customers.

“We have had a strong professional relation-
ship with Bridgestone for decades, and we are 
looking forward to maintaining this relationship 
while we continue to support the customers of the 
Orange facility,” Lion CEO and President Jesse 
Zeringue said. 

“This asset purchase will provide our company 

with the opportunity to further di-
versify our business and add addi-
tional product offerings to current 
and new customers.”

Lion produces EPDM and SBR 
under the Royalene brand name at 
plants in Geismar, La., and Port 
Neches, Texas.

In June 2017, Lion — then 
known as Lion Copolymer Services L.L.C. — 
purchased assets of SBR and nitrile-butadiene 
producer East West Copolymer L.L.C., which 
had declared bankruptcy in April 2017. 

In 2014,  Lion bought Ashland Inc.’s SBR busi-
ness in Port Neches to replace capacity it had 
idled in 2013.

Lion Copolymer was created in 2005 when pri-
vate-equity �rm Lion Chemical Capital L.L.C. 
bought DSM Copolymer Inc.’s SBR business. 

http://www.tirebusiness.com/live/autoservice
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retrieve their illicit cargo before the rail shipment was broken up and 
the vehicles were delivered to dealerships.

Police suspect smugglers af�liated with the Sinaloa drug cartel 
gained access to the cars after they left the assembly plant, Mr. Hen-
derson said, adding that it still is unknown how, when and where they 
gained access.

CONTINUED FROM PAGE 3

Illegal drug packages were found stuffed inside the spare tires of sev-
eral new Ford Fusions.
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Drugs found in Ford spare tires

Bridgestone to invest $41M 
in European tire factories 
BRUSSELS, Belgium

Bridgestone Corp. is committing 
$41 million over the next four years to 
digitize the manufacturing processes 
at its eight European plants with a goal 
of meeting “evolving” customer de-
mands faster and with more �exibility. 

The investment will cover train-
ing for Bridgestone employees in the 
�rm’s European/Middle 
East/Africa (EMEA) di-
vision to operate digital 
technologies that are de-
signed to help improve 
resource ef�ciency and 
job satisfaction.

The smart factory project will 
transform the production process — 
covering manufacturing semi-�n-
ished products, energy supply, main-
tenance, production monitoring and 
production planning — at plants in 
France, Hungary, Italy, Poland and 
Spain, Bridgestone said. 

The improvements also will ad-
dress energy savings, ef�ciency in-
creases, waste reduction and process 
simpli�cation. 

The �rst of the projects sched-
uled, dubbed “Smart Energy,” will 
focus on optimizing the plants’ en-
ergy consumption and costs, with a 
goal of cutting energy consumption 
by about 10%, Bridgestone said. 

The Smart Energy system creates 
a link between the production plans 
and energy consumption, and mod-
eling these will optimize the energy 
requirement of tire production.

The digitalization of the plants 
will enable the data from tire pro-
duction to be stored, analyzed and 
used by Bridgestone engineers at 

tech centers in Rome and Tokyo to 
help improve tire design. The dig-
itized tire model designs, in turn, 
will be used to cut the production 
time of the �rst series of new tires in 
half, Bridgestone said. 

Digitalization also will help Bridge-
stone improve manufacturing ef-
�ciency by enabling “smart main-
tenance” of the plants’ facilities. 
Arti�cial intelligence will be used 
to analyze data and forecast poten-
tial faults in machinery, for example. 

The system will measure and ana-
lyze key parameters of the machinery 
with the help of sensors and suggest 
maintenance to avoid costly malfunc-
tions. This new process also will help 

optimize the planning of maintenance 
cycles.

The smart factory investment is 
designed to help Bridgestone reduce 
waste throughout the EMEA system 
by looking for connections between 
production parameters and the fea-
tures of the manufactured tires. On-
site teams will be tasked with �nd-

ing ways to reduce the 
number of production 
rejects using the data 
collected. 

The company also an-
ticipates its logistics pro-
cesses will be simpli�ed 

considerably, thus simplifying pro-
duction planning and administrative 
processes, from mixing materials to 
warehousing.

This investment follows earlier initia-
tives to digitize the production process, 
Bridgestone said, such as the use of Ex-
amation, an arti�cial intelligence-based 
manufacturing technology that mea-
sures and checks quality parameters 
at 480 points — collecting 700 MB of 
data per tire. 

“This smart factory project will go 
a long way in making Bridgestone 
EMEA future ready,” Adolfo Llorens, 
vice president, manufacturing, said, 
noting that the digital processes should 
help improve quality by 15%. 

Future Tire: Bridgestone unveils 
lightweight tire technology
COLOGNE, Germany

Bridgestone Corp. has re-engineered the way it de-
signs and makes tires to reduce the products’ weight 
with no trade-off in wear performance, according to a 
presentation at Future Tire Conference, held June 11-12, 
in Cologne.

The new technology, dubbed “Enliten,” uses break-
through technology to reduce weight by 10% on average ver-
sus a standard premium summer touring tire, Bridgestone 
said. It also reduces a tire’s rolling resistance by up to 20%.

Bridgestone soon expects to announce partnerships 
with vehicle makers that will see tires made with En-
liten technology used on vehicles sold in the European 
market.

The Enliten technology, according to Bridgestone, 
employs a compound mix and a dedicated mold design 

concept that yields improved wear performance and a 
shallower tread depth. In addition, the tire’s reinforced 
inner liner is thinner. 

These design measures ensure tires made with the 
technology use less raw materials while reducing con-
sumption and CO2 emissions in combustion vehicles 
and extending battery life and vehicle range in electric 
vehicles, Bridgestone added.

In announcing the development, Bridgestone noted 
that European legislators have set strict targets on origi-
nal equipment manufacturers to reduce the CO2 emitted 
by their vehicles.

Paolo Ferrari, CEO and president of Bridgestone 
EMEA, called Enliten a “great step forward” for Bridge-
stone’s long-term environmental vision to manufacture 
products from raw materials that are fully renewable 
and sustainable by 2050 and beyond.

European Rubber Journal

Maxion joint venture to build 2nd wheel plant in China
SUIZHOU, China

Maxion Wheels and China’s Dongfeng Mo-
tor Parts & Components Group have broken 
ground on a joint-venture aluminum wheel 
plant in Suizhou that primarily will supply 
local assembly plants of both Chinese and in-
ternational vehicle makers. 

The partners have established a joint venture 
company, Dongfeng Maxion Wheels Co. Ltd., 
to oversee construction of the 236,720-sq.-ft. 
plant in Suizhou, Hubei Province, and its op-
eration once it’s up and running.  

“With our new partner, … this plant will 
serve future demand from global and Chinese 
vehicle manufacturers for locally produced 
aluminum car wheels,” Maxion Wheels CEO 
Pieter Klinkers said.

“Through our partnership with one of 
China’s largest automotive parts compa-
nies, we can quickly bring global aluminum 
wheel-making expertise to the biggest vehicle 

market in the world.”
The partners expect the plant to be in op-

eration by year-end 2020 with an annual ca-
pacity of 2 million die-cast aluminum wheels, 

according to Kai Kronenberg, vice president 
and chief representative of�cer for Maxion 
Wheels in China.

The partners did not disclose the value of 
the project. 

Shiyan, China-based Dongfeng Motor Parts is 
a subsidiary of Dongfeng Motor Co. Ltd.

The company specializes in auto parts man-
ufacturing, including chassis systems, cabin 
and body systems, electric drive systems, brak-
ing and intelligent driving systems, powertrain 
systems, thermal management systems, pow-
ertrain systems and lightweight technologies, 
Maxion said. 

Novi, Mich.-based Maxion Wheels, a divi-
sion of Iochpe-Maxion S.A., claims to be the 
world’s largest wheel manufacturer, producing 
nearly 60 million wheels per year at 21 plants 
in 12 countries on �ve continents. 

Maxion has one other plant in China, in 
Nantong.

Maxion Wheels and Dongfeng Motor Parts & Components Group plan to build a 236,720-sq.-ft. 
aluminum wheel plant in Suizhou, China. 

Prinx Chengshan breaks ground 
on Thailand car/truck tire plant
CHONBURI, Thailand 

Chinese tire maker Prinx Cheng-
shan Tire Co. Ltd. — a former Cooper 
Tire & Rubber Co. joint venture — 
has broken ground on a $300 million 
car and truck tire plant in Chonburi 
that could be operating by mid-2020. 

At full capacity, the plant will be 
rated at 4 million radial passenger and 
800,000 radial all-steel truck and bus 
tires annually, Prinx Chengshan said. 

The “world-class” factory will be the 
�rst overseas production base for Prinx 
Chengshan (Cayman) Holdings Co. 
Ltd., the company’s Hong Kong Stock 
Exchange-listed corporate entity. 

Speaking at a ground-breaking 
ceremony earlier this year, Prinx 
Chengshan Chairman Che Hong Zhi 
called this investment an “important 
step towards the international devel-
opment” for his company, which is 
considered the 33rd largest tire mak-
er worldwide with �scal 2017 sales 
of $855 million.

Mr. Che noted that his company 
chose Thailand for this investment 
because of its global free trade pol-
icies, access to natural rubber and 
status as the largest vehicle produc-
tion center in the ASEAN region. 

Prinx Chengshan was founded in 

1976 and listed on the main board of the 
Hong Kong Stock Exchange last Octo-
ber. It sells under the Austone, Cheng-
shang, Fortune and Prinx brands.

It operated as a joint venture with 
Cooper Tire from 2005 until 2014, 
when the business’ owner, Cheng-
shan Group Co. Ltd., exercised an 
option to buy out Cooper’s share. 

Prinx Chengshan continues to pro-
duce Roadmaster-brand truck tires 
for Cooper under a contract that’s due 
to expire this year. 

The company is setting up a U.S. 
sales of�ce in the Los Angeles area 
to support the launch of an as-yet 
unnamed truck and bus tire brand in 
North America. John Aben is pres-
ident of the new company, Prinx 
Chengshan North America Inc.

European Rubber Journal 

A group of unidenti�ed Prinx Cheng-
shan and Thai government of�cials at 
the plant’s groundbreaking ceremony.
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HELP WANTED

HELP WANTEDHELP WANTED

TIRES WANTED

BUSINESS FOR SALE EQUIPMENT FOR SALE

USED TIRES FOR SALE

USED TIRES FOR SALE

USED TIRES FOR SALE

Sell it in TIREBUSINESS Sell it in TIREBUSINESS

At
.com,

you can:
• Submit a classi�ed ad
• Read breaking news
• Submit story ideas

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

WHEEL SERVICE 
EQUIPMENT 

866.457.1523
AtlasAutoEquipment.com

CALL NOW

OF THETOPLINE

The Next Level Of Value. We Guarantee You Will Not Find A Better Product From Anyone Else
Products Shown: PWB50 & PTC300

“SELL US YOUR TIRES!”
We will purchase outright, your entire inventory of new, used, 
dated, or obsolete tractor rears, sprayer, or combine tires (no 
passenger, light or HD truck please). Give us a call or drop us a line 
with a description and we will make an appointment to evaluate 
your stock. Ph 507-607-0625 or email jeff@ntstiresupply.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

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 

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       

OUTSIDE SALES
Greenball Corporation, a family owned and operated specialty tire company, is 
seeking outside sales representatives to cover the NE and SE regions of the US.

• Tire Industry Outside Sales Experience Required
• Proven track record in developing sales & maintaining existing accounts
• Must be self-motivated and possess good communication skills
• B2B travel required

We offer a competitive benefit package and salary with commission. Paid travel 
expenses.

E-mail resume to recruiter@greenball.com

Multiple Territory Sales Positions - USA
Polar Rubber Products Inc. (PRP) is a Mining Tire Distributor and OTR Tire Retreader. PRP services the 
International Wholesale and Direct Sales market. PRP is looking for Multiple Territory Sales & Product 
Support Representatives. Candidates must possess at least 5 years industry sales experience, must be 
self-motivated, willing to travel 75% of the time and have strong organizational skills. 

These positions are available immediately and if you are interested in becoming a member of our 
team please e-mail your resume and salary expectations to hr@prptire.com in con�dence. Please 
also include an e-mail address where you can be reached and a Daytime phone number.

Quali�cations:
• Superior communication skills
• Computer Skills (Microsoft Of�ce)
• Self-motivated, Punctual and committed.
• 5+ years Prior Industry Sales Experience. 

Successful Candidate will be provided with:
• Product Speci�c training
• Salary (Based on Quali�cations)
• Company Vehicle
• Company Cell Phone & Computer
• Potential future incentives.

Used Original
Medium Truck Tires

(Japan) 275/80R22.5 11R22.5 
WHOLESALE

MAJOR BRANDS 
6-8 mm tread remaining 

No patches, cracking, or old DOT 
Tel: (915) 860-2222 

Email: info@lallantaco.com 
Contact: Manuel Ayala 

(Thousand of Tires in Stock ) 
• TRUCK  TIRES 
• OTR AND INDUSTRIAL TIRES 
• LT, SUV, PCR, MT 
• FARM TIRES 
• EXCLUSIVE TERRITORIES AVAILABLE

• OTR/FARM – REGIONAL & NATIONAL SALESMEN 
• TRUCK TIRES – REGIONAL & NATIONAL SALESMEN  
• NATIONAL SALES MANAGERS 
• TIRE STORE: BRANCH AND ASST BRANCH MANAGERS. 
• TIRE STORE: SERVICE MANAGES 
• TIRE TECHNICIANS, MECHANICS, ROAD SERVICE. 
• ADMINISTRATIVE STAFF–ACCOUNTING, MARKETING, 
  LOGISTICS, COMPUTER AND SOCIAL MEDIA MARKETING. 

LOOKING FOR FULL TIME EMPLOYEES 
EXCELLENT PAY AND FULL BENEFITS: 

(Health, Dental, Vision, Life Insurance and other benefits)

FLORIDA – GEORGIA – TEXAS – CALIFORNIA 

Email: minoo.mit@icloud.com • Tel: (949) 536 6892
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“The performance vehicle market is following the 
overall market in the shift away from cars and toward 
CUVs and SUVs, even in the high-performance seg-
ment,” the tire maker said.

While the UHP market has shown relative growth in 
the last �ve to 10 years, growth in UHP passenger tires 
has slowed, according to Brandon 
Stotsenburg, vice president of auto-
motive for Kenda Tire U.S.A. Inc. 

“However, speci�c niches for cars 
continue to thrive,” Mr. Stotsenburg 
said. “Some CUV platforms now de-
mand V- or W-rated products, which 
are trending toward UHP.

“The drivers that Kenda has seen 
relate to consumer expectations with-
in the segment,” he said. “There are 
a lot of low-priced, W-rated products which perform at 
low levels for a low price. Ultimately consumers who 
want the look and a Z-rating can be tempted to buy these 
products.”

Not all tire makers, however, agreed that the performance 
vehicle market is shrinking. Bridgestone Americas said it 
still has a loyal customer base of performance vehicle enthu-
siasts who want the best in UHP tires.

“We think the enthusiast market is still strong,” said Dan-
iel Kelly, product planner, passenger vehicle segment, U.S. 
and Canada for Bridgestone Americas Tire Operations.

CONTINUED FROM PAGE 1
UHP  “That market is not really going 

anywhere, at least for the foreseeable 
future. We’re still in an awesome era 
of performance vehicles.”

There is a growing trend in per-
formance SUVs, such as the BMW 
X5M; performance CUVs, such as 
the Porsche Macan; and even perfor-
mance off-road vehicles, such as the 
Jeep Cherokee Trailhawk, Mr. Kelly 
noted.

“But SUVs and CUVs are still a smaller portion of the 
UHP market,” he said.

With recent changes in the vehicle market, performance 
vehicles are more or less in the eye of the beholder, ac-
cording to Kevin Arima, senior product manager, product 
planning and technical services for Toyo Tire U.S.A. Corp.

“While the sports car segment has declined in recent 
years, some vehicles that were traditionally considered a 
non-performance vehicle now have horsepower outputs that 
you can argue is a performance vehicle,” Mr. Arima said.

A Toyota Camry, for example, can be offered with an 
engine rated at more than 300 horsepower, he said.

“Overall, sales of new vehicles are shifting towards light 
trucks, SUVs and CUVs, and we expect the OEMs to ex-
pand their offerings to sportier models, which will help 
drive UHP tire sales in these segments,” Mr. Arima said.

Indian tire maker Apollo Tyres Ltd. said it is �nding 
a higher growth rate in UHP tires for light trucks, SUVs 
and especially CUVs.

“Also, we see the LT and SUV segments as a big growth 
opportunity for the company, and product development is 
under way in these segments,” said Yograj Varma of Apol-
lo’s corporate communications. 

Apollo recently developed an all-weather tire, the 
Quatrac Pro, designed speci�cally for the UHP segment.

“Unlike all-season tires, all-weather tires stay soft and give 
grip at temperatures above and below 7 degrees Celsius, so 
they’ve become a popular year-round tire in cities like Bos-
ton, Chicago, Toronto and Vancouver,” Mr. Varma said.

Mr. Briggs touted Yokohama’s all-season UHP tire, the 
Advan Sport A/S, which was introduced in late 2014 and 
will be upgraded to the Advan Sport A/S+ this September.

Kenda’s all-season UHP tire, the Vezda KR400, of-
fers “excellent” traction, low noise levels and “excep-
tional” wet/all-season traction and braking, according to 
Mr. Stotsenburg.

The Vezda KR400’s traction, he said, “indicates a prod-
uct which mirrors upper-tier summer performance,” he said.

Michelin is developing UHP tires in larger sizes to 
satisfy the shift from performance cars to performance 
CUVs, according to the company.

“Last year we launched several new CUV sizes in the 
Pilot Sport A/S 3+, and we just launched the Pilot Sport 
4 SUV line speci�cally for high-performance CUVs and 
SUVs,” Michelin said.

Bridgestone mentioned its Potenza RE-71R as a tire 
of choice for car club racing enthusiasts, such as those 
af�liated with the Sports Car Club of America.

Nevertheless, the UHP tire retains the same perfor-
mance qualities in whatever market it serves.

“By de�nition, performance is still the priority, in-
cluding wet and dry grip,” Mr. Briggs said. 

“The higher up in the category one goes, the more 
important some of the more re�ned performance attri-
butes, such as noise and comfort, become.”

Kelly

Stotsenburg

U.S. High-Performance Tire Trends 
2018 2017 2016 2015 2014 2013 2012 2011 2010

Original Equipment Market (millions of units) 
V-rated 6.2 6.2 6.6 6.6 7.0 7.0 5.9 4.4 4.5
Z-rated1 3.6 3.0 3.0 2.7 2.4 1.7 1.0 0.8 0.9
Performance subtotal 9.8 9.2 9.6 9.3 9.4 8.7 6.9 5.2 5.4
V- & Z-rated share 21.3% 20.0% 19.5% 18.7% 19.7% 20.0% 17.3% 14.6% 16.3%
TOTAL Shipments 46.0 45.9 49.3 49.7 47.8 43.6 40.0 35.7 33.2

Replacement market (millions of units) 
V-rated 27.6 25.8 23.8 21.4 18.9 16.4 14.7 14.4 13.1
Z-rated1 18.5 17.4 16.8 16.5 15.2 13.5 12.9 12.7 12.1
Performance subtotal 46.1 43.2 40.6 37.9 34.1 29.9 27.6 27.1 25.2
V- & Z-rated share 21.3% 20.6% 19.5% 18.4% 16.5% 15.0% 14.5% 13.9% 12.6%

TOTAL Shipments 216.7 209.3 208.6 206.1 206.5 199.1 190.9 194.4 200.0

Import share (millions of units) 
Imports (18” & higher) 26.3 22.1 19.0 17.2 14.0 12.0 10.9 9.1 8.7
% of repl. performance sector 57.0% 51.2% 46.8% 45.4% 41.1% 40.1% 39.5% 33.6% 34.5%
‘Non-captive’ imports2 4.6 5.8 6.9 7.0 6.9 5.4 4.7 3.1 3.6
% of repl. performance sector 10.0% 13.4% 17.0% 18.5% 20.2% 18.2% 17.0% 11.4% 14.3%
Sources: U.S. Tire Manufacturers Association; Department of Commerce; Tire Business research  
1 = Comprises W-, Y- and Z-rated tires 
2 = Imports from countries where local manufacturers don’t have North American capacity; primarily China, Taiwan, Thailand, Indonesia, etc. 

U.S. Sports/Performance Car Sales
2018 
sales

Change
vs. 2017

Dodge Charger 80,226 -9.2%
Ford Mustang 75,842 -7.4%
Dodge Challenger 66,716 3.4%
Chevrolet Camaro 50,963 -25.0%
BMW 3 series* 44,578 -25.0%
BMW 5 series* 43,937 8.1%
In�niti Q50* 34,763 -14.7%
Audi A4/S4* 34,566 -8.3%
BMW 4 series* 31,379 -20.8%
Acura TLX 30,468 -12.6%
Subaru WRX* 28,730 -8.4%
Audi A5/S5* 25,972 21.9%
Tesla Model S 24,000 -16.7%
Porsche Macan* 23,504 9.7%
Lexus IS* 22,927 -13.4%
Mercedes CLA* 22,556 9.1%
Chevrolet Corvette 18,791 -25.1%
Cadillac XTS 17,727 8.9%
Kia Stinger* 16,806 1893.6%
Alfa Romeo Giulia* 11,519 29.4%
Cadillac CTS 11,219 8.5%
Porsche Cayenne* 10,733 -18.7%
Audi A6/S6* 10,561 -35.2%
Cadillac CT6 9,668 -8.3%
Porsche 911* 9,647 7.5%
* imported 
Source: Automotive News Data Center

McCarthy

necessary to complete the work. 
The agency cited the uncertainty 

of an Initial Public Offering (IPO) in 
China as the reason for delaying the 
U.S. factory project.  

“Unfortunately,” the agency’s state-
ment said, “with all of the uncertainty 
with the trade relations between the 
U.S. and China, the Chinese Govern-
ment Agency that approves IPOs in 
China put Sentury’s IPO on hold indef-
initely. The IPO is critical to Sentury 
being able to �nance the project. ...” 

At that time, the Times-News — a 
daily newspaper covering Troup Coun-
ty — noted in its reporting on the matter 
that the 400 acres of land near Pegasus 
Parkway near LaGrange designated for 
the plant “sits mostly untouched, with 
no construction under way.”

Since announcing the project in 
2016, Sentury Tire has said little 
publicly about the project, citing con-
�dentiality restrictions related to the 
IPO — proceeds of which were des-
ignated in part to fund the construc-
tion of an aircraft tire plant in China.

Pat Wilson, commissioner of the 
Georgia Department of Economic 
Development, told Tire Business in a 
prepared statement: 

“We are proud of the con�dence 
Sentury Tire has shown in making 
Georgia the primary choice for their 
�rst U.S. manufacturing facility. 
While the company has not been able 
to meet the aggressive timetable �rst 
proposed for constructing the plant, 
Sentury’s leadership has pledged to 
continue working to secure all neces-
sary �nancing needed for the project. 

“Delays like this, while unfortu-
nate, are understandable whenever a 
business enters a new international 
market with this level of investment. 
We continue to work closely with the 
LaGrange leadership to ensure the 
community is kept well informed and 
updated on the progress of this project. 

“The state of Georgia and La-
Grange remain fully committed to the 
project and look forward to working 
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with Sentury Tire on a new timeline 
for construction of their manufactur-
ing plant and �rst production of Geor-
gia-made tires for the U.S. market.”

Sentury of�cials in China and the 
U.S. did not respond to multiple re-
quests for comment. 

In the meantime, Qingdao Sen-
tury is using its 4-year-old factory 
near Bangkok, Thailand, to supply 
customers in the U.S. The plant, in 
which Sentury invested $400 mil-
lion, is rated at 12 million car and 
light truck tires a year. 

Sentury Tire USA maintains ware-
house distribution centers in Miami; 
Memphis, Tenn.; and Southern Cali-
fornia.

This development is the second 
setback involving a Chinese tire 
maker that had announced plans for 
a U.S. plant. 

In June 2018 Guangzhou Vanlead 
Group Co. Ltd. was forced to put 
on hold inde�nitely plans it had an-
nounced in 2017 to invest $1 billion in 
a tire plant in South Carolina.

Guangzhou Vanlead, a China state-
owned entity that controls Wanli Tire 
Group, had proposed building a tire 
plant in Orangeburg County, S.C., 
capable of producing 6 million con-
sumer tires annually in the eight-year 
project’s �rst phase.

Sources at the Orangeburg County 
Development Commission (OCDC) 
con�rmed last June that the project 
was in “neutral,” although the OCDC 
didn’t rule out completely that it may 
still come to fruition. 

A third China company, Triangle 
Tire Co. Ltd., disclosed plans in late 
2017 for a pair of plants to be built 
near Rocky Mount, N.C. — one for 
passenger/light truck tires and one 
for truck/bus tires.  

At last report, the company had 
begun clearing land at the site, work 
that was interrupted last September 
by the heavy rains that accompanied 
Hurricane Florence as it drove inland 
through the Carolinas. 

Jane Ho, China correspondent, contribut-
ed to this article.

Tire Inc. of Bell Gardens, Calif., ac-
quired four GCR service locations 
and two retread plants in California.  

McCarthy Tire bought six GCR 
locations from Bridgestone in 2017, 
in Maryland, New York and Penn-
sylvania. 

Once the McCarthy deal is com-
pleted, the GCR business — named 
for the business’ founders, Balie 
Grif�th, Harold Crawford and Per-
ry Rose — will be down to about 
100 GCR locations left in 21 states 
and eastern Canada, down from 
200-plus at the business unit’s 
height several years ago.

Despite the trio of divestitures 
in the past six months, “Bridge-
stone remains very committed to 
the GCR business, and GCR will 
continue to be a leading provider of 
commercial tires and service in key 
markets and geographies,” a com-
pany spokesperson said. 

The acquisition of the three re-
tread plants potentially could make 
McCarthy the No. 3 or even No. 2 
Bandag retreader in North Amer-
ica, according to Tire Business’
analysis of the available data. 

Meanwhile, McCarthy is closing 
one of a pair of retail stores it oper-
ates in the Winchester, Va., area and 
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is consolidating its activities at the 
remaining store, which serves both 
retail and commercial customers. 

The move is designed to improve 
service to the dealership’s custom-
ers in the Shenandoah Valley, Mc-
Carthy Tire said. 

The �ve employees at the deal-
ership’s Valley Avenue store now 
will work out of a larger location on 
South Kent Street, about 2.5 miles 
away. McCarthy Tire acquired the 
stores in 2012 with its purchase of 
Duncan Brothers Tire; the Valley 
Avenue location was leased. 

Thaddeus Brown, longtime store 
manager at the Valley Avenue loca-
tion, will become retail manager of 
the combined automotive operations 
at the Kent Street store. He started his 
career more than 20 years ago with 
Duncan Brothers Tire, McCarthy Tire 
said. 

The Kent Street store has 10 service 
bays for retail services; a waiting area 
with free wi� and coffee; a range of 
mechanical services and repairs for 
cars, vans, SUVs and light/medium 
trucks; a �eet management program 
for business vehicles and service 
�eets; and national account services.

The Winchester store is one of 10 
outlets McCarthy Tire Service op-
erates in Virginia, six of which of-
fer commercial services alongside 
retail services.  

Sentury
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